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Abstract
A B S T R A C T
For years, the central tenet in consumer research has assumed a highly rational model of 
consumer behaviour. Under this perspective, consumers are seen to intentionally choose 
brands or purchase products solely on the basis of reasons (Holbrook et al. 1990). 
However, a number of scholars challenge this assumption and since the early 1980s, 
research has shifted to reactive view, focussing on the experiential aspects of 
consumption. A  number of studies have investigated the role of emotion in aspects of 
consumption such as satisfaction and behavioural intentions. Similarly, emotions play an 
important role in tourism given its pleasure-seeking activities and the hedonic nature of 
the experience (Otto and Ritchie, 1996). Emotional reactions to the tourism experience 
influence satisfaction, behavioural intention, attitude judgements and destination choice. 
Yet, research on the affective dimensions of tourists’ experience remains sparse with 
empirical evidence appearing only recently (Ekinci and Hosany, 2006). More specifically, 
no studies exist to understand tourist emotional responses towards destinations visited.
Accordingly, this research attempts to contribute to the literature by addressing two key 
questions: what is the structure of tourists’ emotional responses towards tourist 
destinations?; and what are the determinants and consequences of these emotional 
responses? The research questions were tested by means of two empirical studies (Study 
1: N=200; Study 2: N=520). In order to examine the first research question, Study 1 
adopts a rigorous and methodologically sound approach to scale development. For the 
second objective, to investigate the determinants of tourists’ emotional responses, Study 2 
builds on cognitive the appraisal theories of emotions. In turn, h o w  these emotions 
influence post-consumption behaviours such as satisfaction and intention to recommend 
are also examined.
This research makes several theoretical contributions to the literature and offers important 
implications for destination marketers. In particular, a reliable and valid destination 
emotion scale (DES) was developed, consisting of three salient dimensions: joy, love and 
positive surprise. At the same time, consistent with theory, there was a significant effect 
of cognitive appraisals on emotional responses. Based on the study findings, a destination 
emotion model is proposed, linking appraisals, emotional responses and post­
consumption evaluations. Finally, a number of future research agendas are highlighted.
Sameer Ullah Hosany
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C H A P T E R  O N E
I N T R O D U C T I O N
l . I B a c k g r o u n d  to the S t u d y
For years, the central tenet in consumer research has assumed a highly rational model of 
buying behaviour. Under this perspective, consumers are seen to intentionally choose 
brands or purchase products on the basis of reasons (Holbrook, O ’Shaughnessy and Bell, 
1990). As noted by Belle (1985, p. 8), “this assumption is based on the premise that 
consumer choice is purposive, planned and conscious”. However, this aspect of consumer 
research has received m u c h  criticism from prominent scholars such as Hoch and 
Loewenstein (1991) and Holbrook and Hirschman (1982) because cognitive models alone 
are inadequate in explaining m a n y  purchase decisions and other marketing phenomena. 
As a result, since the early 1980s consumer research has gradually shifted to a more 
reactive view (e.g. Holbrook et al., 1990) that emphasises the role of emotional responses 
arising during consumption. The reactive view of consumption originates from earlier 
work on motivation research (e.g. Martineau, 1957) and on symbolic product imagery 
(Gardner and Levy, 1955; Levy, 1959). For these authors, both conscious and 
unconscious thoughts, moods, wants and feelings define the consumption experience. In 
this perspective, consumers are perceived to derive hedonic gratification (Hirschman and 
Holbrook, 1982) or engage in fantasies, feelings and fun (Holbrook and Hirchman, 1982) 
in response to meanings of the products (goods, services, events and ideas) they consume.
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For example, in the past two decades, a coherent stream of research on the experiential 
and symbolic qualities attached to consumption has appeared in the marketing literature 
(Holbrook et al., 1990; Malhotra, 2005). The essence of this perspective lies in their close 
connection to consumers’ emotions (Holbrook, 1986). Indeed, a number of studies have 
investigated the role of emotion in central aspects of consumption such as persuasion, 
preference, evaluation, satisfaction and behavioural intentions. Emotions are affective 
variables, more intense than moods and are associated with a specific stimulus (Cohen 
and Areni, 1991). Early research has predominantly focussed on emotional responses to 
advertising (e.g. Aaker et al., 1986; Edell and Burke, 1987; Olney et al., 1991). Others 
have examined emotions generated by the use of specific products (e.g. Holbrook et al., 
1984), services (e.g. Oliver, 1994), or more generally in a variety of consumption 
situations (e.g. Derbaix and Pham, 1991; Havlena and Holbrook, 1986). A  rich body of 
research has investigated the relationship between consumption emotions and satisfaction 
(for e.g. M a n o  and Oliver, 1993; Oliver, 1993; Westbrook, 1987; Westbrook and Oliver, 
1991; Y u  and Dean, 2001; Dube and Menon, 2000). All of these studies establish 
emotions as an important component of consumer response (Richins, 1997).
Similarly, a growing number of studies have recognised the importance of emotions in 
the tourism domain (e.g. Bigne and Andreu, 2004; Sirakaya et al., 2004; Zins, 2002). In 
particular, the experiential qualities of the tourism experience are increasingly 
acknowledged (e.g. Snepenger et al, 2004, 2007; Ekinci and Hosany, 2006). For the 
holidaymaker, tourism is a response to felt needs and acquired values within temporal, 
spatial, social and economic parameters (Gnoth, 1997). Furthermore, vacations are a 
means of “escape-aids, problem-solvers, suppliers of strength, energy, new lifeblood and 
happiness” Krippendorf (1987:17). Vacations provide a sense of escape, freedom and the 
sense of well-being (Gilbert and Abdullah, 2004). Gnoth (1997) further note the 
importance of emotions in tourism given its pleasure-seeking activities and the hedonic 
nature of the experience. Emotional reactions and subjective responses to the tourism 
experience influence post-consumption behaviours such as evaluation of satisfaction, 
intention to recommend and attitude judgements (Gnoth, 1997; Goossens, 2000; 
McIntosh and Siggs, 2005). For example, Goossens (2000) argue that experiential 
processes such as imaging, daydreams and emotions play an important role in the 
destination choice behaviour.
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Furthermore, social theorists have long argued that places/destinations are sources of 
identification and affiliation that provide meaning and purpose to life (e.g. Williams and 
Vaske, 2003). B y  the same token, people have emotional responses to their immediate 
environment (Machleit and Eroglu, 2000) and the potential to evoke an emotional 
reaction is even greater for tourism destinations. However, to the best of the researcher’s 
knowledge, no studies exist which describe and measure tourists’ emotional responses 
towards destinations. A n  understanding of h o w  tourists react to, or benefit from their 
experiences gained through subjective associations with places, will enable the 
formulation of appropriate marketing strategies in order for tourism destinations to 
compete successfully (Beeho and Prentice, 1997).
At the same time as it is important to determine the structure of emotional responses 
towards tourism destinations, systematic inquiry is also needed to understand the 
determinants of these emotional responses and their effects on post-consumption 
behaviours. Research in psychology has offered cognitive appraisal theories as the 
unifying approach to study the antecedents of emotion (Ekman and Davidson, 1994; 
Scherer et al., 2001). Appraisal theories define emotion as a mental state that results from 
processing, or appraising, personally relevant information (e.g. Lazarus and Smith, 1988; 
Smith and Ellsworth, 1985). For appraisal theorists, it is “evaluations and interpretations 
of events, rather than events per se, [that] determine whether an emotion will be felt and 
which emotion it will be” (Roseman et al., 1990: 899). In simplistic terms, cognitive 
appraisal theories address three issues (Watson and Spence, 2007) namely: i) to 
understand the underlying characteristics inherent in events that are evaluated or 
appraised ii) what emotions are experienced as a result of this appraisal process; and iii) 
what are the behavioural responses to the experienced emotions.
In recent years, cognitive appraisal theory is considered as a promising avenue to study 
the determinants of consumption emotions in marketing (e.g. Johnson and Stewart, 2005; 
Watson and Spence, 2007). Yet, with some exceptions (e.g. Nyer, 1997; Ruth et al., 
2 0 0 2), the development and application of appraisal theories in consumer research remain 
in its infancy. More specifically, no studies could be identified applying appraisal theories 
to understand tourists’ emotional responses towards destinations and h o w  in turn these 
determine post-consumption behaviours such as satisfaction, intention to recommend and 
global attitude judgements.
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1.2 Purpose of the Study
Accordingly, this research attempts to add to the literature by addressing two key research 
questions:
1. What is the structure of tourists’ emotional responses towards tourist destinations?
2. What are the determinants and consequences of these emotional responses?
The research questions are tested by means of two empirical studies, with the first one 
(Study 1) designed to address the first research question and the second study (Study 2) 
attempts to answer both research questions (Table 1.1).
Table 1.1
Overview of the Research Design and Research Objectives
Research
Question
Research
Objectives
Design Instrument Main
Analysis
Study 1 1 -To develop a 
valid and reliable 
scale to measure 
tourists’ 
emotional 
responses toward 
tourism 
destination: the 
DES
Scale
development
Face to face 
administered 
questionnaire 
measuring emotional 
responses toward 
tourism destinations 
and post­
consumption 
behaviours
Exploratory
Factor
Analysis and
Multiple
Regressions
Study 2 1 and 2 -To validate the 
Destination 
Emotion Scale;
- To examine the
determinants of
emotional
responses using
cognitive
appraisal
theories;
-To test an 
integrated model 
of appraisals, 
emotions and 
post­
consumption 
behaviours
Scale<
validation;
Model
development 
and testing
Mail administered 
questionnaire 
measuring appraisals, 
emotional responses 
and post­
consumption 
behaviours
Exploratory
Factor
Analysis;
MANOVA,
Analysis and
Multiple
Regressions
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In order to investigate the first research question, Study 1 adopts a rigorous and 
methodologically sound approach to scale development which involves a sequence of 
steps consistent with conventional guidelines (e.g. Churchill, 1979; Gerbing and 
Anderson, 1988). In developing the Destination Emotion Scale (DES), several criteria for 
assessing the psychometric soundness of behavioural measures were followed including 
assessment of content validity, criterion related validity, construct validity and internal 
consistency (reliability). The first stage involved conducting pilot tests on the four 
commonly used and adapted emotion scales in marketing namely: Plutchick’s (1980) 
eight primary emotions; Izard’s (1977) Differential Emotion Scale (DES); Mehrabian and 
Russell (1974) Pleasure, Arousal, Dominance (PAD); and Watson, Clark and Tellegen 
(1988) Positive Affect and Negative Affect Scales (PANAS). The pilot studies were 
designed to investigate the relevance of these scales at gauging tourists’ emotional 
responses towards destinations. Results were inconclusive and in line with Richins 
(1997:129) assertion that “existing measures of emotions have important shortcomings 
when used to assess emotions in the consumption context”.
In the next stage, focus groups and projective tests (word association) were carried out to 
elicit destination specific emotion adjectives. The results of previous stages were further 
complemented with a review of the literature. As a result, 74 statements were selected for 
inclusion in the questionnaire spanning across eight primary emotion categories: love, 
joy, surprise, interest, sadness, anger, fear and shame. Data for Study 1 were collected 
over a two months period in a U K  city. A  total of 215 respondents were approached 
randomly on the streets and around shopping malls to fill a face to face administered 
questionnaire. Using the retrieval hypothesis (Solomon et al., 1999), respondents were 
instructed to recall the most recent tourist destination visited and then rate their level of 
emotional responses towards that destination using self reports (Issen et al., 2004).
Preliminary analyses (Kurtosis and Skewness) were n m  to determine normality of the 
emotions items. All negatively valence emotions (e.g. humiliation, unhappiness) violated 
the normality assumption and were dropped (44 positive emotions items were retained). 
The absence of negative valence emotions is supported with the fact that holidaytaking 
offer positive goal-directed emotions. The remaining items were subjected to principal 
component exploratory factor analysis. A  three factor model emerged with 24 emotion 
items and accounted for 5 9 %  of total explained variance. The dimensions were named
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joy, love and positive surprise and had relatively high reliability coefficients ranging from 
0.84 to 0.92. Factor loadings were greater than 0.54 and thus provided evidence for the 
construct validity of the scale (Churchill, 1979).
Furthermore, Study 2 was intended to test both research questions set at the outset of this 
research. The study took place in a U K  city over a three-month period and data were 
collected from British respondents using a mail survey approach. A  total of 520 usable 
questionnaires were retained for the analysis. One of the objectives of Study 2 was to 
validate the destination emotion scale, as developed in Study 1. Reliability and validity 
analyses confirmed the robustness of a three-factor model representing tourists’ 
emotional responses toward destinations. Study 2 also examines the antecedents of 
emotional responses using appraisal theories and tests a conceptual model linking 
appraisals, emotions and post-consumption behaviours (see Figure 1.1).
Figure 1.1
Proposed Simplistic Model of Appraisals, Emotions and Post-consumption 
Behaviours
Outcome desirability 
Goal congruence 
Certainty 
Novelty
Self-Compatibility
Agency
- Joy
- Love
- Surprise
Satisfaction
■ Intention to 
Recommend
■ Attitude 
Judgements
In addition, to investigate the antecedents of emotional responses, the study builds on the 
empirically well supported cognitive appraisal theories of emotions from psychology 
literature. Cognitive appraisal theorists have proposed a range of dimensions to integrate 
an individual’s cognitive process of an event and the resulting impact on emotions. 
Although there is a high degree of convergence among researchers that different emotion 
types are associated with different types of appraisals, there is m u c h  controversy as to the 
number of appraisal or evaluation dimensions required to differentiate emotional states. 
Appraisal theorists have advocated as few as three to as man y  as nine relevant dimensions
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necessary to distinguish between emotional responses to stimulus events. However, for 
the purpose of this study, a selection of dimensions was made among appraisal measures 
that are i) most applicable in the context of tourism destinations; and ii) hypothesised to 
elicit joy, love and positive surprise. Six appraisal dimensions were retained in this study 
namely: outcome desirability; goal congruence; certainty; novelty; self-compatibility; and 
agency. The determinants of emotional responses towards tourist destinations were tested 
using Multivariate Analysis of Variance ( M A N O V A ) .
Results indicate a significant main effect of appraisals on emotional responses toward 
destinations evaluated. Values of eta2 (rj*) indicate that appraisal of pleasantness has the 
greatest impact and appraisal of agency has the smallest impact on emotion. However, 
univariate A N O V A s  for each emotion separately showed that not all appraisals 
differentiate among the emotions. Furthermore, multiple regressions were used to test the 
effect of emotional responses on post-consumption behaviours and results supported the 
significant predictive power of emotions. Post hoc analyses were performed using Baron 
and Kenny (1986) recommended procedures to test the mediating role of emotions on the 
effect of appraisals on intention to recommend and results provided mixed findings.
The theoretical contributions of this research are threefold. First it identifies the structure 
of tourists’ representations of their emotional experiences towards tourist destinations by 
developing a valid and reliable scale: The Destination Emotion Scale (DES). Second, it 
applies cognitive appraisal theories to understand the antecedents of these emotional 
responses. Applications of appraisal theories in consumer research, particularly in the 
fields of tourism, are still in its infancy. Another key contribution of this study is the 
development of a destination emotion model linking appraisals, emotion and post­
consumption behaviours (such as satisfaction, overall image, intention to recommend and 
attitude judgements) in the context of tourism.
The study entails several limitations, which offer avenues for further research. First, both 
studies use verbal self report to measure emotional responses. Relying on self-reports can 
be problematic since respondents m a y  be unwilling or unable to report their true feelings, 
and in some instances m a y  be influenced by the researcher demand. Another limitation is 
the specificity of the findings to only one culture (British nationals). People of different 
cultures and speaking different languages categorise emotions differently (Russell, 1991).
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1.3 Overview of the Thesis
The thesis contains nine interrelated chapters as represented diagrammatically below. 
Figure 1.2 Structure of the Thesis
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In Chapter 1, the research background is discussed and the study objectives formulated. 
The chapter also provides an overview of the research design adopted to fulfil the study 
objectives. The chapter also includes a diagrammatical representation depicting the 
structure of the thesis.
Chapter 2 discusses the challenges facing destination marketers in an increasingly 
competitive market and identifies new paradigms for the design of successful marketing 
strategies. The chapter also defines tourism destinations and explains key components of 
destination marketing, namely: destination image, destination branding and destination 
personality.
Chapter 3 reviews the different theories and approaches to study the emotions. More 
specifically, two competing approaches namely, valence-based (dimensional approach) 
and specific emotions (categorical approach) are discussed. The chapter further reviews 
four emotion measures from psychology, but commonly borrowed and adapted in 
marketing, namely: Plutchilc (1980) ten primary emotions; Izard (1977) Differential 
Emotion Scale (DES); Mehrabian and Russell (1974) Pleasure, Arousal and Dominance 
(PAD); and Watson et al., (1988) Positive Affect and Negative Affect Scales (PANAS). 
Also, limitations of these psychological measures in consumer research are highlighted. 
Moreover, the chapter provides a review of an illustrative set of consumer studies on 
emotions in the marketing literature.
Chapter 4 reviews the literature on appraisal theories of emotions. Appraisal theories 
have emerged in response to the limitations of earlier theories of emotions namely the 
dimensional and categorical approaches. In the first part, four key appraisal models as 
postulated by emotion theorists are presented namely: Roseman (1984); Scherer (1984); 
Smith and Ellsworth (1985); and Frijda (1986). The second part identifies a limited set of 
empirical and conceptual studies on the application of appraisal theories in tourism and 
marketing literatures.
Chapter 5 describes the research design for the first study (Study 1). First, the research 
philosophy underpinning this thesis is explained. The main puipose of Study 1 was to 
identify the structure of emotional responses toward tourism destinations. In order to 
fulfil this objective, the study adopts a rigorous and methodologically sound approach to
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scale development. Accordingly, Chapter 5 details the systematic process that was 
followed in developing the destination emotion scale (DES). Stages in the scale 
development process, such as item generation, questionnaire design, data collection 
method and scale evaluation (reliability and validity) are addressed.
Chapter 6 presents the findings of the first empirical study (N=200). Data were analysed 
using Statistical Package for the Social Sciences (SPSS 14.0). The first part profiles 
respondents in terms of their demographic and trip characteristics. Next, a descriptive 
account (mean scores and standard deviations) of the study scale items (emotions and 
dependent measures) are presented. The third part highlights the findings of exploratory 
factor analysis and provides reliability and validity assessments of the destination 
emotion scale. Next, coirelation analysis identifies the relationships among the study 
constructs. The last part presents findings of a follow up study and post-hoc analyses.
Chapter 7 describes the underlying methodology followed for the second study (Study 
2). First, the research objectives are highlighted, the conceptual framework described and 
hypotheses formulated. The second part details steps taken to design the questionnaire, 
sampling design and data collection method. In the last section, data analytical methods 
are discussed. More specifically, multivariate analysis of variance and mediated 
regressions are used to test the research hypotheses. The underlying assumptions, design 
and key considerations for both methods are explained.
Chapter 8 reports the findings of the second study carried out on a sample of 520 British 
respondents. The first part of the chapter profiles respondents’ in terms of their 
demographic characteristics, followed by descriptive analyses of the measurement scales 
used to capture the study constructs. The third part deals with measures purification in 
terms of item analyses, factor analysis, reliability and validity assessments. Lastly, 
research hypotheses, as formulated in Chapter 7, are tested. More specifically, the 
determinants and consequences of emotional responses toward tourism destinations are 
investigated.
Finally, Chapter 9 discusses the key research findings and outlines the theoretical 
contributions and practical implications of this study. Future research areas are identified 
and limitations of the study highlighted.
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C H A P T E R  T W O
L I T E R A T U R E  R E V I E W :  
D E S T I N A T I O N  M A R K E T I N G
2.0 Introduction
Since the early 1950s, the growth of international tourism has been phenomenal and has 
shown resilience to periodic and political adversity (Robinson et al., 2000). Indeed, the 
travel and tourism industries have shown sustained growth despite the ‘shocks’ of ‘9/1 1 ’, 
the bombing of Bali (a major tourism destination), the advent of S A R S  (sever acute 
respiratory syndrome) and the second Iraq war (Cooper et al., 2005). In 2005, 
international tourist arrivals worldwide grew by 5.5% and, for the first time, exceeded 
800 million. The main purpose of travel is for leisure, recreation and holidays (50%); 
2 6 %  travel for other motives such as visiting friends and relatives (VFR), religious 
purposes/pilgrimages and health treatment; and business travel accounted for 1 6 %  
( U N W T O ,  2006). According to the World Travel and Tourism Council, travel and 
tourism demand is expected to generate U S $  7,060 billion of economic activity 
worldwide in 2007, growing to U S $  13,231 billion by 2017.
Furthermore, it is expected that the travel and tourism industry will contribute 3.6% to 
gross domestic product (GDP) in 2007 (US$1,851 billion). At the same time, it is 
estimated that employment (indirectly and indirectly) will reach 231.2 million,
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representing 8.3 % of total employment worldwide (1 in every 12 jobs). B y  2017, this 
figure is expected to rise to 262.6 million jobs, accounting for 8.3 per cent of total 
employment (WTTC, 2007). In terms of volume, United States remains the world’s 
largest travel and tourism economies accounting for more than US$1,689.3 billion in 
2007 and is expected to continue in its pole position in 2017. But when considered as a 
single market, the European Union is the largest travel and tourism economy, 
representing 35.2% of global market share and 10.9% of G D P  (US $1,767.7 billion) and 
with an employment of 25.7 million representing 11.8% of total employment in 2007. 
However, according to forecasts over the next ten years, China, currently in third position 
behind Japan, will gain considerable ground to m ov e  in second position by 2017 with 
growth in real terms of 9.6% per annum. Other strong performers will include 
Montenegro and India with anticipated annual growth of 8.6%  and 7.9% respectively. O n  
the other hand, countries such the Croatia, Democratic Republic of the Congo, Vietnam, 
Romania, Namibia, Hong Kong and Chad are expected to grow their tourism demand 
over the next 10 years ( WT TC ,  2007).
A s  a result of the sustained growth and its strong economic benefits, the global tourism 
industry has evolved into an arena of fierce competition in which marketing has emerged 
as an important element for tourism management (Sirgy and Chu, 2000). Tourism 
destinations are becoming highly substitutable and destination marketing organisations 
( D M Os )  are in constant battle to attract tourists by influencing their travel decision­
making and choice (Pike and Ryan, 2004; Tasci and Gartner, 2007). In response, 
researchers are in consensus that destination image is an important aspect in successful 
destination marketing (e.g. Govers et ah, 2007) and in influencing tourists’ buying 
behaviour variables (such as choice, decision-maldng, quality, satisfaction and intention 
to recommend) before, during and after visitation (e.g. Chen and Hsu, 2000; Bigne et al., 
2001). More recently, amid intense competition, there has been a shift in focus from 
destination image to destination branding. For example, destination marketers are 
increasingly seen to embrace branding initiatives such as the use of taglines and logos to 
attract potential visitors and expenditures (Blain et al., 2005). Several authors have 
conceptually argued and empirically demonstrated that the principles traditionally 
developed for product brands, are applicable to tourism destinations (e.g. Cai, 2002; Blain 
et al., 2005; Eldnci and Hosany, 2006; Konecnik and Gartner, 2007).
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Moreover, in recent years, increased attention is given in tourism research to the 
experiential consumption and meanings of places/destinations and the affective/emotional 
dimensions of tourists’ experiences (e.g. Ekinci and Hosany, 2006; Hosany et al., 2006; 
Snepenger et al., 2007). Implicit in examining the experiential aspects of tourism is “the 
recognition that tourists aid in the production of their own experiences through the 
personal characteristics and agendas they bring with them to an encounter and the 
thoughts, emotions, and satisfactions that accompany a tourist experience” (McIntosh 
and Siggs, 2005: 74). Tourism destinations are “venues for tourism experiences, the 
context for social-psychological interaction and the phenomena by which its behaviour 
can be described, explained and predicted” (Snepenger et al., 2007: 310).
Similarly, McIntosh and Siggs (2005: 74) posit that “by revealing h o w  tourists react to, or 
benefit from, the experiences they gain through their subjective associations with places, 
an experiential perspective can provide information for product development and 
marketing, and provide a useful analytical perspective for successful service encounter 
management”. Accordingly, this chapter starts by defining tourism destinations and 
identifies the various types of destinations. The second part discusses the challenges 
facing marketers and identifies new paradigms for designing successful destination 
marketing strategies. Finally, the chapter concludes with a review of the literature on 
destination image, destination branding and destination personality.
2.1 Defining Tourist Destinations
Traditionally, destinations were perceived as well defined geographical areas such as a 
country, an island or a town (Davidson and Maitland, 1997; Hall, 2000). However, 
Batchelor (1999) characterised destinations on a spectrum with one end consisting of 
compact product entities such as theme parks, country club hotels and holiday villages. 
These m a y  be destinations for a day trip, short break or longer holiday. At the other end 
of the spectrum, countries or group of countries can be considered and marketed as 
tourism destination. In between, there are m a n y  types of destination, defined by the 
tourist and/or by administrative bodies that assume responsibility for them and include: i) 
towns, cities; ii) areas with cohesive identity such as national parks; and iii) regions 
defined by administrative boundaries or brand names.
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Leiper (1995) explains that destinations are places towards which people travel and where 
they choose to stay for a while in order to experience certain features or characteristics. 
Doswell (2000: 12) provides a very basic and practical definition of a destination in such 
that “a tourist destination is any place which attracts visitors”. Seaton and Bennett (1996) 
define a destination as being both a physical entity (a geographical location with spatial, 
physical properties) and an intangible socio-cultural entity (made up of its history, its 
people, its traditions and w a y  of life). In addition, the two authors state that
‘a destination is not just something that actually exists it is also what is thought to 
exist, a mental concept in the minds of its tourists and potential tourists ’(Seaton 
and Bennett, 1996, p. 351).
Drawing on the work of Pearce (1989) on tourism development, Murphy et al., (2000: 43) 
operationalised a destination as “an amalgam of products and services available in the 
location that can draw visitors from beyond its spatial confines”. From a competitive 
perspective, tourism destinations are “geographic concentrations of interconnecting 
companies, specialised suppliers, service suppliers, firms in related industries and 
associated institutions in particular fields that compete but also cooperate” (Snepenger et 
al., 2007: 319). Under this perspective, a tourism destination is a “cluster” of elements 
that generate experiences and also compete with other destinations to attract tourists 
(Porter, 1998).
Destinations differ in m a n y  respects such as in size, physical attractions, infrastructure, 
and their benefits to visitors and dependency on tourism (Seaton and Bennett, 1996). 
Tourism destinations comprise a number of elements (see Table 2.1) which combine to 
attract visitors (Lumsdon, 1997).
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Table 2.1
Characteristics of a Destination
Characteristics Example
Prime attractors The main attractors which appeal to 
the visitor and which differentiate 
one destination from another, some 
of which are international, others 
appealing to a country or on a 
regional basis.
Acropolis in Athens; Pyramids 
in Egypt; Niagara Fall in USA; 
Taj Mahal in India.
Built environment: 
physical identity
The physical layout of a destination 
including waterfronts, promenades, 
historic quarters and commercial 
zones. Major elements of 
infrastructure such as road and rail 
networks, plus open spaces and 
communal facilities.
Boston Waterfront; London; 
Docklands; Venetian canals; 
roman Quarter in Paris.
Supporting supply 
services
Essential facilitating services such 
as accommodation, 
communications, transport, 
refreshment and catering, 
entertainment, amenities.
Essential at all destinations
Socio-cultural
dimensions
Cultural attributes -  bridges 
between past and present, the mood 
or atmosphere ranging from sleepy 
to vibrant. The degree of 
friendliness and cohesion between 
the host community and visitors
Chaotic transport of Delhi, 
India; the salsa music of La 
Habana, Cuba; the friendliness 
of the Greek islands.
Source: Lumsdon (1997), p. 239
From Table 2.1, a tourism destination is characterised by an amalgamation of several 
elements consisting of prime attractions, physical environment, supply services and 
socio-cultural dimensions and experience opportunities that combine to form a total 
experience of the area visited. The total tourism product is a bundle or package of 
tangible and intangible components (Hu and Ritchie, 1993) and is perceived by the tourist 
as an experience, available at a price (Middleton and Clarke, 1994). Buhalis (2000) 
proposed the six A ’s framework to understand these multi-dimensional attributes as 
illustrated in Table 2.2
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Table 2.2
Six A ’s Framework for the Analysis of Tourist Destinations
Natural, man-made, artificial, purpose, built, heritage, special events.
Entire transportation system comprising of routes, terminals and vehicles. 
Accommodation and catering facilities, retailing, other tourist experiences.
Prearranged packages by intermediates and principals.
All activities available at the destination and what consumers will do 
during their visit.
Services used by tourists such as banks, telecommunications, posts, 
newsagents, hospitals.
Source: Buhalis (2000, p. 98)
As such the tourism product can be perceived as a combination (or even as a brand) of all 
products, services and ultimately experiences provided locally at the destination (Buhalis, 
2000). Furthermore, Murphy et al., (2000) defined the tourist destination experience in 
terms of two broad components: the destination environment (natural environment, 
political/legal factors, technological factors, economic factors, cultural factors and social 
factors) and the service infrastructure (shopping services, recreation and attraction 
services, food services, travel services, transportation services, and accommodation 
services.). A  tourist's destination experience is not solely derived from the consumption 
of various travel services. Both the destination environments and the service 
infrastructure form part of the visitor total experience (Murphy et al., 2000). A  model of 
the destination product is given in Figure 2.1.
Attractions
Accessibility
Amenities
Available
Packages
Activities 
Ancillary Services
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Figure 2.1
A Model of the Destination Product
Tourist
Destination
Experience
Shopping
Services Accommodation 
Services 
Transportation 4 
Services
Recreation 
& Attraction 
Services Food Travel
Natural
Environment
Services Services 
Service Infrastructure Social
Factors
Political/Legal
Environment Technological Economic
Factors Factors
Destination Environments
Culi
Fac
Source: Murphy et al., (2000, p. 46)
Murphy et al., (2000), in their study, found that the “destination environment” component 
(in terms of in terms of climate, scenery, ambience, friendliness, and cleanliness) was a 
better predictor of satisfaction (destination quality) than the “service infrastructure” 
component (e.g. restaurants, attractions and hotels). Destination quality, as measured by 
overall satisfaction and quality as compared to other destinations, was a key predictor of 
tourists’ intention to return. Furthermore, M o  et al., (1993) in their study, found similar 
support that destination’s environment was the prime factor (‘Destination Orientation 
Dimension’; e.g. social and cultural features) and the destination’s service infrastructure, 
the secondary factor (‘Travel Service Dimension’; e.g. transportation, food and lodging 
services) in tourists’ experimental desires.
Following the above discussions, the destination experience can be understood and 
researched at two levels: total tourist product and specific commercial product (Middleton 
and Clarke, 2001). However, in this thesis, a tourism destination is defined as an 
amalgam of individual products and experiences that combine to form a total experience 
of the area/place visited by the tourists (Buhalis, 2000; Murphy et al., 2000). The array of 
components that constitute the destination product, the complexity of the relationships 
that exist between them and the number of stakeholders to be involved, make destinations 
one of the most difficult products to manage and market (Fyall et al., 2006). The focus of
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this research is on the tourist holistic experience of destinations visited as opposed to 
encounter level experiences with tourism services (e.g. hotel stays, restaurant, transport, 
attractions, and car rental).
2.1.1 Types of Destinations
Developing a destination typology is a difficult task, as tourists visit destinations for 
different purposes. Buhalis (2000) propose that most destinations can be classified in six 
categories: urban, seaside, alpine, rural, authentic and unique/exotic. Since early years of 
civilisation, urban destinations attract a wide variety of tourists. For example, people 
travel to cities/town to meet politicians, business associates and on pilgrimage. 
Moreover, urban destinations attract business travellers attending meetings, conferences 
and exhibitions. Besides, generally equipped with good educational establishments and 
hospitals, urban destinations attract education and health tourists. Seaside destinations 
and resorts have traditionally serve tourists on holidays. However, as the product in 
conventional seaside resorts matures, new long haul and exotic destinations emerge. 
Often in less developed countries, these destinations attract sophisticated tourists in 
search of authentic and unique experiences (Buhalis, 2000). Alpine destinations attract 
seasonal leisure travellers for winter sports such as skiing but also attract activity seeking 
tourists such as naturalists, mountain cyclists and walkers. Tourism in rural destinations 
is developing rapidly and is characterised by the desire of travellers to experience some 
authentic agricultural processes. Agricultural facilities of rural farmers are transformed 
into leisure activities. Furthermore, tourists increasingly seek unique experiences in 
authentic places/countries with limited tourism development. Finally, some destinations 
are branded unique-exotic-exclusive as they are perceived to offer exclusive and most 
valued experience to the tourist. Such destinations are commonly promoted as ‘one in a 
life time’ experience (Buhalis, 2000).
2.2 Destination Marketing: T h e  Underlying Principles
Tourism, as an economic activity, is classified as part of the service sector within an 
economy (Lumsdon, 1997). O ne  of the focal issues in service marketing theory is the 
extent to which services differ from physical products (Seaton and Bennett, 1996). 
During the past two decades, a number of influential studies have been dedicated to the
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marketing of services (for e.g. Gronroos, 1978; Shostack, 1977). According to these 
authors, a set of five underlying principles differentiate marketing of services to fast 
moving consumer goods (for e.g. Lumsdon, 1997; Seaton and Bennett, 1996). Table 2.3 
explains these principles and their implications for tourism marketers.
Table 2.3
T he Underlying Principles of Services Marketing
Principle Explanation Implications
Intangibility Unlike products, services are mainly 
intangible in nature. It is impossible for 
die consumer to touch, smell, feel or 
hear the service offering in the same 
way as they can test a product.
Tourism marketers tend to ‘ tangibalise’ 
the tourism offering in brochures and 
videos -  visual displays of the real 
thing.
Perishability It is not possible to store services. An 
unoccupied seat on a train or bed in a 
guest house is lost forever unlike a 
product which can be stockpiled until 
demand rises once more.
The management task emphasises 
managing demand and capacity to a 
degree of fine tuning. For example, 
airlines offer standby fares to those 
willing to fill unexpected empty seats at 
short notice.
Heterogeneity It is difficult for service marketers to 
standardise service provision given the 
close contact between staff and 
consumers. Performance varies 
regardless of processes designed to 
minimise this factor.
Tourism marketers design processes to 
minimise differences in service 
encounters and provision between 
different outlets or between different 
shifts at a hotel, for example. Provision 
of uniforms and of similar physical 
surroundings illustrates evidence of 
standardisation.
Inseparability The service provision and consumption 
occur at the same time and both 
provider and consumer interact in the 
process of delivery. This obviously is 
why standardisation of service is 
difficult as consumer involvement is 
high.
Marketers attempt to devise delivery 
systems which ease interaction and 
invest in campaigns to educate staff and 
consumers as to how to get best from 
the interaction. Training in hotels 
emphasises how staff can manage the 
interaction.
Lack of 
Ownership
The consumer does not take title of 
goods as in product marketing. They 
bring back memories and feelings from 
a holiday.
The marketer emphasises pictorial 
reference and souvenirs to reinforce 
image of holiday experience
Source: Adapted from Lumsdon (1997), p. 29
The five principles are intangibility, perishability, heterogeneity, inseparability and lack 
of ownership. A n  understanding of the five underlying principles is important as they 
have important implications for destination marketing. In addition to the five generic 
characteristics c o m m o n  to all services, Middleton and Clarke (2001) further add three 
features that are particularly relevant to the marketing of travel and tourism services:
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seasonality; high fixed costs; and interdependence. In terms of seasonality, it is a 
characteristic of most leisure markets for demand to fluctuate greatly between seasons of 
the year. Furthermore, the tourism industry is characterised by high fixed costs of 
operations and supplies of facilities are relatively fixed and can only be changed slowly 
or on an incremental scale (Lumsdon, 1997). Finally, there is a high degree of 
interdependence as tourists expect to combine several components of their holiday. For 
example, a vacationer chooses attractions at a destination together with the 
accommodation, transport and other facilities. Accordingly, the eight aspects strongly 
influence management and marketing decisions as marketers seek to influence 
prospective tourists’ choice.
Given the intangible nature of the tourism experience, images become more important 
than reality (Gallarza et al., 2002). Over the years, destination marketers have used 
various tools to promote the image of destinations. Promotional efforts should be 
anchored on a true destination identity (Govers et al., 2007) and be commercialised using 
this identity and authenticity of the place (Cohen, 1988). Destination promotion can be 
undertaken in a variety of different ways including advertising, direct marketing, sales 
promotion, personal selling and publicity (Kotler et al., 2005). In promoting destinations, 
some tools have attracted more use and attention (Dore and Crouch, 2002). For example, 
advertising, targeting either travel consumers or travel trade, remain the most c o m m o n  
form of promotion. Narratives (such as guides and brochures) and visuals are used to 
create meaning in the market (Govers et al., 2007). Brochures, as a conventional 
communication tool and most commonly used medium, play a fundamental role in 
destination image formation (Santos, 1998; Sirakaya and Sonmez, 2000). A  brochure “is 
a form of printed promotional material designed to communicate with existing or 
potential tourists” (Molina and Esteban, 2006). Tian-Cole and Crompton (2003) argue 
that to be considered as effective tools for destination promotion, brochures should 
influence image formation, destination choice and satisfaction judgements. Indeed, 
Molina and Esteban (2006) demonstrated the usefulness of brochures in relation to image 
formation and destination choice.
Apart from advertising, the other basic tool used by tourism marketers is publicity (Loda 
et al., 2007). Publicity involves information from an outside source used by news media 
based on its news value (Dore and Crouch, 2002). S om e  c o m m o n  forms of publicity in
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tourism include movies, documentaries, press kits, media familiarisation, travel writer 
and visiting journalist programmes (Dore and Crouch, 2002). In the literature, there is a 
belief that publicity is more credible, persuasive or effective than advertising (e.g. 
Gartner, 1993; Kotler et al., 2005) but without substantive empirical support. Loda et al., 
(2007) compared the effects of tourism advertising to publicity and their findings were 
consistent with previous studies indicating that publicity messages had greater credibility 
than advertising (e.g. Gartner, 1993; Cameron, 1994). The authors found that a publicity- 
then-advertising strategy is most effective at persuading potential tourists to visit a 
specific destination. Loda et al., (2007) concluded that publicity had the ability to 
increase the positive effects of advertising. Furthermore, Dore and Crouch (2002), in their 
study found publicity programmes to be critically important elements of destination 
marketing organisations ( D M O s )  promotional strategies. In terms of marketing 
expenditure, publicity came third behind advertising and personal selling but was rated 
first in terms of promotional importance given its m uc h  greater perceived cost- 
effectiveness.
2.2.1 Destination Marketing: Challenges a n d  N e w  Paradigms
In recent years, destination marketing organisations (DMOs) have faced numerous 
challenges emerging from changes within the tourism industry itself as well as from 
broader social, political, environmental and economic developments (King, 2002; Gretzel 
et al., 2006). S om e  examples include technological progress, economic slowdown, war 
and terrorist threats, climate changes, natural disasters and diseases such as SARS, foot 
and mouth and bird flu. At the same time, due to the complex and multifaceted nature of 
the tourism product, destinations are more than ever required to formulate and implement 
effective marketing strategies (Augustyn and Knowles, 2000). Furthermore, destinations 
are under greater pressure to deliver satisfactions and meet expectations of an 
increasingly independent experienced tourist (King, 2002). In response to a need to better 
understand the challenges facing destination marketers and in order to formulate a new 
vision for tourism, Gretzel et al. (2006) invited leading marketers from Midwestern 
United States to participate in a large focus group. A s  a result, the authors identified six 
challenges as summarised in Table 2.4
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Table 2.4
Challenges for Destination Marketing Organisations
Challenge Factors
Adapting to technological Lack of human and financial resources
change Internet technology is not just a substitute for old ways of 
marketing
Web sites not catering to customers’ unique needs
Managing expectations Leadership role of DMOs in local communities 
Growing number of constituencies
Communicating more effectively by recognising changes in
consumer behaviour
Need for community relations plan
From destination More complex DMOs responsibilities
marketing to destination Increasing involvement in planning and development projects
management Need to change bureau structures
Confronting new levels of Fight for market share with other destinations
competition Emergence of for-profit destination management companies 
Compete for increasingly limited funding with other sectors
Recognising creative Partnerships beyond geographical boundaries and/or jurisdictions
partnering as the new of Lack of incentives for partnering
life Need for creative partnering ideas
Finding new measures of Increased need to demonstrate accountability
success Finding the right benchmarks and benchmarking patterns 
Responsibilities and marketing tools have changed but evaluations 
still based on traditional methods
Source: Gretzel et al., (2006, p. 118)
From Table 2.4 as a first challenge, D M O s  should adapt to technological change and 
should understand h o w  they can use emerging technologies to promote their destinations. 
Secondly, marketers have to manage increasingly diverse tourists’ expectations. The new 
tourists expect personalised and customised messages that reflect then individual 
preferences (Windham and Orton, 2000). Furthermore, destination planning and 
development are more important than destination marketing in order to achieve long-term 
sustainability. In the development process, D M O s  should recognise the need for 
community participation in which locals are seen as partners and not outsiders. Next, 
D M O s  increasingly compete with other destinations for market share. Competition in this 
respect refers to “the challenge of setting a specific destination apart from the rest in 
terms of the experience it provides and the value for the customer dollar it offers” 
(Gretzel et al., 2006: 120). Another challenge is recognising the importance of 
partnerships among local tourism players and with local authorities in order to develop 
regional marketing initiatives. Lastly, D M O s  need to find new measures of success as
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with increased uncertainty, traditional measures (e.g. past results) offer only limited 
value. Instead, D M O s  should take a “leadership role in setting benchmarks and in finding 
the right benchmarking partners to which to compare the achieved results, because what 
might constitute an enormous success for one destination could be a rather a weak 
performance for another” (Gretzel et al., 2006: 120).
Similarly, King (2002:106) was critical about D M O s  as he revealed that the majority of 
them remain focussed on “promoting what the destination has to offer and in using mass 
marketing techniques more suited to the passive customer”. But n o w  the tourist is an 
active partner in the marketing process and marketers have to engage the customer as 
never before and to provide them with the information and experience required. King 
(2 0 0 2) advances a number of so-called “n ew  realities” for destination marketers and 
include the need for: i) greater emphasis on the development of a strong brand image, 
with clearly identified and projected brand values which appeal to the targeted segments; 
ii) more direct engagement with the tourist to identify their holiday motivations, 
anticipate their needs and fulfil their aspirations; iii) the establishment of ongoing direct 
communication and relationship strategies; iv) a change in relatively passive promotion 
role to include greater intervention, facilitation and direction in the conversion process; 
and v) the development of mass customisation marketing efforts.
From the above discussion, it is clear that the fundamental challenge is to better 
understand the tourist experience. More specifically, destination marketers have to 
recognise the experiential qualities of the tourism offerings (King 2002; Gretzel et al., 
2006). The tourism experience is considered to be unique, emotionally charged, of high 
personal relevance and value (McIntosh and Siggs, 2005). Extending on Pine and 
Gilmore’s (1999) insightful work, The Experience Economy, Perdue (2002: 15) states that 
“the evolution of tourism marketing theory and strategy is predicated on understanding 
the distinguishing characteristics of the tourism experience”. Tourism experiences can be 
defined as “events that engage individuals in a personal way” (Bigne and Andreu, 2004: 
692) or “the subjective mental state felt by participants during a service encounter” (Otto 
and Ritchie, 1996: 166). Research has explored the personal and affective dimensions of 
tourists’ experiences in natural and heritage environments (e.g. Hull and Harvey, 1989; 
Schanzel and McIntosh, 2000; Beeho and Prentice, 1997; McIntosh and Prentice, 1999). 
Other research have investigated tourist experiences of high-risk adventure leisure
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activities (e.g. Arnould and Price, 1993; Celci et al., 1993). In their study, Schanzel and 
McIntosh (2000) identified the issues o f “ viewing” , “proximity” , and the feeling o f 
“wonder” as being paramount in delivering an enjoyable, emotive, and informative 
wildlife-viewing experience at a bird watching attraction in New Zealand. As such, an 
understanding o f how tourists react to, or benefit from their experiences gained through 
subjective associations with places, will enable the formulation o f appropriate marketing 
strategies (Beeho and Prentice, 1997).
It is important for marketers to comprehend the crucial components o f meaningful 
experiences and related expectations sought by tourists. For the holidaymaker, tourism is 
a response to felt needs and acquired values within temporal, spatial, social and economic 
parameters (Gnoth, 1997). Holidays are regarded as “society’s institutionalised means of 
enabling fantasy and reality to be imperceptibly mixed” (Uzzell, 1984: 85). For a person, 
tourism offers “ an alternative experience o f time, that is, time o ff or holiday time, which 
appears as an alternative rhythm, free from the constraints o f the daily tempo” (Wang, 
2000: 216). Furthermore, Krippendorf (1987: 17) posit that vacations are a means o f 
“escape-aids, problem-solvers, suppliers o f strength, energy, new lifeblood and 
happiness” . In other words, holidaytaking or tourism provides a sense o f escape, freedom 
and well-being (Gilbert and Abdullah, 2004). In line with this perspective, Gilbert and 
Abdullah (2004) investigated whether the activity o f holidaytaking has any impact on the 
subjective well-being o f those taking vacations. The authors compared two groups: 
holidaymaking and non-holidaymaking and their findings provide evidence that people in 
the former group, were generally happier with their life as a whole after their vacations 
when compared to their well-being prior to taking the holiday. Therefore, holidays 
generate pleasant feelings (e.g. higher levels o f happiness) and enhance an individual’s 
sense o f well-being.
King (2002) further argues that travel and tourism is increasingly perceived as an 
indication o f lifestyle and personal enhancement. Lifestyle marketing “tend to focus on 
and confirm more o f what the customer would like to see in and o f themselves rather than 
on any physical properties o f the product or service being promoted” (King, 2002: 107). 
For example, Gross and Brown (2006) note that South Australia positioned itself as a 
lifestyle tourism destination and offers tourists high levels o f attraction, self-expression 
and enjoyment o f food and wine. Moreover, recent evidence suggests that the greater the
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congruity between a destination’s image and one’s real and ideal self-concept, the greater 
the tendency for tourist to visit that place (Beerli et al, 2007). Self-congruity, 
conceptualised as the match between the destination image and the tourists’ self-concept 
(actual, ideal, social and ideal social self-image) is an important variable in the decision­
making process when tourists’ choose a vacation destination (choice behaviour) (Sirgy 
and Su, 2000).
In the marketing literature, researchers have long focussed on the importance o f meanings 
to the consumption o f goods and services (e.g. Levy, 1959; Boyd and Levy, 1963). As 
one o f the earliest theorists, Levy (1959: 118) noted that “people buy products not only 
for what they can do, but also for what mean” . O f particular importance to Levy (1959) 
was the symbolic meanings attached to the product by the consumer. Boyd and Levy 
(1963) later recognised that symbolic meanings are rather broad. They extend to and 
include the tasks o f getting, using, fixing and disposing a product. Since then, the 
experiential aspects o f consuming products and services has been repeatedly stressed in 
the literature (e.g. Hal vena and Holbrook, 1986; Holbrook et al., 1984; Holbrook and 
Hirshman, 1982).
Hirschman and Holbrook (1982) articulated that goods and services have both utilitarian 
and hedonic functions. The authors classified consumers as either “problem solvers” 
(utilitarian) or in terms o f consumers seeking “ fun, fantasy, arousal, sensory stimulation 
and enjoyment” (hedonic). Utilitarian functions focus on what the product does, whereas 
the hedonic function captures the esthetic, intangible and subjective aspects o f 
consumption. Products/services such as art, movies, leisure services and tourism load 
predominantly on hedonic meaning; other products/services like toothpaste and light 
bulbs load heavily on utilitarian meaning. People consider utilitarian aspects o f 
consumption as a means o f preserving or maintaining status-quo in consumption 
experiences, while hedonic aspects are viewed as a way to enhance the consumption 
experience (Dhar and Wertenbroch, 2000).
Furthermore, social theorists have long argued that places/destinations are sources o f 
identification and affiliation that provide meaning and purpose to life (e.g. Williams, and 
Vaske, 2003). Places have been recognised to have meanings through attitudes, values 
and beliefs (Sack, 1992). Snepenger et al., (2004) investigated the meanings associated
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with a spectrum o f tourism places. The authors found that tourism places can be 
differentiated in terms o f their normative hedonic, utilitarian, social and consumption 
meanings. More specifically, places with high, mixed and low-tourism demand structures 
possess divergent meanings among local residents. The high tourism demand place was 
viewed to possess hedonic (pleasant, exciting, beautiful and soothing), utilitarian 
(practical, useful, necessary and valuable), and social (setting for social bonding among 
family members and or/friends) meanings. Low-tourism-demand places (places 
predominantly utilised by both local residents and incidental tourists) were the least 
hedonic or social but have high utilitarian meanings. Finally, mixed demand places were 
viewed as less hedonic and utilitarian than high demand structures and more hedonic but 
less utilitarian than low demand structures. Snepenger et al., (2004) findings establish that 
places/destinations serve distinct functions in everyday lives o f local residents and display 
a variety o f meanings. The authors’ findings also reveal that high tourism demand places 
generate high hedonic normative meanings such as delightful, fim, thrilling, playful, 
enjoyable, cheerful and amusing.
In the literature, the attachment people form with places can be identified and explained 
from a variety o f disciplines namely: sociology (e.g. Grieder and Garlcovich 1994); 
anthropology (e.g. Gupta and Ferguson 1997); human geography (e.g. Buttimer and 
Seamon 1980; Tuan, 1980); and environmental psychology (e.g. Altman and Low 1992). 
From an environmental psychology perspective, place attachment represents a positive 
affective connection or link between people and specific places (Giuliani and Feldman 
1993; Hidalgo and Hernandez, 2001). The place attachment construct has been 
characterised to consist o f two distinct dimensions: place dependence (functional 
attachment) and place identity (emotional attachment) (Williams et al. 1992; Jorgensen 
and Stedman 2001; Williams and Vaske, 2003). Place dependence reflects the importance 
o f a place in providing features and conditions that support highly valued goals or desired 
activities (Stokols and Shumaker, 1981). This functional attachment is entrenched in an 
area’s physical characteristics and is likely to increase as a result o f frequent visits 
(Williams and Vaske, 2003). Place identity refers to the symbolic importance o f a place 
as a repository for emotions and relationships that give meaning and puipose to life 
(Giuliani and Feldman 1993). As such, place identity is described as a component o f self- 
identity (Proshansky et al. 1983) that enhances self-esteem (Korpela 1989), increases
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feelings o f belongingness (Tuan 1980), and is an important medium to communicate 
environmental values and policies (Cantrill 1998).
Hosany et al., (2006) and Hosany et al., (2007) further highlighted the relevance o f 
symbolic associations with tourism destinations by empirically investigating the 
relationship between destination image and destination personality. The authors note 
that, despite the importance o f brand image in the realm o f marketing, much ambiguity 
exists in teims o f its relationship with brand personality. Recognising tourism 
destinations as a bundle o f tangibles and intangibles and potentially as a brand, Hosany et 
al., (2006; 2007) empirically examined the relationship between brand (destination) 
image and brand (destination) personality. The authors’ analyses indicate that destination 
image and destination personality are related concepts. More specifically, the emotional 
component o f destination image captures the majority o f variance on destination 
personality ratings. From a practical standpoint, the authors’ findings offer important 
implications for developing destination marketing strategies. In today’ s competitive 
tourism industry, it is important for destination marketers to understand the emotional 
dimensions o f tourist experiences. Hosany et al., (2006; 2007) posit that marketers should 
portray the unique experiential benefits o f the destination experience in their promotional 
campaigns. Furthermore, the authors reveal that consumers’ evaluation o f destinations is 
comprised three dimensions: cognitive, affective and personality. Destination marketers, 
in order to create a favourable image, are required to devise branding strategies that 
encompasses these three dimensions.
From a destination marketing viewpoint, the above discussions highlight the importance 
and relevance to understand tourism destination experience in terms o f its symbolic value, 
emotional content, hedonic benefits and experiential qualities. People have emotional 
responses to their immediate environment (Machleit and Eroglu, 2000) and the potential 
to evoke an emotional attachment is even greater for tourism destinations given that 
holidays are rich in terms o f experiential benefits (Nelson, 1970; Otto and Ritchie, 1996). 
Nelson (1970; 1974) distinguished between search, credence and experience attributes. 
Search attributes can be determined prior to purchase through direct inspection or readily 
available sources. On the other hand, credence attributes are difficult to verify, even after 
use. Finally, experience attributes can only be discerned after purchase, during 
consumption (Zeithaml and Bitner, 1996).
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Gnoth (1997) further argue that emotions are particularly important in holiday tourism, 
since it a pleasure-seeking activity and the hedonic nature o f the experience is laden with 
emotional content (Mattila, 1999; Liljander and Strandvilc, 1997). Emotional reactions 
and subjective responses to the tourism experience are seen to influence behaviour such 
as evaluation o f satisfaction, behavioural intention and attitude judgements (Gnoth, 1997; 
McIntosh and Siggs, 2005). Furthermore, Goossens (2000) postulates that a combination 
o f push (pleasure, excitement and relaxation), pull (touristic attractions such as sunshine, 
friendly people and culture) and hedonic factors motivate tourists to plan a trip. In 
essence, in choosing leisure services, an important part o f the decision involves assessing 
how it will feel (the sensation surrounding the anticipated leisure experience). Goossens 
(2000) posit that experiential processes, such as imaging, daydreams and emotions, play 
an important role in destination choice behaviour.
2.3. Destination Image
Destination image is an important aspect in destination marketing strategies, in particular, 
for the creation o f successful destination brands (Tasci and Gartner, 2007) and is believed 
to have a strong effect on behaviour and destination choice (e.g. Baloglu and McCleary, 
1999a, Tasci et al., 2007). Tourism destinations use promotion and marketing 
communication strategy to influence destination image (Beerli and Martin, 2004). Image 
research enables marketers to make important decisions in terms o f positioning (e.g. 
Walmsley and Young, 1998); promotion (e.g. Chen and Hsu, 2000); segmentation (e.g. 
Lesisen, 2001); and planning and policy developments (e.g. Schroeder, 1996). The 
ultimate goal o f destinations is to attract tourists by influencing their travel decision­
making and choice. As a result, there is a consensus o f the importance o f image for a 
destination’s viability and success in tourism (Tasci and Gartner, 2007). For example, 
Bigne et al., (2001) found that the image o f a destination is a direct antecedent o f 
perceived quality, satisfaction, intention to return and intention to recommend the 
destination. The authors argue that tourism marketers should aim at improving the image 
o f their destination in order to compete successfully in the holiday market. An 
enhancement in the overall image o f a destination will positively affect tourists’ post­
purchase evaluations.
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For the past three decades, destination image has been a dominating area o f tourism 
research with an increased attention to the construct in the 1990s (e.g. Echtner and 
Ritchie, 1991, 1993). Studies on destination image can be traced back to the early 1970s 
with Hunt’s (1975) influential work examining the role o f image in tourism development. 
Since then, the vast majority o f studies reinforced Hunt’s (1975) conclusion that image as 
is a critical factor in a destination’s tourism success. Despite its academic importance and 
practical relevance for tourism marketing, Young (1999:373) notes that destination image 
studies “have remained largely atheoretical” . Echtner and Richie (1991) argue that the 
definition o f destination image is vague and researchers often neglect to provide a precise 
definition. In addition, researchers have proposed different definitions o f image which 
could run the destination image literature into the risk o f being non-scientific. 
Furthermore, Tasci et al., (2007: 217), in their extensive review o f the literature on 
destination image studies concluded that “a systematised structure has not been achieved 
in either conceptualising or operationalising the destination image construct” and that 
“defining and measuring destination image is still fuzzy in most o f the literature” . 
Nevertheless, the most commonly cited definition is “the sum o f beliefs, ideas and 
impressions that a person has o f a destination” (Crompton, 1979:18).
In a review o f the literature from 1973 to 2000, Pike (2000) identified 142 destination 
image studies exploring a variety o f areas such as the role and influence o f destination 
image in consumer behaviour, image formation, and destination image scale 
development. However, Pike (2000) notes that much attention is devoted to study 
destination image as an independent variable influencing tourists’ behaviours, such as 
destination choice, decision-making and satisfaction. For example, in a review o f 23 
frequently cited destination image studies, Chon (1990) found that the most popular 
themes emerging from these studies are the role and influence o f destination image on 
traveller’s behaviour and satisfaction. The image o f a destination influences tourists’ 
choice processes, the evaluation o f that destination and future intentions (Bigne et al.,
2001). As a result, given the importance o f destination image in terms o f its effects on 
tourist behaviours, several studies have tried to identify the determinants that define, 
modify and strengthen this construct. Yet, Tasci and Gartner (2007) argue that there is a 
gap in the literature when it comes to a comprehensive conceptualisation o f destination 
image and its intricate relationships with other supply and demand sides factors.
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After an extensive review o f the literature, Tasci and Gartner (2007) propose a 
comprehensive conceptualisation o f destination image. In their model, the authors argue 
that destination image is a composite o f inputs that can be viewed as affecting either the 
demand side (perceived characteristics) or supply side (destination-oriented) construct. 
Tasci and Gartner (2007) argue that these inputs are grouped as controllable (e.g. 
marketing strategy, positioning and promotion); semi-controllable (e.g. educational 
materials, news, word o f mouth and user groups); and uncontrollable (e.g., experience 
and prior visit, attitudes, needs/motivations; socio-demographics and psychographics). 
From the model, the supply-side influences are controllable and the demand-side 
characterised as uncontrollable (static). In turn, at least in the short nm, all these inputs 
give a destination its image capital. Together, all the determinants shape the destination 
image which consists o f autonomous, induced and organic elements. Destination image, 
in return, has direct effects on pre- (e.g. intention/likelihood to visit, destination choice, 
information search); during- (e.g. enjoyment and satisfaction); and post- (word o f mouth, 
recommendation and revisit intentions) trip tourist behaviours.
Another stream o f research direct their attention at identifying what constitutes 
destination image (e.g., Lawson and Band-Bovy, 1977; Dichter, 1985). Much empirical 
research support the premise that destination image consists primarily o f two primary 
components: cognitive and affective (e.g. Crompton, 1979). The cognitive component can 
be inteipreted as beliefs and knowledge about the physical attributes o f a destination, 
while the affective component refers to the appraisal o f the affective quality and feelings 
or attachment towards a destination (Baloglu and McCleary, 1999a). The majority o f 
destination image studies confine to assess the cognitive components using a list o f 
destination attributes (e.g., Echtner and Ritchie, 1991; Walmsley and Young, 1998; Chen 
and Uysal 2002) and overlook the affective component Table 2.5 reviews some selected 
destination image studies in terms o f dimensions studied and methods adopted.
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Table 2.5
Destination Image: Selected References, Dimension(s) Studied and Methods Adopted
References Dimension(s)
Studied
Method
Gartner (1989) Cognitive Structured:
- 15 attributes
- 5 point Likert scale
R eilly  (1990) Cognitive Unstructured:
- Open-ended questions
Echtner and Ritchie (1993) Cognitive Structured:
- 34 attributes
- 6 point Likert scale
Dann (1996) Cognitive, affective and Unstructured:
conative -semi structured interviews, pictorial stimuli, and 
tourists’ own projected images
Oppermann (1996) Cognitive Structured:
- 15 attributes
- 7 point Likert scale
Schroeder(1996) Cognitive Structured:
- 20 attributes
- 7 point Likert scale
Baloglu (1997) Cognitive Structured:
- 27 attributes
- 5 point Likert scale
Baloglu and Brinberg A ffective Structured:
(1997) - 4 attributes
- 7 point semantic differential scale
Ong and Horbunlnekit Cognitive Structured:
(1997) - 20 attributes
- 7 point semantic differential scale
W almsley and Young Affective Structured:
(1998) - 6 bipolar attributes
- 7 point semantic 
differential scale
Baloglu and McCleary Cognitive and affective Structured:
(1999a) - 15 attributes using 5 point Likert scale
- 4 bipolar attributes using 7-point semantic 
differential scale
Choi, Chan and Wu (1999) Cognitive Structured and unstructured:
- 25 attributes using 7 point Likert scale
- Open-ended questions
M acKay and Fesenmaier Cognitive and affective Structured:
(2000) - 8 attributes
- 7 point semantic differential scale
Uysal, Chen and Williams Cognitive and affective Structured:
(2000) - 48 attributes using a 5 point Likert scale
Baloglu and Mangaloglu Cognitive and affective Structured:
(2001) - 14 attributes using a 5 point Likert scale
- 4 attributes using a 7 point semantic scale
Chen and Uysal (2002) Cognitive Structured:
- 26 attributes using a 5 point Likert scale
Source: Adapted from Hosany et al, (2007), p. 65
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From Table 2.5, some notable exceptions exist that combine both cognitive and affective 
dimensions (e.g. Baloglu and McCleary, 1999a). Baloglu and Brinberg (1997) posit that 
focussing on only the cognitive component is not appropriate for studying destination 
image and is likely to result in measurement issues since “the meaning o f a place is not 
entirely determined by its physical properties” (Ward aind Russell, 1981:123). 
Traditionally, researchers have a tendency to borrow Russell’ s (1980) scale to capture the 
affective component (e.g., Baloglu and Brinberg, 1997) and there is a strong preference 
for ad hoc measures to assess the cognitive attributes. Few studies (e.g. Uysal et al., 2000; 
MacKay and Fesenmaier, 2000) employ both affective and cognitive components in 
evaluating destination image.
In terms o f method, researchers have a strong preference for quantitatively oriented 
designs with a structured list o f destination attraction and attributes during data collection 
stage. The use o f five to seven point semantic differential and/or Likert-type scales are 
most common among researchers (for e.g., Echtner and Ritchie, 1993; Ong and 
Horbunluekit, 1997; Chen and Uysal, 2002) to capture a pre-determined set o f image 
attributes ratings. In terms o f the number o f destination image attributes studied, as can be 
seen from Table 2.4, they diverge largely: between 4 (Baloglu and Brinberg, 1997) and 
48 (Uysal et al., 2000). Indeed, Beerli and Martin (2004) note the lack o f homogeneity 
with respect to attributes which define an individual’s perceptions. The authors further 
doubt the psychometrics properties (validity and reliability) o f ad hoc destination image 
measures. Beerli and Martin (2004), in their review, identified only three studies, namely 
that o f Echtner and Ritchie (1993) and those o f Baloglu and McCleary (1999a, 1999b) to 
have effectively determined the reliability o f the scales. In response to this lack o f 
universally accepted, valid and reliable scale to measure destination image, Beerli and 
Martin (2004) proposed a framework incorporating every possible aspect/attribute o f a 
destination (Table 2.6)
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Table 2.6
Dimensions/Attributes Determining the Perceived Destination Image
Natural Resources General Infrastructure Tourist Infrastructure
W eather 
T  emperature 
Rain fall 
Hum idity 
Hours o f  Sunshine 
Beaches 
Quality o f  seawater 
Sandy and rocky beaches 
Length o f  the beaches 
O vercrow d in g  o f  beaches 
W ealth  o f  countryside 
Protected nature reserves 
Lakes, mountains, deserts 
Variety and uniqueness o f  
flora  and fauna
Tourist Leisure &Recreation
Them e parks 
Entertainment and sports 
activities 
G o lf, fish ing, hunting, 
skiing, scuba d iv in g  
W ater parks 
Zoos 
Trekk ing
Adventure activities 
Casinos 
N igh t life  
Shopping
Natural Environment
Beauty o f  the Scenery 
Attractiveness o f  the cities 
and towns 
C leanliness 
O vercrow d in g  
A ir  and noise pollu tion 
T ra ffic  congestion
D evelopm ent and quality o f  
roads, airports and ports 
Private and public transport 
facilities 
D evelopm en t o f  health 
services 
D evelopm ent o f  
telecom m unications 
D evelopm en t o f  com m ercia l 
infrastructures 
Extent o f  bu ild ing 
developm ent
Culture, History and Art
M useums, historical 
buildings, monuments 
Festival, concerts 
H andicraft 
G astronom y 
Fo lk lore  
R e lig io n
Custom s and w ays o f  life
Social Environment
H osp ita lity  and friendliness 
o f  the local residents 
U n derp riv ileged  and poverty 
Quality  o f  life  
Language barriers
H otel and self-catering 
accom m odation  
N um ber o f  beds 
C ategories 
Quality 
Restaurants 
Num ber 
C ategories 
Quality  
Bars, discotheques and clubs 
Ease o f  access to destination 
Excursions at the destination 
Tourist centres 
N etw ork  o f  tourist 
in form ation
Political and Economic 
Factors
Politica l stability 
Po litica l tendencies 
E conom ic developm ent 
Safety 
C rim e rate 
Terrorist attacks 
Prices
Atmosphere of the Place
Luxurious
Fashionable
Place w ith  a good  reputation
Fam ily-orien ted  destination
Exotic
M ystic
R e lax in g
Stressful
Fun, en joyab le
Pleasant
B oring
A ttractive  or interesting
Source: Adapted from Beerli and Martin (2004, p. 659)
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From Table 2.6, the destination attributes are classified into nine dimensions, each 
consisting o f four or more groups o f attributes. Beerli and Matin (2004:659) postulate 
that “the selection o f the attributes used in designing a scale will depend largely on the 
attractions o f each destination, on its positioning and on the objectives o f perceived 
image, which will also determine whether specific or more general attributes are chosen” . 
Indeed, tourism researchers prefer to apply tailor-made attribute lists that are ‘ elicited as a 
function o f the destination in question’ (Sirgy and Su, 2000: 350).
However, researchers have argue that studies that use pre-identified attributes in their 
measurement, fail to capture the richness o f the destination image construct. Also, Likert- 
type scales are limited in the assessment o f destination image as a mental prototype since 
they fail to capture the holistic nature o f the construct (Tapachi and Waryszalc, 2000). 
Echtner and Ritchie (1991) suggest the use o f a combination o f qualitative (unstructured) 
and quantitative (structured) methodologies to operationalise the multi-component 
destination image concept. The authors argue that destination image studies should be 
carried out in two phases: a quantitative approach to reveal common characteristics and 
destination attributes; and a qualitative approach to identify holistic and psychological 
dimensions associated with the destination (e.g. Milman and Pizam, 1995).
Qualitative data collection methods include case study, focus groups, in-depth interviews 
and content analysis among others. Interviews and focus groups are commonly used to 
elicit destination attributes which are then developed into Likert and semantic differential 
scales to be rated in a quantitative manner. Other examples include the use o f free 
elicitation techniques to derive destination image attributes. For example, realising the 
limitations o f semantic differential scaling to measure destination image, Reilly (1990) 
used free elicitation, in the form o f word-association, to investigate the image o f 
Montana. Respondents were asked the following questions: “What three words best 
describe the state o f Montana as a destination for vacation or pleasure travel?” and “What 
three words best describe Montana Mountain as a place to ski?” The respondents had to 
provide three responses or fewer, i f  they are unfamiliar with or unable to describe the 
destination. Reilly (1990) then coded the responses into a list o f similar descriptors. The 
author argue that free elicitation allows respondents to describe the target stimulus in 
terms o f salient dimensions, relevant and significant to the individual, rather than 
responding to the researcher’s predetermined image attributes.
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Furthermore, Dann (1996) offered an alternative qualitative method to the study o f 
destination image by examining the linguistic content o f tourists5 mental images. 
Focusing on visitors’ own projected images and responses to pictorial stimuli in both pre 
and on-trip situations, Dann (1996) developed a destination image analysis framework 
consisting o f three components: cognitive, affective and conative. Dann’s (1996) study 
demonstrates the complexity at investigating the linkages between destination image and 
choice. To conclude, while qualitative research is expensive in terms o f time and 
monetary costs (Echtner and Ritchie, 1991), researchers recommend that a combination 
o f both methods (qualitative and quantitative) in order to tap the complexities o f 
destination image and to achieve valid results (Jenkins, 1999; Echtner and Ritchie, 1991).
2.4 Destination Branding
Brands play an integral part in marketing strategy and are increasingly seen as valuable 
assets and sources o f differentiation (Lim and O’Cass, 2001). Brands incite beliefs, evoke 
emotions and prompt behaviours (Kotler and Gertner, 2002). They are connotations o f 
clear image, distinctiveness, perceived competitive advantage (Seaton and Bennett, 1996) 
and act as an expression o f a relationship between the customer and the product (Arnold, 
1992; Fournier, 1998). A  strong brand can differentiate a product/service from its 
competitors (Lim and O’cass, 2001). For the consumer, brands reduce search costs 
(Biswas, 1992), minimise perceived risks (Berthon et al., 1999), indicate high quality 
(Erdem, 1998), and satisfy consumers’ functional and emotional needs (Bhat and Reddy, 
1998). hi the generic marketing literature, a number o f theoretical frameworks exist to 
understand brands, brand building and brand management (e.g. Aaker, 1996; Kapferer, 
1997; Keller, 1993; de Chematony, 2001). While the branding o f goods and services is 
well documented in the generic marketing literature, destination branding research is a 
relatively new phenomenon (Gnoth, 1998; Cai, 2002).
The tourism industry is very competitive as thousands o f destination marketing 
organizations (DMO’s) battle to attract tourists who are becoming more experienced in 
choosing and buying holiday vacations. In particular, it is suggested that travel is about 
experiences, fulfilment and rejuvenation rather than about “places and things” (King,
2002). As such, the key aim for destination branding is to influence tourists’ intention to 
visit a place and intention to recommend behaviours. Tourism marketers face the
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challenge on creating and promoting holiday experiences that link the assets, brand values 
and personality characteristics o f the destination to the aspirations and needs o f the 
potential tourists (King, 2002). In response, branding has emerged as an important 
marketing strategy (Morgan and Pritchard, 2002). Some consensus has emerged among 
academics that tourist places can be branded in a similar manner to that o f consumer 
goods and services (d’Hauteserre, 2001; Anholt, 2002). Yet, unlike many contributions 
covering the theme product brands, the research line on destination brands remains in its 
infancy (Cai, 2002). Branded places, such as cities and regions, provide an umbrella o f 
trust, stimulate emotional values in the tourists’ mind, indicate a guarantee o f quality, 
evoke a set o f ready-made lifestyle meanings and have a great influence on choice 
behaviour (Anholt, 2002).
Drawing on the underlying theories o f branding from the generic marketing (e.g. Aaker, 
1991; Berthon et al., 1999) and destination branding literatures (e.g. Ritchie and Ritchie, 
1998; Hankinson, 2004), Blain et al. (2005:331) characterized destination/place branding 
as:
“the set o f marketing activities that (1) support the creation o f a name, symbol, 
logo, word mark or other graphic that readily identifies and differentiates a 
destination; that (2) consistently convey the expectation o f a memorable travel 
experience that is uniquely associated with the destination; that (3) serve to 
consolidate and reinforce the emotional connection between the visitor and the 
destination; and that (4) reduce consumer search costs and perceived risk. 
Collectively, these activities serve to create a destination image that positively 
influences consumer destination choice.
Although a relatively recent phenomenon, emerging literature provides examples o f 
successful application o f branding theories to popular tourist destinations such as Spain, 
Australia and New Zealand. For example, the Tourism New Zealand Board created a 
powerful travel destination brand — New Zealand, 100% Pure -  which is positioned as an 
appealing niche player in the tourism industry (Morgan et al., 2002). Brand Western 
Australia (Brand W A) has reinstated Western Australia as a premier nature-based tourism 
destination (Crockett and Wood (1999). Wales was ranked as a successful destination 
with its “Wales the Brand” campaign in the United States o f America (Pritchard and 
Morgan, 1998). All these destination brands are seen as successful due to the visibility o f
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the branding efforts in the media, the excellent positioning o f the place in terms o f 
Unique Selling Propositions (USP) and the long term history o f the brand (Gilmore 2002; 
Olins 2002). However, Blain et al., (2005) found that although DMO executives 
understand the concept o f destination branding, they were implementing only selective 
aspects o f the concept such as logo design and development and many other supporting 
activities were ignored. The ultimate goal o f successful destination brands is to establish 
emotional links with existing and potential visitors (Morgan et al., 2002). But, the process 
o f creating this link is a very complex and ongoing process that necessitates the 
involvement and commitment o f various stakeholders such as residents, visitors and 
tourism organisations in the area.
The generic marketing hterature offers several theoretical frameworks to understand 
brands, brand development and brand management processes (e.g. Aaker, 1996; Keller, 
1993; Kapferer, 1997; de Chematony, 2001). Despite all these comprehensive models, 
applications to tourism have appeared only recently (e.g. Cai, 2002; Hankinson, 2004; 
Konecnilc and Gartner, 2007). For example, drawing upon concepts from classical 
branding theories, the relational exchange paradigm and the network paradigm, 
Hankinson (2004) proposed a conceptual model o f place brand. Hankinson’s (2004) 
model, referred as the “relational network brand” conceptualizes the place brand by a core 
brand (personality, positioning and reality) and four categories o f brand relationships 
(consumer relationships, primary service relationships, media relationships and brand 
infrastructure relationships).
Furthermore, recently, Konecnilc and Gartner (2007) investigated whether customer based 
brand equity methodology, traditionally developed for product brands, can be transferred 
at the destination level. Brand equity is conceptualised as the sum o f factors (or 
“dimensions” contributing to a destination brand’s value in the tourist’s mind. Konecnik 
and Gartner (2007) explored four dimensions o f customer-based brand equity o f 
destination (CBBETD) namely awareness, image, quality and loyalty. The authors found 
that, from the tourists’ point o f view, all four dimensions were significant in destination 
evaluation. Findings confirm the importance o f image concept in destination evaluation 
but results also suggest that image is not the only dimension critical in evaluating 
destinations. Konecnik and Gartner (2007) empirically demonstrated the relevance o f a 
comprehensive framework, beyond image, to understand tourists’ evaluation o f
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destinations. A  tourist’s awareness o f a destination, positive perceptions about the image 
and quality dimensions will result in visiting or positive recommendations. Konecnik and 
Gartner (2007) study certainly advance our knowledge as to how generic branding 
concepts/models can be applied to tourism destinations. However, notwithstanding all 
these recent works, knowledge about the building blocks o f destination brand remains 
poorly understood. Realising this lacuna, Niininen et al., (2007, in press), propose a 
framework to understand the process o f building a destination brand (Figure 2.2)
Figure 2.2
K ey Components in Building a Place Brand
Source'. N iin inen , Hosany, Ek inci and A ir e y  (2007 ).
Following a review o f the generic literature on brand development and brand 
management processes (e.g. Aaker, 1996; Keller, 1993; Kapferer, 1997; de Chernatony,
2001), Niininen et al., (2007) put forward that building a place brand is dependent on four 
key components as illustrated in Figure 2.2. The four building blocks o f place brands are:
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(1) Determining the brand vision; (2) Communicating the brand vision; (3) Managing 
partnerships; and (4) Measuring brand performance.
Determining a Brand Vision
The key issue when designing place brands is to understand its values and to develop a 
long term brand management strategy. Place brand values should be durable, relevant and 
should hold saliency for both the stakeholders and potential tourists. Establishing the core 
values o f a place involves surveying local businesses, economists, competing places, 
previous as well as potential visitors (Morgan et al., 2002). As such, a successful brand 
should accurately reflect the image and experiences o f the destination (Blain et al., 2005). 
Furthermore, destination marketers should formulate their positioning strategy to identify 
a potential source o f competitive advantage. The process requires an understanding o f 
how a place is perceived to perform on attributes deemed important to its target market in 
relation to competing places (Pike and Ryan, 2004). This has led to the recognition that 
segmentation techniques could be particularly pertinent in sphere o f place branding. 
Inadequate segmentation could cause the tourism place to either overlook strategic 
marketing opportunities or fail to fully tap the benefits o f marketing campaigns (Bloom,
2005). Traditionally, tourism marketers had a tendency to use relatively general 
categories such as geographic, demographic and socio-economic variables as primary 
segmentation bases (Sung et al., 2000). Other studies in tourism have focused on 
psyehographic variables to identify characteristics o f travel behaviour (e.g. Cha et al., 
1995; Frochot, 2005).
Communicating the Brand Vision
Another stage in the place brand building process is to communicate the brand vision to 
the target audience. This involves identifying the visual identity, designing and managing 
promotional campaigns. Selecting the brand name for a place is an important stalling 
point in the brand vision communication process. A  successful brand name helps to 
position a place in the visitor’s minds and can convey a rich combination o f symbolic 
meanings. O f equal importance in establishing a brand identity and enhancing brand 
equity are logos. Indeed, logos are “one o f the main vehicles for communicating image, 
cutting through clutter to gain attention and speeding recognition o f the product or
P  a  g  e  | 3 9
Literature Review: Chapter
Sameer Ullah Hosany Destination Marketing Two
company” (Henderson and Cote, 1998: 15). Within the context o f an ever competitive 
global tourism market place, consumers can choose among several destinations to visit. In 
this context, logos can effectively stimulate awareness and communicate desired 
attributes o f destinations to potential visitors (van Riel and van den Ban, 2001).
Another way to communicate the brand vision is through brand saliency, identified as 
“the development o f an emotional relationship with the customer through highly 
choreographed and focussed communications campaigns” (Pritchard and Morgan, 1998: 
219). Furthermore, celebrity endorsement is seen as an important means o f providing a 
point o f differentiation among competing places (Crockett and Wood, 1999). Kotler et al., 
(2005) suggest that celebrities are likely to be effective when they personify a key 
product attribute. For example, Brand Western Australia successfully promoted itself 
through the endorsement o f supermodel and actress, Elle Macpherson. Indeed, this 
endorsement “has provided Western Australia tourism advertising with high levels o f 
recall inquiry, as well as millions o f dollars in free publicity” (Crockett and Wood, 1999: 
285).
Managing Partnerships
For places, crafting and managing the brand vision is not always an easy task. The 
underlying philosophy is to formulate a long-term vision through a publicly driven 
process based on stakeholder involvement, commitment, values and consensus rather than 
relying on a more private “ expert-driven” process that relies on market forces (Ritchie 
and Crouch, 2000). Indeed, in their research, Blain et al., (2005: 337) recommended that 
for an effective destination branding to prevail, DMOs “ should more fully and actively 
include local stakeholders and visitors” . Furthermore, the branding o f a place poses 
numerous challenges such as lack o f overall product control, limited marketing budgets 
and political pressures (Morgan and Pritchard, 2002). Unlike products, places are 
composite products consisting o f a bundle o f different components including 
accommodation, hospitality, attractions, arts, entertainment, culture, heritage, natural 
environment as well as the local problems (Ritchie and Crouch, 2000). As such, 
marketers have relatively little control over these different sectors/agencies that comprise 
the place brand identity (Morgan and Pritchard, 2002). At the same time, DMOs are 
hampered by a variety o f political pressures to reconcile both local and regional interests
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(Kotler et al., 1993). Furthermore, DMOs have limited budgets to support marketing and 
promotional campaigns (Morgan and Pritchard, 2002).
Measuring Brand Performance
Destination marketers can assess the effectiveness o f their branding initiatives through a 
variety o f measures such as visitor numbers, tourist revenues, tourist satisfaction, brand 
awareness and brand loyalty. Yet, measuring a destination brand performance is not an 
easy task and requires a lot o f resources. In their study, Blain et al., (2005) reported that 
DMOs do not measure visitor perceptions o f the destination brand on a continual and 
systematic basis. The authors further argue that the lack o f effort to measure consumer 
perceptions o f the brand might be because DMOs do not understand what exactly to 
measure or how to measure it. However, one approach to gauge and improve a brand 
performance is through brand loyalty. Brand loyalty manifests itself as a favourable 
attitude towards a brand resulting in consistent purchase o f the brand over time (Assael, 
1987). Destination loyalty represents attitudinal and behavioural commitment to a place 
brand (Baloglu, 2001).
Overall, Niininen et al., (2007) proposed model is in line with Gretzel et al., (2006) 
assertions and recommendations. For example, Niininen et al., (2007) emphasise the need 
for marketers to measure the performance o f their destinations. A  similar point was raised 
by Gretzel et al., (2006:121) in that DMOs face a real challenge to identify key 
performance indicators as conventional indicators (e.g. visitor numbers) provide only 
limited value. Rather, destinations should establish suitable benchmarks to compare 
results. Another commonality is the importance o f active involvement o f the various 
stakeholders, including community participation, in creating and promoting the 
destination brand. Niininen et al., (2007) tested the framework using a case study o f a 
new emerging regional destination brand and their findings supported the validity o f the 
model.
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2.5 Destination Personality
In the advent o f growing global competition, tourism destinations are becoming 
substitutable and destination marketing organisations (DMOs) are in constant battle to 
attract travellers (Pike and Ryan, 2004). In response, DMOs are increasingly seen to 
embrace branding initiatives in order to attract visitors to their respective destinations 
(Blain et al., 2005). As places seek distinctiveness, destination personality is viewed as a 
viable metaphor for understanding tourists’ perceptions o f places and for crafting a 
unique destination identity (Caprara et al., 2001; Crask and Henry, 1990; Morgan et al., 
2002, Triplett, 1994). Ekinci and Hosany (2006), adopting Aaker’s (1997) terminology o f 
brand personality, defined destination personality as “ the set o f human characteristics 
associated with a destinationThe tourism literature has witnessed a proliferation o f 
destination image studies over the past three decades, but destination personality remains 
largely unexplored. Although investigation and application o f brand/product personality 
is relatively new in the tourism literature, research in the consumer goods domain can be 
traced back to the early 1960s. Birdwell (1964) investigated the relationship between 
consumers’ self-concept and their perception o f their car. Dolich (1969) researched the 
influence o f perceived personality o f cars on consumers’ self-image.
In theoretical terms, product or brand personality reflects the “ set o f human 
characteristics associated with a brand” (Aaker, 1997: 347). It evokes emotional links 
between brands and consumers (Landon, 1974) and gives the latter a tangible reference 
point, which is vivid, alive and more complete than the sense conveyed by a generic 
offering (Upshaw, 1995). At the practical level, brands can be characterised by 
personality descriptors, such as youthful, energetic, extrovert or sophisticated (Keller,
1998). For example, one may use the word masculine to describe Marlboro cigarettes; 
rugged to describe Levi’s jeans; feminine to describe Channel perfumes; and intelligent to 
describe IBM computers. A  distinctive brand personality creates a set o f unique and 
favourable associations in consumer memory and thus enhances brand equity (Keller, 
1993; Johnson et al., 2000; Phau and Lau, 2000). As a result, brand personality is an 
important factor for the success o f a brand in terms o f preference and choice (Batra et al.,
1993). A  well-established brand personality can result in consumers having stronger 
emotional ties to the brand, greater trust and loyalty (Fournier, 1998).
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However, brand personality research has suffered due to a lack o f common theory and 
consensual taxonomy o f personality traits to describe products and brands. The validity o f 
the early product personality scales, based on human personality, was questioned because 
human and product personalities might have different antecedents. As a result, some 
dimensions o f human personality might be mirrored in brands whereas others might not 
(Kassaijian, 1971). On the basis o f this premise, Aaker (1997) developed the brand 
personality scale (BPS). The authors extended the scale o f human personality 
measurements, and found brand personality to be multi-dimensional, and to consist o f 
five dimensions: sincerity, excitement, competence, sophistication and ruggedness. 
Sincerity is represented by attributes such as down-to-earth, real, sincere and honest. 
Excitement is illustrated by traits such as daring, exciting, imaginative and contemporary. 
Competence is characterised by attributes such as intelligent, reliable, secure and 
confident. Sophistication is personified by attributes such as glamorous, upper class, good 
looking and charming. Finally, ruggedness is typified by traits such as tough, outdoorsy, 
masculine and western.
Since Aaker’s (1997) influential study, several authors have examined the applicability o f 
the BPS in various settings and across different cultures to gauge consumers’ symbolic 
consumption (e.g. Aaker et al., 2001; Kim et al., 2001; Supphellen and Gronhaug, 2003; 
Muller and Chandon, 2003). For example, Siguaw et al., (1999) investigated the brand 
personality o f three categories o f restaurants: quick service, casual dining and upscale 
restaurants. The authors used Aaker’s (1997) BPS to gauge respondents’ perceptions o f 
nine restaurants, three in each category. Findings revealed that restaurants can be 
differentiated on the basis o f personality characteristics. Upscale restaurants were 
perceived as being more sophisticated while casual restaurants were characterised to be 
more sincere and less competent when compared to quick service and upscale restaurants. 
Finally, quick service restaurants were viewed as being less exciting and less rugged.
Similar to brand personality research, the tourism literature increasingly acknowledges 
the importance o f destination personality, in particular, at leveraging the perceived image 
o f a destination and influencing tourist choice behaviour (Crockett and Wood, 2002). For 
example, Western Australia destination brand personality campaign reinstated the country 
as a premier nature-based tourism destination and as a result experienced an in increase in 
tourism demand (Crockett and Wood, 2002). Many tourism academics embrace the face
P a g e  | 43
Literature Review: Chapter
Sameer Ullah Hosany Destination Marketing Two
validity o f the destination personality construct (e.g. Crockett and Wood, 2002; 
Henderson, 2000; Morgan et ai, 2002). For example, through content analysis o f travel 
and tourism advertisements, Santos (2004) asserted that Portugal was represented using 
personality attributes such as “contemporary” , “modem” , “sophisticated” and 
“traditional”  in the USA travel media. Similarly, Morgan and Prichard (2002) posited that 
England was portrayed as being “ conservative” , “pleasant” , “ refined” , “ civilised” , 
“eccentric” and “down to earth” in the tourism media. These examples confirmed the fact 
that personality traits can be associated with tourism destinations.
hi fact, tourism destinations consist o f a bundle o f tangible and intangible components 
and are rich in terms o f symbolic values. Perceptions o f destination personality traits can 
be formed and influenced by direct and/or indirect contact tourists have had with the 
destination (Plummer, 1985). Tourists receive and interpret the various messages sent by 
destinations and build a representation o f the destination’s “behaviour” . Personality traits 
can be associated with a destination in a direct way, through citizens o f the country, hotel 
employees, restaurants and tourist attractions, or simply through the tourist’s imagery 
(Aaker, 1997). In an indirect manner, personality traits are attributed to destinations 
through marketing programs such as cooperative advertising, value pricing, celebrities o f 
the country, and media construction o f destinations (e.g., Cai, 2002).
However, to date, limited empirical research exists that identify salient destination 
personality dimensions. In response, Ekinci and Hosany (2006), building on Aaker’s 
(1997) conceptualisation, empirically demonstrated that tourists ascribe personality 
attributes to destinations. Results o f factor analysis revealed that destination personality is 
a three dimensional construct namely: sincerity, excitement, and conviviality. The results 
were further supported by confirmatory factor analysis on the data o f a second sample. 
Sincerity and excitement were the two main dimensions, capturing the majority o f 
destination personality ratings. The emergence o f the sincerity dimension explains that 
tourists portray destinations as trustworthy and dependable. This in turn reduces their 
feelings o f vulnerability, and the risks associated with the new environment. The second 
dimension, excitement, includes traits such as exciting, daring, spirited, and original. In 
general, destinations with exciting personalities are considered attractive, and are thus 
highly capable o f generating interest (Altschiller, 2000).
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Ekinci and Hosany (2006) further note that people travel to holiday destinations mostly 
for relaxation and leisure puiposes and at the same time attach a sense o f excitement to 
these places/destinations. The conviviality dimension consists o f traits such as friendly, 
family-oriented, and charming. Such traits are common themes destination marketers use 
to characterise destinations in today’ s travel media. Overall, the three destination 
dimensions as identified by Ekinci and Hosany (2006) closely relate to the hedonic 
characteristics o f fim, satisfaction, and enjoyment, as advocated by Holbrook and 
Hirschman (1982). Further, in line with previous studies (e.g. Sirgy, 1982; Aalcer, 1999), 
findings further suggest that destination personality dimensions have positive impacts on 
tourists’ intention to recommend. Ekinci and Hosany (2006) findings demonstrated the 
existence o f symbolic aspects in tourists’ destination experience.
Recently, Murphy et al., (2007) further support the hypothesis that tourists evaluate 
destinations using brand personality dimensions. The authors found that tourists were 
able to differentiate between two regional destinations on the basis o f their brand 
personality attributes. Furthermore, d’Astous and Boujbel (2007) argue that people could 
easily think o f personality adjectives to qualify o f countries. The authors developed a 
scale to position countries on personality dimensions. Adopting a rigorous and 
psychometrically sound approach, d’Astous and Boujbel (2007) identified six personality 
dimensions on which countries could be positioned namely: agreeableness, wickedness, 
snobbism, assiduousness, conformity and unobtrusiveness. For example, Australia and 
Mexico were perceived as the most agreeable countries by the Canadian respondents. 
United States was perceived as a wicked country (immoral, vulgar, decadent and 
offender); France was considered as the most snobbish country; and China was seen as 
the most conformist country, closely followed by Saudi Arabia and Japan. A ll personality 
dimensions were statistically significant in predicting people’s general attitudes towards 
the country with agreeableness (bon-vivant, reveller, amusing, agreeable) as the most 
important personality dimension.
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2.6 Conclusion
Tourism has rapidly grown into the world’s largest industry (McIntosh et al., 1995). At 
the same time, the industry is getting more competitive than ever and destination 
marketers face several challenges. As a result, it has been an imperative for destination 
marketers to comprehend the crucial components in creating meaningful tourism 
experiences. In particular, central to a successful destination marketing strategy, is an 
appreciation o f the experiential qualities o f the tomist offerings (e.g. Ekinci and Hosany, 
2006; Gretzel et al., 2006; Snepenger et al., 2007). The tourism experience is considered 
to be unique, emotionally charged and o f high personal value (McIntosh and Siggs,
2005). In essence, vacations are a means of “ escape-aids, problem-solvers, suppliers o f 
strength, energy, new lifeblood and happiness” Krippendorf (1987:17) and provides a 
sense o f well-being (Gilbert and Abdullah, 2004). Gnoth (1997) further highlight the 
importance o f emotions in tourism given its pleasure-seeking activities. Emotional 
reactions to the tourism experience influence post-consumption behaviours such as 
evaluation o f satisfaction, intention to recommend and attitude judgements (Goossens, 
2000; McIntosh and Siggs, 2005).
Furthermore, an important aspect o f destination marketing is destination image 
management. A  destination projected image influences its positioning strategy, tourist’s 
choice (Govers et al., 2007) and ultimately intention to recommend (e.g. Milman and 
Pizam, 1995; Bigne et al., 2001). At the same time, destination marketing organisations 
(DMOs), as part o f their marketing strategy, are embracing branding initiatives to attract 
potential tomists and to communicate the distinctiveness o f their offerings. Destination 
marketers have acknowledged the importance o f destination personality, in particular, at 
leveraging the perceived image o f a place and influencing tourist choice behaviour 
(Crockett and Wood, 2002). At the conceptual level, many tourism academies embrace 
the face validity o f the destination personality construct (e.g. Henderson, 2000; Morgan et 
al., 2002). In recent years, a number o f empirical investigations have shown that tourists 
do assign personality traits in their evaluations o f destinations (e.g. Ekinci and Hosany,
2006). Studies have also found that tourism destinations can be differentiated and 
positioned based on personality attributes (d’Astous and Boujbel, 2007; Murphy et al.,
2007).
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CHAPTER THREE
LITERATURE REVIEW: 
MEASUREMENT OF EMOTIONS
3.0 Introduction
A  rich body o f consumer research have studied emotions evoked by marketing stimuli, 
products and services (Holbrook and Hirschman, 1982). Such studies have investigated 
emotional responses to advertising (e.g. Derbaix, 1995), the role o f emotions in 
complaining behaviour (Stephens and Gwinner, 1998) and service failures (Zeelenberg 
and Pieters, 1999). Other studies have investigated the mediating role o f emotions on 
satisfaction (e.g. Phillips and Baumgartner, 2002) and its influence on product attitudes 
(Dube et al., 2003). Similarly, a number o f studies have established the importance o f 
emotions in tourism, hospitality and leisure services (Bigne and Andreu, 2004; Siralcaya 
et al., 2004; Zins, 2002). However, this emerging body o f research on emotions in the 
realm o f marketing and tourism is largely influenced by the works o f prominent emotion 
theorists from psychology. Accordingly, this chapter begins by differentiating emotions 
with affect and mood. The second part reviews the literature on two competing theoretical 
approaches to the study o f emotions: valence-based and specific emotions. Furthermore, 
the common measures o f emotional states namely: self-report, behavioural/cognitive 
indices and physiological indices are discussed. The fourth part reviews four measures o f 
emotion from psychology but commonly borrowed and adapted in the marketing
Chapter
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literature. These include Plutchilc (1980) ten primary emotions; Izard (1977) Differential 
Emotion Scale (DES); Mehrabian and Russell (1974) Pleasure, Arousal and Dominance 
(PAD); and Watson et al., (1988) Positive Affect and Negative Affect Scales - PANAS),. 
The limitations o f these psychological measures in consumer research are also 
highlighted. Moreover, an illustrative set o f consumer studies on emotions is provided. 
The literature presented here defines critical terms used throughout this study and lays the 
conceptual foundations that underpin this research.
3.1 A Matter of Definition: Affect, Mood, Attitudes and Emotion
A  major problem in the field o f emotion research, both in psychology and marketing, is 
the definitional inconsistencies for terms such as affect, emotion and mood. In the 
literature, various terms have been used to characterise phenomena that may or may not 
be the same, though they may be related. For example, in a review o f methods used in 
measuring affect, feelings and emotion in advertising, Wiles and Cornwell (1990) 
concluded that definitional inconsistencies permeated all the studies. Terms such as 
affect, emotions, mood and attitudes are used interchangeably (Wiles and Cornwell, 
1990; Sherman et al, 1997; Richins, 1997; Bagozzi et al., 1999). Specific referral to the 
term emotion in past marketing studies is less frequent than references to the terms affect 
or mood (Sherman et al., 1997). However, Erevelles (1998) noted that a better agreement 
on the terminologies used in the literature is emerging. While it is not the purpose o f this 
brief review to debate the merits o f the various definitions o f the terms, it is deemed 
important to make the distinction among the terms clear because research on affect in 
marketing does not explicitly distinguish among attitude, mood and emotion (Johnson 
and Stewart, 2005).
Affect is characterised as an umbrella term and defined as a “valence feeling state” o f 
which moods, emotions and attitudes are instances o f this state (Cohen and Areni, 1991). 
While attitudes and moods are related to emotions, they are conceptually distinct. 
Attitudes are enduring beliefs and predispositions towards specific things, persons, and 
groups or categories o f individuals. Social psychologists (Brecker, 1984) have identified 
three components o f attitudes: cognitive (beliefs about the attitude object); affective 
(consisting o f differential valence); and a motivational or behavioural component (action
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tendency with respect to the object, e.g., approach or avoidance) (Cohen and Areni, 1991; 
Shiv and Fedorikhin, 1999; Johnson and Stewart, 2005).
A  common distinction between moods and emotions involves the intensity o f the 
affective episode; emotions are more intense and stimulus specific than moods (Cohen 
and Areni, 1991). Moods are mild affective states that are easily induced (Srull, 1983) 
and are not attributable to a particular or specific stimuli/object but, rather, are transient 
and pervasive feeling states that occur in specific situations or at specific times (Gardner, 
1985; Westbrook, 1980). For Forgas (1992:23), moods are “ low intensity, diffuse and 
relatively enduring affective states without a salient antecedent cause and therefore little 
cognitive content (e.g. feeling good o f feeling bad)” . Two common measure components 
o f mood are valence (direction o f mood state, e.g. happy, sad) and intensity o f its arousal 
(Gardner, 1987).
On the other hand, defining emotion remains a long standing problem for psychologists. 
According to English and English (1958), emotion is virtually impossible to define, 
except in terms o f  conflicting theories. For example, Plutchik’ s (1980) review o f 28 
definitions o f emotions concluded that there is little consistency among the definitions 
and some are not explicit enough to characterise what an emotion actually is. Kleinginna 
and Kleinginna (1981), in an attempt to resolve the terminological confusion, review 92 
definitions o f emotions and classified them into an outline o f 11 categories, on the basis 
o f the emotional phenomena or theoretical issues emphasised. However, emotion is often 
described as states characterised by episodes o f intense feelings associated with a specific 
referent (i.e., emotion is tied to a target such as person, object or event) (Cohen and 
Areni, 1991; Ulrich, 1983). In other words, emotions are “about something” (Clore and 
Ortony, 2000) as opposed to a more generalised feeling or state. Emotions usually have a 
definite caused and a clear cognitive content (Forgas, 1992). Bagozzi et al., (1999:184) 
conceptualise emotion as “a mental state o f readiness that arises from cognitive appraisals 
o f  events or thoughts; has a phenomenological tone; is accompanied by physiological 
processes; is often expressed physically (e.g., in gestures, posture, facial features); and 
may result in specific actions to affirm or cope with the emotion, depending on its nature 
and meaning for the person having it” . As such, importantly, emotions are tied to a 
specific referent (e.g. a consumer becomes pleased when a new detergent removes stains 
from clothing; he or she is angered by poor customer service at a restaurant) and instigate
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specific response behaviours. In summary, while attitude and mood are interesting areas 
o f study, for the purpose o f this research, they are seen as conceptually distinct from 
emotion because they are likely to have different caused and effects.
3.2 Theoretical Approaches to the Study of Emotions
A  central question in the field o f emotions is whether they are better thought as discrete 
systems (emotion specific approach) or as interrelated entities (valence-based approach) 
that differ along global dimensions such as valence and activity (Ekman et al., 1982; 
Rusell, 1997). However, theorists have proposed a third perspective, appraisal theories, to 
solve the limitations o f emotion specific and valence-based approaches (a review o f 
appraisal theories is presented in chapter 4). The following section discusses the valence- 
based (dimensional) and emotion specific (categorical) approaches to the study o f 
emotions.
3.2.1 The Valence-based (Dimensional) Approach
The valence-based (or dimensional) approach holds that emotions share a few dimensions 
usually positive affect and negative affect (Watson et al., 1988) or pleasantness and 
arousal (Russell, 1980). Under this perspective, there is no need to distinguish between 
distinct negative emotions (e.g. anger, fear, sadness) and distinct positive emotions (e.g. 
contentment, happiness, excitement) (Rucker and Petty, 2004). A  better understanding o f 
the impact o f emotions can be derived from reducing distinct emotions into a set o f 
underlying dimensions. The primary advantage o f the valence-based approach is that it 
gives a more parsimonious account o f the emotional experience (Lazarus, 1991). In many 
empirical studies, few dimensions (usually positive v/s negative valence, Watson and 
Tellegen, 1985) capture a large portion o f the variance in emotion ratings. Researchers 
have argue that very often, feelings are not experienced strongly enough to generate 
discrete emotions (Bagozzi et al., 2000). Moreover, different positive and or negative 
emotions tend to occur simultaneously, and people discriminate between emotions only in 
terms o f global dimensions such as valence or intensity (Zeelenberg and Pieters, 2004). 
With some notable exceptions (for e.g. Nyer, 1997; Zeelenberg and Pieters, 2004), a 
strong preference exists for the valence-based approach in consumer research. Depending 
on the set o f applied emotions, the emergence o f a two factor structure (positive and
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negative) is very common in marketing (Bagozzi et al, 1999). In the valence-based 
approach, negative emotions are expected to lead to more dissatisfaction, whereas 
positive emotions are expected to result in higher satisfaction levels (Zeelenberg and 
Pieters, 2004).
One persistent problem o f this approach is the number o f dimensions required to span 
adequately the domain o f emotions. In the literature, data analytic techniques such as 
factor analysis and multi-dimensional scaling have been applied to semantic differential 
ratings o f mood (Averill, 1975), self report measures (Lon* and Shea, 1979; Purcell, 1982) 
and similarity ratings o f emotions (Russell, 1980). Results reveal that whilst the structure 
o f affect can be explained using between 5 to 12 dimension (Russell, 1980; Watson and 
Tellegen, 1985), a two-dimensional structure is commonly accepted. Generally, these two 
dimensions are defined as positive-affect and negative-affect (Watson and Tellegen, 
1985). Furthermore, Mehrabian and Russell (1974) identified three underlying 
dimensions o f emotions namely: pleasure, arousal and dominance (PAD). In the retail 
environment, Donovan and Rossiter (1982); and Donovan et al. (1994) have used the 
PAD framework to assess in-store emotional responses.
However, under the valence-based approach, important distinctions among different 
positive and negative emotions disappear (Lemer and ICeltner, 2000). Valence-based 
approaches fail to specify whether distinct emotions o f the same valence - such as 
sadness, anger and fear or elation and contentment -  have different action tendencies 
(Frijda, 1986). For example, Lemer and Keltner (2000), in their study, identify that 
emotions o f the same valence (fear and anger) have different effects on judgement. More 
specifically, fearful people made pessimistic judgements o f future events whereas angry 
people made optimistic judgements. Furthermore, Raghunathan and Pham (1999) have 
found that two distinct emotions (sadness and anxiety) have independent influences on 
decision making. In summary, the valence based approach is seen to sacrifice specificity 
in the service o f parsimony (Higgins, 1997).
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3.2.2 The Specific Emotions (Categorical) Approach
The parsimony o f a few dimensions to represent emotions, however, is challenged by 
those advocating that emotions are best viewed as discrete components under the 
categorical or emotion specificity approach (for e.g. Izard, 1977; Lazarus, 1991; 
Plutchiclc, 1980). Under this approach, emotions are conceptualised as a set o f discrete 
and phenomenologically distinct affective states. In line with this perspective, scholars 
have identified a set o f basic emotions that can define all subjective emotional 
experiences. Based on cross-cultural and developmental research, these theorists claim 
that a finite set o f emotions -  such as joy, anger and fear — are innate to all human beings 
and universally valid (e.g. Izard, 1977; Plutchick, 1980). This approach goes beyond mere 
valence and focuses on the distinctive elements o f specific emotions (e.g. DeSteno et al., 
2000; Lerner and Keltner, 2000; Raghunathan and Pham, 1999). Focussing on only a few 
global dimensions (e.g. pleasantness and arousal) oversimplifies the complexity o f the 
emotional experience (Rucker and Petty, 2004; Bagozzi et al., 2000). Hence, the specific 
approach can yield rich insights into the specific antecedents, subjective feelings and 
behavioural consequences o f different emotions (Zeelenberg and Pieters, 1999; Bagozzi 
and Pieters, 2000).
Furthermore, Machleit and Eroglu (2000) found that by combining emotional response 
into summary dimensions, important information is lost in understanding the relationship 
between specific emotions and satisfaction. Zeelenberg and Pieters (2004) demonstrated 
the usefulness o f going beyond valence and focussing on specific emotion approach in 
consumer research. Customer (dis)satisfaction was best modelled using specific emotion 
and the authors conclude that there is rich potential in exploring the behavioural 
consequences o f specific emotions. However, the reliance on basic emotions as advocated 
by theorists such as Izard (1977) and Plutchick (1980) has been criticised by Ortony and 
Turner (1990). The authors extensively reviewed the literature on basic emotions and 
posit that there is “no coherent nontrivial notion o f basic emotions as the elementary 
psychological primitives in terms o f which other emotions can be explained (Ortony and 
Turner, 1990: 315). As a result, this lead Chamberlain and Broderick (2007) to call into 
question the validity o f measures and reliability o f study results founded on the notion o f 
basic emotions.
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Frijda (1986) made an attempt to reconcile the two diverging approaches in relation to 
behavioural effects o f emotions. The author argues that the two perspectives focus on two 
different levels o f emotion process and that
“Emotions are discrete states when considered at the level o f  actual response 
readiness -  at the level o f particular action tendencies. They are states varying 
along a set o f continuous dimensions, however, when considered at the level o f 
response to the event’s valence and urgency” (Frijda, 1986; p. 256).
Bagozzi et al. (2000) posit that further research is needed to establish under which 
conditions a valence-based approach (amalgamated groupings o f positive emotions and 
negative emotions, for e.g., highly correlated feelings o f  anger, sadness and fear) or 
specific approach (discrete emotional reactions) will be more useful in understanding 
emotions. Zeelenberg and Pieters (2004) study attempt to provide some insights into this 
debate. The authors’ findings revealed that the valence-based approach produce 
insufficient information, when one is interested in the specific behaviours customers are 
likely to engage following a negative service experience. Zeelenberg and Pieters (2004) 
demonstrated that the specific emotions, regret and disappointment, have a more 
significant direct impact on the three behavioural responses of: switching, complaining 
and word o f mouth (WOM) communication. Indirectly, regret and disappointment also 
influenced behaviours that customers engage in through (dis)satisfaction. Hence, 
Zeelenberg and Pieters (2004) argue against incorporating emotions such as regret and 
disappointment into a general (dis)satisfaction measure.
However, there will be situations when the valence-based approach will be sufficient to 
understand and predict consumer behaviour. This is likely to occur in situations where 
affective reactions are not or cannot be differentiated enough to warrant an emotion 
specific approach (e.g. mood effects, atmospheric influences on purchase behaviour). 
Furthermore, if a situation evokes mix emotions (e.g. regret, disappointment, sadness and 
anger) or if  the behavioural reactions tied to different emotions are similar, a dimensional 
(valence-based) approach is sufficient. Yet, researchers argue that there is more potential 
in exploring behavioural consequences o f discrete emotions (e.g. Bagozzi et al., 2000; 
Zeelenberg and Pieters, 2004).
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3.3 Measuring Emotional States
The issues surrounding the measurement o f emotional states are often complex and 
technical. Emotions are commonly measured using three techniques: self report (verbal 
measures); behavioural and cognitive indices (non-verbal); and physiological indices 
(non-verbal measures). The following section reviews the three techniques, with a main 
emphasis on self-report as an in-depth discussion o f the other measures is beyond the 
scope o f this research.
3.3.1 Self report Measures
I f  one begins with the belief that emotional states are conscious, the primary way to 
assess then presence is self-report (Parrott and Hertel, 1999). Self-report is the most 
common method to measure a person’s emotional experiences (e.g. Clore, 1994; Diener, 
2000). It is about asking people to indicate their mood states or feelings on a rating scale 
after an activity designed to induce affect has been conducted (Issen et al., 2004). 
However, unlike physiological measures o f emotion, self-report measures are not limited 
to current emotions. People can answer various questions about their emotional 
experiences including how they felt in the past, how they think they will feel in the future 
and how they would feel in a particular situation. For Robinson and 
Clore (2002), regardless o f the time frame involved, responses using self-report are 
generally reliable and valid. Self report is desirable when the researcher is interested in 
the subject’s conscious experience o f emotional states. The main advantages o f self- 
report are its simplicity, convenience o f use and the ability to measure any set o f 
emotions including mixed emotions (Parrott and Hertel, 1999; Robinson and Clore,
2002). In advertising research, verbal self-report scales have been adapted to capture 
emotional reactions. For example, Zeitlin and Westwood (1986) modified Plutchik’s 
(1980) emotion profile index to capture emotional responses towards advertisements and 
Allen et al., (1988), in their study, applied Izard’ s (1977) Differential Emotion Scale to 
gauge o f the effect o f advertising messages.
However, not all researchers believe that emotional states need to be conscious, and it is 
argued that emotions might occur outside o f level o f  awareness (Ekman and Davidson,
1994). Thus, for most researchers, self reports tap an important aspect o f emotion, but not
P a g e  | 54
Literature Review: Chapter
Sameer Ullah Hosany Measurement of Emotions Three
the only one. There are several problems involved in relying on such self-report measures 
o f affect (Issen, 1999), Firstly, there are some questions that people are unable to answer 
accurately; they will kindly provide an answer but is likely to be wrong. In fact, there are 
doubts about people ability to report on their cognitive processes such as judgement, 
choice and inference (Nisbett and Wilson, 1977). In addition, there are questions o f a 
socially undesirable nature and people may be unwilling to report their true feelings. In 
other instances, respondents may be influenced by the “experimenter demand” in that the 
subject is motivated to give an answer that sounds virtuous, smart or normal (Aronson et 
al., 1990). Secondly, when asked to report their feelings, this might cause people to focus 
more on their feelings instead and as a result may change the impact o f naturally induced 
mild affect (Schwarz and Clore, 1983). In other words, induced affect in studies are 
designed to be realistic and subtle, but i f  people focus their attention on those feelings, 
this may alter the likely impact o f the latter (Issen et al., 2004).
Still, the challenge is not to find a substitute for verbal measures but to use them in a 
more innovative way (Ellsworth, 1995). For example, some researchers employ a 
different approach, one which is based on converging methods to triangulate on the 
affective state conceptually, instead o f relying on self-report measures alone (Issen,
1999). Other examples include asking indirect questions and comparing answers to 
questions phrased differently (Ellsworth, 1995). Furthermore, Lazarus (1991) 
recommends the creative use o f self-reports by examining the correlations between verbal 
reports and physiological or behavioural indicators. Ultimately, such triangulation, using 
multiple measures o f affect, is the strongest way to establish that the concept is captured 
successfully (Issen et al., 2004). These studies adopt a supplementary approach in terms 
o f implicit or indirect measures to tap affective states.
Implicit measures are available in tasks such as word-fragment completion and the use o f 
a lexical decision task, in which the participant is asked to indicate whether a briefly 
presented stimulus is a word or not (Isen et al., 2004). Findings show that people are 
faster in deciding correctly for words that were learned or experienced on a previous 
occasion (e.g. Richardson-IClavehn and Bjork, 1988). Furthermore, Lazarus (1991) shares 
the view that emotions are unconscious and consequently ordinary, superficial self-report 
measures are likely to miss them (Ellsworth, 1995). As such, Lazarus (1991) recommends
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the use o f repeated, in-depth interviews (and observations) in a longitudinal design to 
probe below the surface.
In line with above argument, Yoo et al. (1998) employed ethnographic interviews to 
uncover retail-specific emotions in their study on the effects o f store characteristics and 
in-store emotional experiences on store attitude. The authors elected to use ethnographic 
interviews because it was felt that “they would more adequately cover the range o f 
emotions experienced in a retail context, and would more completely recover specific 
emotions that may not be top o f mind for informants” (Yoo et al., 1998: 255). The use o f 
ethnographic interviews provided the authors a “deeper” understanding o f consumers’ 
emotions in the retail context. The study also resulted in the identification o f emotional 
responses that are not typically included in standard emotion typologies (e.g. nullification 
and pride).
However, self reports are overwhelmingly the most common method to capture emotional 
states in advertising and marketing research. Several authors have successfully used self- 
report measures o f emotion (e.g. Holbrook and Batra, 1987; Westbrook and Oliver, 1991; 
Mano and Oliver, 1993). The typical technique involves that a series o f items/statements, 
cutting across positive and negative emotions, are administered to measure reactions to 
stimuli and methods such as factor analysis, multi-dimensional scaling, or cluster analysis 
are used to identify underlying emotional dimensions (Chamberlain and Broderick, 2007). 
Usually, the intensity o f emotions is captured using Likert rating scales, although other 
formats may be used.
Furthermore, in consumer research, when using self-report, emotion items are often 
devised especially to fit the study purpose (e.g. Honea and Dahl, 2005) but it is very 
common for researchers to administer existing measures. Among the most commonly 
used self-report measures are: Mehrabian and Russell’s (1974) Pleasure-Arousal- 
Dominance (PAD) dimensions; the Discrete Emotions Scale (Izard, 1977); Standardised 
Emotional Profile (SEP) (Holbrook and Batra, 1987); Edell and Burke’s (1987) Feelings 
scale; and the Positive and Negative Affect scale (PANAS) (Watson et al., 1988). In 
addition, Westbrook (1987) reports that self-report demonstrate both discriminant validity 
and convergent validity with physiological measures such as facial expression.
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3.3.2 Behavioural and Cognitive Indices
Researchers have stressed the need to go beyond the use o f self-report measurement to 
capture emotions (e.g. Bagozzi et al., 1999; Chamberlain and Broderick, 2007). An 
alternative means o f measuring emotional states is to use behavioural and cognitive 
indices which include gaze aversion and blushing among others. Such methods can be 
useful in detecting elements o f emotional states not accessible to consciousness, as well 
as, in detecting emotional states without making participants aware o f the researcher’ s 
interest in these states (Parrott and Hertel, 1999). Facial expressions are another type o f  
behaviour often associated with emotional states. An expressive reaction (e.g. smiling or 
frowning) is the facial, vocal and postural expression that accompanies the emotion 
(Ekman, 1994). For example, anger comes with a fixed stare, contracted eyebrows, 
compressed lips, vigorous and brisk movements and usually, a raised voice (Ekman and 
Friesen, 1975).
Furthermore, facial expressions are by far the most visible and distinctive form o f 
emotion behaviours (Hazlett and Hazlett, 1999). Human facial displays have long been 
considered to reflect an individual’s current emotional state. More specifically, facial 
expressions can be evidence for the presence and intensity o f certain emotions (Ekman et 
al., 1988; Keltner and Ekman, 1996). In order to measure changes in facial expressions 
that reflect emotional experience, Ekman and Friesen (1978) developed the Facial Action 
Coding System (FACS) that codes visible facial muscle movements and links it to 
specific emotions.
In advertising research, there have been several attempts to measure emotional responses 
to advertisements (ads) using FACS (e.g. Derbaix, 1995). Derbaix (1995) compared 
verbal emotional responses and coding o f facial expressions (FACS) to a set o f 
commercials. The author found that emotional responses, captured using verbal measures 
had an effect on advertisement and brand attitudes wehereas emotions measured using the 
FACS did not show any effects. Indeed, researchers argue that findings using FACS are 
inconclusive because mild to moderate emotional stimuli are often not accompanied by 
visually observable changes in facial expressions (Hazlett and Hazlett, 1999). As a result, 
a more precise and sensitive method to measure changes in facial expressions was 
developed: facial electromyography (EMG).
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EMG measures “minute changes in the electrical activity o f muscles, which reflects 
minute muscle movements” (Hazlett and Hazlett, 1999: 10). Hazlett and Hazlett (1999) 
further confirm the usefulness o f facial EMG in measuring emotional responses to 
advertising and copy testing. Similar support was found by Bolls et al., (2001) in which 
experiment results demonstrated the validity o f using facial EMG as a physiological 
measure o f emotional response to radio advertisements. Overall, EMG measures tap into 
the qualitative richness and complexity o f the viewer’ s emotional response and as a result 
overcome the limitations o f self-report measures.
3.3.3 Physiological Indices
Although self report offers a number o f advantages (including ease o f use and the ability 
to distinguish among different type o f affect), an underlying weakness o f these methods is 
that both memory and cognitive activity are required (Erevelles, 1998). In response, 
researchers sometimes use physiological methods, unbiased by cognitive processes. 
Indeed, scholars have creatively employed such measures to avoid the drawbacks o f self 
reports. For example, Pecchinenda and Smith (1996) in their study used measures o f skin 
conductance activity to supplement verbal reports. A  variety o f psychophysiological 
measures are commonly employed and include heart rate, blood pressure, skin 
conductance, finger temperature, respiration and eye movement variability (Parrott and 
Hertel, 1999). A  description o f these methods is beyond the scope o f this research and 
more information can be found in standard references such as Cacioppo and Petty (1983) 
and Wager and Manstead (1989).
In advertising studies, researchers have used physiological methods such as galvanic skin 
response and pupil dilation response (e.g. Kroeber-Riel, 1979; Hensel, 1970; Bagozzi, 
1991). For example, Hensel (1970) used pupil dilation (physiological changes o f pupils in 
response to a stimuli) and EDA (electrodermal activity are used to observe changes in 
skin conductance) to investigate retention o f radio advertisements. Results showed that 
high EDA and high pupil dilation is associated with high advertising recall. However, 
Chamberlain and Broderick (2007) note that the use o f physiological methods to measure 
consumer emotions remains unexploited in marketing. While it is acknowledged that 
physiological methods are relatively more difficult to administer (e.g. Kroeber-Riel,
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1979; Stayman and Aaker, 1993), Chamberlain and Broderick (2007) argue that, recent 
developments in technology enable a more objective examination o f emotional responses 
to marketing stimuli and in the consumption experience. Besides, physiological 
measurement has the advantage that no cognitive activity is required to measure affect 
and thus reducing bias (Erevelles, 1998). To end with, Chamberlain and Broderick (2007) 
call for a broader application o f physiological indices to measure emotional experiences 
in areas o f marketing, advertising and consumer research.
3.4 Psychological Measures of Emotion in Marketing
In the marketing literature, researchers primarily rely on an empirical approach to the 
measurement o f emotions based on self-reports (i.e., a set o f either unipolar or bipolar 
items on questionnaires). Consumption emotions have been conceptualised either as a 
taxonomy o f discrete emotions such as joy, interest, sadness, regret, disappointment 
(Izard, 1977) or as a limited number o f basic dimensions such as pleasure, arousal, or 
positive-negative affect (Russell, 1980; Watson et al., 1988). Marketers have been 
inclined to borrow and adapt measures as developed by emotion theorists to fit the 
consumption context (Machleit and Eroglu, 2000). Such examples include: Plutchilc 
(1980) ten primary emotions; Izard (1977) Differential Emotion Scale (DES); Mehrabian 
and Russell (1974) Pleasure, Arousal and Dominance (PAD); and Watson et al., (1988) 
Positive Affect and Negative Affect Scales (PANAS). Both PANAS (e.g. Mano and 
Oliver, 1993; Mooradian and Olver, 1997; Dube and Morgan, 1998) and PAD (e.g. 
Donovan and Rossiter, 1982; Hui and Bateson, 1991; Machleit and Eroglu, 2000) are 
extensively employed for evaluating emotions in various marketing contexts. Other 
researchers have developed or adapted emotion scales to reflect the specific context o f 
their study (e.g. Dube et al., 1996; Hui and Tse, 1996). The following sections reviews 
the commonly adapted emotion scales from psychology as use in the context o f consumer 
research.
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3.4.1 Mehrabian and Russell (1974) PAD Measure
Working in the area o f environmental psychology, Mehrabian and Russell (1974) contend 
that human responses to environments can be explained in terms o f three independent 
bipolar dimensions: pleasant — unpleasant; arousal -  unaroused; and dominant -  
submissive. The underlying theory behind the PAD coheres with Osgood, Suci and 
Tannenbaum (1957) three dimensions o f meaning (evaluation, activity and potency). In 
the PAD framework, all emotional responses are combinations, in varying degrees, o f 
these three emotions (Russell and Mehrabian, 1977). Pleasure/displeasure ranges from the 
extent to which a person feels good, joyful and happy to extreme unhappiness. 
Arousal/Non-arousal constitutes a physiological continuum indicating a level o f physical 
activity, mental alertness, stimulation or frenzied excitement at one extreme level to the 
extent to which a person feels inactive, unalert or sleepy at the other end. Finally, 
dominance/submissiveness refers to a feeling o f power, control, or influence versus the 
inability to influence a situation or a feeling o f lack o f control. The PAD was designed 
“not to capture the entire domain o f emotional experiences but rather to measure 
emotional responses to environmental stimuli” (Richins, 1997: 128). The scale contains 
18 semantic differential items, six for each o f the three dimensions pleasure, arousal and 
dominance as depicted in Table 3.1 below.
Table 3.1
Mehrabian and Russell (1974) PAD Dimensions
Pleasure Arousal Dominance
Pleased/Annoyed Aroused/U naroused Dominant/Submissive
Happy/Unhappy Excited/Calm Influential/Influenced
Satisfied/Unsatisfied Frenzied/Sluggish In control/cared for
Contented/Melancholic Jittery/Dull Important/Awed
Hopeful/Despairing Wide awake/sleepy Autonomous/ Guided
Relaxed/Bored Stimulated/relaxed Controlling/controlled
iSource: Adapted from Mehrabian and Russell (1974)
Researchers have raised criticism about the PAD scale and argue that it does not measure 
emotions per se; rather, the scale assesses perceived pleasure, arousal and dominance 
elicited by a set o f environmental stimuli (Richins, 1997). Also, the PAD does not 
account for specific emotion states such as joy, guilt, anger or fear from a person’s scores. 
Richins (1997:128) further posits that “the PAD scale is best used when a researcher is
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interested in measuring the dimensions underlying emotion states and does not need to 
know the specific emotions being experienced” . Another limitation o f the scale is that it 
uses semantic differential items in which the two anchors are not clear opposites (for e.g. 
bored and relaxed; cared for and in control; influential and influenced).
Despite its criticisms, Mehrabian and Russell (1984) PAD scale is a popular measure 
among researchers (particularly in retail services) to assess the impact o f in-store 
emotional experiences on approach-avoidance behaviours such as patronage and 
repurchase intentions, browsing, interactions with sales people, shopping time and 
amount o f purchase (e.g. Donovan et al., 1994; Sherman et al., 1997). More specifically, 
the PAD scale casts into the Stimulus-Organism-Response (S-O-R) paradigm to 
understand the effect o f the environment on consumer behaviour (Mehrabian and Russell, 
1974; Donovan and Rossiter, 1982). The theory appeal's to have withstood considerable 
testing and validation over the last 25 years (Tombs and McColl-Kennedy, 2003). The S- 
O-R paradigm postulates that an individual’s response or approach behaviours (R) (e.g. 
perceptions, behaviours) within a certain environment (S) is affected by the emotional 
states (O) aroused by that environment (Mehrabian and Russell, 1974).
In a retail environment, this implies that the effect o f store atmosphere (the stimulus) on 
post-purchase behaviour is mediated by the consumer’s emotional state. In the marketing 
literature, approach behaviours include, among others, the desire to patronize an outlet 
and a willingness to return for future purchases. The emotional state is conceptualised as 
consisting o f three dimensions: pleasure/displeasure; arousal/non-arousal; and
dominance-submissiveness (Mehrabian and Russell, 1974). Yet, past studies have found 
that the dominance dimension has relatively lower predictive power at influencing 
behaviours (e.g. Donovan and Rossiter, 1982; Donovan et al, 1994; Russell and Pratt, 
1980) and hence researchers disregard this dimension in their conceptualisations o f 
emotional responses (e.g. Sherman et al., 1997; Van ICenhove and Desrumaux, 1997). 
Overall, researchers have recognised the importance o f affective reactions in shoppers. 
Emotion experienced while shopping influence a variety o f responses such as approach 
behaviour (Hui et al., 1997), spending levels (Donovan and Rossiter, 1982), retail 
preference and choice (Dawson et al., 1990); willingness to buy (Baker et al., 1992) and 
satisfaction (Machleit and Eroglu, 2000).
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Other researchers have adapted the PAD scale to measure emotions (e.g. Lang, 1985; 
Monis et al., 2002). For example, Lang (1985) developed a non-verbal measure o f PAD, 
referred to as the Self-Assessment Manikin (SAM), a visual tool representing the three 
dimensions o f pleasure-displeasure, degree o f arousal and dominance-submissiveness. 
SAM depicts each dimension with a graphic character arrayed along a continuous nine- 
point scale and respondents point out the puppets that best portray their emotion. To 
capture pleasure, the scale ranges from a smiling happy figure, to an unhappy frowning 
figure; arousal ranges from an excited figure to a sleepy one; and finally, for dominance, 
the scale goes from a very small figure to a very big forceful half figurehead. Past 
research has established the convergent validity o f  the SAM, with correlations o f .937 for 
pleasure; .938 for arousal; .660 for dominance, found between SAM and Mehrabian and 
Russell (1974) semantic differential scales (Morris et al., 2002).
In their study investigating the relationships between cognitive, affective and conative 
attitudes, Monis et al. (2002) used a modified version o f the SAM, AdSAM to represent 
emotional responses toward advertisements. The authors justify their choice o f a non­
verbal measure (AdSAM) and argue that verbal emotional response measures are difficult 
to employ in advertising research. Indeed, “when adjective checklists or semantic 
differential scales are used to assess emotional response, the precise meaning o f the 
emotional words may vary from person to person” (Morris et al., 2002:8). Morris et al., 
(2002) also consider the use o f  open-ended questions (e.g. Stout and Leckenby, 1986) to 
capture respondents’ emotional responses to advertisements, as problematic. Both open- 
ended questions and Semantic/Likert scales require a significant amount o f cognitive 
processing.
In contrast, the non-verbal measure (SAM) eliminates the cognitive processing associated 
with verbal measures (Edell and Burke, 1987) and is quick, simple to use (Lang, 1985). 
Morris et al. (2002), in then robust study o f over 23,000 responses to 240 advertising 
messages, found that affect (measured using non-verbal measures) have superior 
predictive power than cognition (measures using verbal measures) at explaining conative 
attitude (brand interest and intention to buy/visit). However, non-verbal scales have 
important shortcomings such that they do not measure distinct emotions but only 
generalised emotional states (in terms o f underlying dimensions such as pleasantness, 
arousal and dominance).
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3.4.2 Izard (1977) Differential Emotions Scale (DES)
Izard (1977) developed his differential emotions theory by focussing on the role facial 
muscle responses, associated with emotion, play in enhancing survival. The measure 
contains 10 subscales representing the frequency with which a person experiences each o f 
the fundamental emotions: interest, joy, anger, disgust, contempt, distress (sadness), fear, 
shame, guilt and surprise. Izard’ s (1977) Differential Emotions Scale (DES) measures 
these 10 emotions and is available in four forms (Richins, 1997). The DES-II is 
commonly used in consumption research and it contains 30 adjectives, three to measure 
each o f the ten primary emotions. For example, distress (sadness) is captured with the 
three phrases: “ feel unhappy, blue, and downhearted” ; “ feel sad and gloomy, almost like 
crying” ; and “feel discouraged, like you can’t make it, nothing is going right” . Izard 
(1977) recommends that subjects respond to each o f the 30 phrases on a five-point scale 
anchored by “never” and “very often” . Table 3.2 summarises Izard’s (1977) taxonomy.
Table 3.2
Izard’s (1977) Taxonomy of Affective Experience
Primary
Emotions
Nature of Subjective Experience Valence
Interest Engaged, attentive, caught-up, curious, fascinated; intense, a 
feeling of excitement and animation
Positive
Joy Sense of confidence and significance; feeling loved and 
lovable; a good relationship to the object of joy
Positive
Anger Hostility, desire to attack the source of anger, physical 
power, impulsiveness
Negative
Disgust Feelings of revulsion; impulses to escape from or remove 
the object of disgust from proximity to oneself
Negative
Contempt Superiority to other people, groups or things, hostility 
(mild); prejudice; coldness and distance
Negative
Distress Sadness; discouragement, downheartedness, loneliness and 
isolation; feeling miserable, sense of loss
Negative
Fear Apprehension to terror, depending on intensity; sense of 
imminent danger; feeling unsafe; slowed thought; tension
Negative
Shame Suddenly heightened self-consciousness, self-awareness; 
feelings of incompetence, indignity, defeat; in mild form, 
shyness
Negative
Guilt Gnawing feelings of being in the wrong, “not right” with 
others or the self
Negative
Surprise Fleeting sense of interruption of ongoing thought; brief 
uncertainty; amazement and startle
Neutral
Source: Adapted from Izard (1977)
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Research has established the validity and applicability o f DES to consumption settings 
(Oliver, 1993). For example, Westbrook (1987) and Westbrook and Oliver (1991) applied 
Izard’s (1977) theory to examine post-purchase emotions. For these authors, a much 
simpler two to three dimensional representations (mainly positive vs. negative) was found 
to be sufficient to understand post-purchase satisfaction. Oliver and Westbrook (1993) 
identified and described patterns o f discrete emotional responses (measured using Izard’ s 
taxonomy) during product ownership and consumption in the context o f automobiles. 
Based on the cluster analysis o f Izard’s (1977) ten discrete emotions, Oliver and 
Westbrook (1993) identified six patterns o f emotional responses among automobile 
owners: delight (pleasant surprise), contentment, tentativeness, guilt/shame, anger and 
unemotional (owners that fall below average on all measures o f consumption emotion). 
However, several authors note the predominance o f negative emotions in Izard’s (1977) 
scale (7 negative and 2 positive) and call for a broader sampling o f emotions (e.g. Mano 
and Oliver, 1993).
Despite its popularity, the reliance on basic emotions (Izard, 1977; Plutchik, 1980) has 
received much criticism. While many authors share the view that some emotions are 
basic, there is little agreement about how many emotions are basic, which emotions are 
basic and why they are basic (Ortony and Turner, 1990). Ortony and Turner (1990) have 
shown that 14 different emotion theorists proposed 14 different sets o f basic emotions. 
For example, contempt is believed to be a basic emotion only by Izard (1977), Tomkins 
(1984) and Elanan and Friesen (1986) and the states o f interest and surprise are both 
characterised as basic emotions in only Frijda (1986), Izard (1977) and Tomkins (1984) 
conceptualisations. As a result, this lead Ortony and Turner (1990: 315) to conclude that 
“there is no coherent nontrivial notion o f basic emotions as the elementary psychological 
primitives in terms o f which other emotions can be explained” . This calls into question 
the validity o f measures founded on the notion o f basic emotions (Richins, 1997).
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3.4.3 Plutchik (1980) Psychoevolutionary Theory of Emotions
Various emotion theorists have tried to examine the content o f emotions and the 
dimensions that underlie it. Different approaches have been used such as facial expression 
research (e.g. Ekman et al, 1982); and language-based research (e.g. Mehrabian and 
Russell, 1974; Russell, 1980). Other psychologists have attempted to identify a set o f 
basic, primary or fundamental emotions, although there is no widespread agreement 
concerning the number or the nature o f basic emotions (Richins, 1997). In one approach, 
basic emotions are seen as biologically based and universally experienced. The works o f 
two scholars Plutchik (1980) and Izard (1977) in this area have had profound impact in 
consumer behaviour research.
Plutchik (1980) proposed a “psycho-evolutionary theory o f emotion” consisting o f eight 
“primary” emotion: fear, anger, joy, sadness, acceptance, disgust, expectancy 
(anticipation) and surprise. According to Plutchik (1980: 139), these eight emotions “are 
adaptive devices in the struggle for individual survival at all evolutionary levels” . The 
author arranged the eight emotions in a circular pattern so that mixtures o f basic emotions 
are possible. Plutchik (1980) adopted a colour metaphor suggesting that combination is 
possible in a similar manner to the way in which, for example, blue and yellow paints mix 
together to create a green pigment. Basic emotions that are close to each other on the 
author “circle” o f emotions can easily be combined whereas those further apart result in 
conflicts. A  mixture o f any two primary emotions is called a dyad and mixing primary 
emotions can form primary, secondary and tertiary dyads (Plutchick, 1980). A  secondary 
dyad is described as a combination o f two primary emotions and results in higher order, 
more complex emotional states. For example, delight is described as a secondary dyad 
consisting o f a combination o f joy and surprise; joy and acceptance when mixed together, 
fuse into the new emotion o f love. However, Richins (1997) argue that the mechanisms 
by which love, hate, envy, relief and pride, and other everyday emotions, can be 
identified through combining primary emotions, are complex and poorly understood.
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3.4.4 Watson, Clark and Tellegen (1988) PANAS Scales
Watson, Clark and Tellegen (1988), after realising the need for a reliable and valid 
positive affect (PA) and negative affect (NA) scales, developed a brief and easy to 
administer scale: The Positive and Negative Affect Schedule (PANAS). The PANAS is 
constructed by using items from the PA and N A  descriptor word clusters as put foiward 
by Zevon and Tellegen (1982). PANAS is a 20-item self report measure representing PA 
and N A  subscales with 10 items each (Table 3.3). Respondents are asked to rate the 
extent to which they have experienced each particular emotion within a specified time 
period on a 5-point scale where 1 -v e r y  slightly or not at all9; 2 - a little 
3='moderately’ ; 4= ‘quite a bit9; and 5= ‘very much
Table 3.3
The PANAS Scale
Positive Affect Negative Affect
Enthusiastic Alert Nervous Scared
Interested Active Ashamed Afraid
Determined Strong Guilty Upset
Excited Proud Irritable Distressed
Inspired Attentive Hostile Jittery
Source: Adapted from Watson et al. (1988); p. 1070
PA reflects the degree to which an individual generally feels a zest for life and 
experiences pleasurable engagement with the environment. Thus, people who score high 
in PA feel enthusiastic, active and alert. By contrast, N A  epitomises affective distress and 
non-pleasurable engagement. Individuals who score high in N A  are prone to experience a 
variety o f negative emotional states such as anxiety, guilt and hostility (Watson and 
Clark, 1984; Watson and Tellegen, 1985). Each dimension is composed o f several 
correlated yet distinct emotional states, and the two dimensions are largely uncorrelated 
(independent), highly internally consistent and stable. Also, the PANAS has shown 
evidence o f convergent and discriminant validity. Arguably, since its development, 
PANAS has been validated in research for diverse puiposes and cited in more than 2,000 
scholarly papers (Crawford and Henry, 2004; Thompson, 2007). In the marketing 
literature, a number o f  studies report the successful application o f the PANAS to capture 
consumption emotions. The positive and negative emotions, as measured by PANAS, was
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employed in studies relating to product and service satisfaction (e.g. Mano and Oliver, 
1993; Bube and Morgan, 1998), post-purchase behaviours (Mooradian and Olver, 1997) 
and negative affect in advertising (Huang, 2001).
However, the PANAS has been subject to much criticism and the most controversial 
characteristic o f the PANAS is the purported independence o f its subscales (positive 
affect and negative affect) (Crawford and Henry, 2004). Watson et al., (1988) reported 
low to moderate correlations between the PA and N A  scales, ranging from -0.12 to -0.23, 
with other studies reporting similar results (e.g. Chen et al., 1997; Mehrabian, 1998). But, 
researchers have argued that it is counter-intuitive to treat happiness and sadness as 
unrelated constructs (Costa and McCrae, 1980). Green, Goldman and Salovey (1993), 
argue that random measurement error and acquiescence attenuates negative correlations 
such that the two dimensions PA and N A  appear relatively independent when in fact they 
are opposite poles o f the same dimension. Moreover, van Schurr and Kiers (1994) argue 
that it’s a methodological artefact o f factor analysis to recover two factors, as the two 
halves o f the same dimension are treated as independent. For Rusell and Carroll (1999), 
bipolarity represents the most parsimonious fit to models o f PA and N A  and previous 
studies are based on erroneous assumptions about bipolarity.
The issue about the bipolarity o f emotion is o f equal fundamental importance to theory 
development in marketing but research addressing this concern remains sparse (Babin et 
al., 1998; Williams and Aaker, 2002). An examination o f the marketing literature 
identifies a number o f studies reporting a bipolar positive-negative emotion factor which 
assumes that positive and negative emotions are merely opposite poles o f the same 
emotional dimension (e.g. Donovan and Rossiter, 1982; Halvena and Holbrook, 1986; 
Pavelchak et al., 1988; Hui and Bateson, 1991). However, many researchers have 
questioned the single bipolar view (e.g. Aaker et al., 1986; Edell and Burke, 1987; 
Westbrook, 1987; Nyer, 1997; Babin et al., 1998). On the other hand, several studies 
report distinct positive and negative emotion factors (e.g. Edell and Burke, 1987; Burke 
and Edell, 1989; Stayman and Batra, 1991; Oliver, 1993; Mano and Oliver, 1993; Darden 
and Babin, 1994). Furthermore, Babin et al. (1998) study makes an initial effort to resolve 
the debate about bipolarity o f consumption emotions. The authors argue that evidence in 
social psychology presents a relatively convincing support for the bipolarity view. Yet, in 
the marketing literature, numerous studies o f consumption emotions posit and/or recover
P a g e  | 67
Literature Review: Chapter
Sameer Ullah Hosany Measurement of Emotions Three
separate “negative” and “positive” dimensions. Babin et al. (1998: 284) conclude that 
“ feeling a negative emotion does not preclude the occurrence o f a positive emotion as a 
bipolar theory would hypothesise” . However, the authors’ findings are only exploratory 
and calls for further research to address this potential conceptual problem.
In addition, researchers posit that it is reasonable for someone to experience more than 
one emotion in response to a particular event (e.g. Ruth et al., 2002; Scherer and Ceschi, 
1997). Mixed emotions, or ambivalence, are defined as the experience o f multiple 
positive and/or negative emotions in one consumption episode (Otnes et al., 1997). For 
example, consider a shopper who is surprised and happy to find that a product he/she 
wanted for some time is now on sale but is disappointed to find that his/her favourite 
colour is not on the shelf and is angry as the staff are reluctant to assist in finding this 
colour. As a result, this demonstrates that the range o f emotions experienced by 
consumers is very broad (Richins, 1997) and that mixed emotions may co-occur or occur 
sequentially (Ortony et al., 1988).
Williams and Aaker (2002) attempt to further extend research into the domain o f mixed 
emotions. The authors examined the impact o f mixed emotional responses on persuasion 
outcomes such as attitudes toward advertisements. Using three separate experiments, the 
authors concluded that attitudes towards advertisements that incorporate mixed emotions 
(e.g. both happiness and sadness) are dependent on individuals’ proclivity to accept 
duality. Mixed emotions lead to less favourable attitudes for individuals with a lower 
propensity to accept duality (e.g. Anglo Americans, younger adults) relative to those with 
a higher propensity (e.g. Asian American, older adults). However, Williams and Aaker 
(2002) noted that the effects are due to increased levels o f felt discomfort that arise for 
those individuals with a lower, but not higher, propensity to accept duality when exposed 
to mixed emotional appeals. Other research observe that mixed emotions are associated 
with consumption experiences such as white-water rafting (Arnould and Price, 1993); gift 
exchange (Otnes et al., 1994) and consumer response to advertising (Edell and Burke, 
1987).
Furthermore, Huang (2001) proposed a dual unipolar view to study emotions in 
marketing, i.e., positive and negative emotions constituting separate emotional 
dimensions. Such a view offers the advantages o f distinguishing between ambivalence
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and indifference (Edell and Burke, 1987; Westbrook, 1987). It also avoids the difficulty 
in identifying emotional opposites (Aaker et al., 1986; Nyer, 1997), and enables positive 
and negative emotions to co-occur (Edell and Burke, 1987; Williams and Aaker, 2002). 
However, beyond the study o f  Williams and Aaker (2002) and despite empirical evidence 
supporting mixed emotions in consumption, little is known about their effects on 
consumer behaviour. As a result, in order to advance our understanding, this lead Watson 
and Spence (2007) to call for further research in this domain.
3.5 Limitations of Existing Psychological Measures of Emotion in 
Marketing
The emotions measures describe earlier have proved useful in the contexts for which they 
were developed but entail several limitations when applied in the context o f consumption- 
related emotions (Richins, 1997). First, the scales ignore emotions that are predominant in 
people’s daily lives. For instance, none o f the measures assess the feelings o f love. 
Second, most o f the measures contain emotion terms not familiar to many consumers. 
Emotion words such as “jittery” , “ sluggish” and “awed” are not common in people 
everyday vocabulary and yet appeal' in the psychological measures o f emotion as 
described above in the previous sections. Furthermore, some measures are confusing and 
are commonly revised or adapted for use in the consumption settings. For example, the 
PAD scale uses semantic differential items in which the anchor points are not true 
opposites (e.g., bored and relaxed; stimulated and relaxed; cared for and in control). 
Finally, researchers (e.g. Richins, 1997; Huang, 2001) have challenged the 
appropriateness o f  using measures borrowed from psychology to assess emotions elicited 
in consumption situations and noted that there is an even greater need to examine 
measure appropriateness and adequacy (Peter, 1981).
Richins (1997: 129) posit that “emotions are context specific, and the emotions that arise 
in the context o f intimate interpersonal relationships are likely to differ in intensity and 
quality from emotions experienced when buying a pair o f shoes” . Few studies (e.g. 
Halvena and Holbrook, 1986; Machleit and Eroglu, 2000) exist that address the external 
validity issue o f existing emotion measures, as borrowed from psychology, by directly 
comparing alternative emotional measures. Consequently, knowledge o f the riiost 
appropriate emotion measure for use in the context o f consumer research is limited.
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Several marketing scholars have called for further research in that domain (e.g. Halvena 
and Holbrook, 1986; Westbrook and Oliver, 1991; Oliver, 1993; Bagozzi et al., 1999). 
Halvena and Holbrook (1986) compared two emotion typologies namely Plutchik’ (1980) 
categories o f emotion and Mehrabian and Russell (1974) PAD dimensions with respect to 
consumption experiences. The authors results showed that, in general, the PAD 
dimensions capture more information about the emotional character o f the consumer 
experience than did Plutchik’ (1980) eight basic emotional categories. In a more recent 
study, Machleit and Eroglu (2000) compared three emotion measures - Mehrabian and 
Russell (1974) PAD dimensions, Plutchik’s (1980) eight emotion categories and Izard’ s 
(1977) 10 fundamental emotions - in' order to determine which one best captures the 
range o f  emotions experienced by shoppers. Results indicate that Izard (1977) and 
Plutchik (1980) measures perform considerably better than the Mehrabian and Russell 
(1974) PAD dimensions. The former two measures simply contain more information 
about the emotional experience o f shoppers. However, Machleit and Eroglu (2000) 
findings are in contrast with Halvena and Holbrook (1986) who found that PAD 
dimensions are superior measure in capturing emotional experiences. As a result, the 
mixed evidence suggests that emotions differ in character from one context to the other 
and that existing measures have important shortcomings when used to assess emotions in 
consumption settings.
Indeed, emotion measures adapted from psychology are inappropriate under two 
conditions: i) when the researcher requires a broader assessment o f the types o f emotions; 
or ii) when little theory exists about the kinds o f emotional states under investigation. The 
development o f a more comprehensive theory to understand emotion requires an 
appreciation o f marketing specific characteristics (Huang, 2001). Richins (1997) notes 
that the range o f emotions consumers experience is very broad and context specific, and 
thus require more than a bi-dimensional structure. Realising the limitations o f existing 
measures as used in marketing, Richins (1997) identified an appropriate set o f 
consumption emotion descriptors (the CES). The CES represents a range o f emotions 
usually experience in consumption situations. Using multidimensional scaling, the author 
identified 16 dimensions (see Table 3.4) to represent consumption emotions and with the 
exception o f  envy, loneliness, peacefulness and contentment, its measures achieved 
satisfactory reliability (Richins, 1997; Bagozzi et al., 1999). Since then, Richin’ s (1997) 
CES has been applied in various consumption settings (e.g. Mudie et al., 2003).
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Table 3.4
The Consumption Emotion Set
Anger Worry Sadness Fear Shame Romantic Love
Frustrated Nervous Depressed Scared Embarrassed Sexy
Angry Worried Sad Afraid Ashamed Romantic
Irritated Tense Miserable Panicky Humiliated Passionate
Excitement Optimism Joy Surprise Discontent Love
Excited Optimistic Happy Suiprised Unfulfilled Loving
Thrilled Encouraged Pleased Amazed Discontented Sentimental
Enthusiastic Hopeful Joyful Astonished Warm-hearted
Envy Loneliness Peacefulness Contentment Other items
Envious Lonely Calm Contented Guilty Proud
Jealous Homesick Peaceful Fulfilled Proud Eager
Source: Adapted from Richins (1997, p.144-145)
However, despite its popularity, Bagozzi et al., (1999) have challenged the discriminant 
validity o f the CES dimensions. For example, one o f its dimensions is “Sexy Love” and is 
similar to the “Love” dimension. In addition, most studies using multiple items to 
represent emotions, found that the measures load on only two factors, corresponding to 
positive and negative emotions (e.g. Bagozzi et al., 1998; Oliver, 1994). Furthermore, 
Mudie et al., (2003), after factor analysing the emotion descriptors o f the CES, reported a 
five-factor solution, as opposed to Richins’s (1997) 16-dimensional structure. Moreover, 
Mudie et al., (2003) findings do not support Richins’s (1997) contention that the CES 
provides “a set o f descriptors that represent a range o f emotions consumers most 
frequently experience in the consumption situations” . Across the services evaluated, a 
number o f emotion descriptors from the CES were experienced either by a small 
percentage o f consumers or, in some cases, not at all.
3.6 A  Review of Emotion Studies in Consumer Research
This section reviews an illustrative set o f consumer emotions studies spanning across a 
variety o f settings such as consumer goods, services, advertising, and retailing. With 
some notable exceptions (for e.g. Zeelenberg and Pieters, 2004), the valence-based 
approach for emotion research is very common in marketing (e.g. Mooradian and Olver, 
1997). Table 3.5 provides a summary o f some selected consumer studies using emotions 
as a main variable in terms o f study context, scale used, methodology and resulting factor 
structure.
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As it can be seen from Table 3.5, in most studies, items cutting across both positive and 
emotions are administered to measure respondents’ reactions. Similar to research in 
psychology, studies in marketing prefer to use data reduction techniques (exploratory and 
confirmatory factor analysis), regardless o f  the chosen measurement scales, to study the 
structure o f consumption emotions (Dube and Menon, 2000). Depending on the set o f 
applied emotions, in the majority o f studies, a two-dimensional structure o f positive and 
negative emotions is common (Bagozzi et al., 1999). Furthermore, in studies where 
discrete emotions such as the Izard (1977) 10 basic emotions or Plutchik (1980) typology 
o f 8 primary emotions are used, after factor analysis, a two-dimensional structure is 
usually extracted (e.g. Oliver, 1993; Chebat and Slusarczyk, 2005).
3.6.1 Emotion in Advertising Research
Two influential studies in the measurement o f emotional responses towards 
advertisements are those by Edell and Burke (1987) and Holbrook and Batra (1987). 
Edell and Burke (1987) developed a 52-item scale for measuring emotions towards the 
ads, while Holbrook and Batra (1987) identified a 94-item scale, which reduced to 34 
items in a later study (Batra and Holbrook, 1990). Edell anii Burke (1987) complied an 
initial o f  169 emotion items (based on a review o f the literature and the authors’ own 
judgement). Respondents were then asked to indicate whether they had ever experienced 
each o f the 169 different feelings in response to any ad. In addition, using free elicitation, 
respondents had to report the feelings they experienced in response to a number o f 
specific ads. After preliminary analysis, 69 items were retained and using factor analysis, 
three factors emerged: upbeat feelings (UF), negative feelings (NF) and warm feelings 
(WF). Items were measured using a 5-point semantic differential with anchors 1 =not at 
all and 5=very strongly. Edell and Burke (1987) 3-factor feelings scales is summarised in 
Table 3.6 below.
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Table 3.6
Edell and Burke (1987) 3 Factor Feelings Scales
Upbeat (UF) Negative (NF) Warm (WF)
Active Bored Affectionate
Alive Critical Calm
Amused Defiant Concerned
Attentive Depressed Contemplative
Attractive Disgusted Emotional
Carefree Disinterested Hopeful
Cheerful Dubious Kind
Confident Dull Moved
Creative Lonely Peaceful
Delighted Offended Pensive
Elated Regretful Sentimental
Energetic Sad Warm-hearted
Happy Sceptical
Humorous Suspicious
Independent
Industrious
Inspired
Interested
Joyous
Light-hearted
Playful
Pleased
Proud
Satisfied
Stimulated
Strong
Source: Adapted from Edell and Burke (1987, p. 424)
The three factors found in Edell and Burke (1987) study correspond roughly to the high 
positive affect-low positive affect, high negative affect-low negative affect and the 
pleasantness-unpleasantness dimensions o f Watson and Tellegen (1985) circumplex 
model. Furthermore, two key implications are that multiple and diverse emotions are 
experienced in response to a marketing stimuli and these feelings are related to marketing 
outcomes such as attitudes toward the ad or the brand.
Likewise, Holbrook and Batra (1987) used factor analysis but in slightly different way to 
identify the structure o f emotional responses towards advertisements. At a preliminary 
stage, the authors compiled a list o f 94 different types o f emotions as identified in an 
exhaustive review o f both psychology and marketing literatures. From this master list, the 
authors selected three or four items to represent each emotional type so as to construct a 
set o f 29 a priori multi-item emotional indices. For example, joyful, happy, delighted and
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pleased indicate the Joy index, and ashamed, embarrassed and humiliated represent the 
Shame index. Holbrook and Batra (1987) employed 12 judges to rate 72 commercials on 
the 94-items scale using a seven point semantic differential scale. The authors, then factor 
analysed the 29 emotional indices and identified a three-factor solution: pleasure, arousal 
and domination. Holbrook and Batra (1987) findings are similar to Mehrabian and 
Russell’ s (1974) PAD framework with the exception o f domination, referred to 
dominance in Mehrabian and Russell (1974) study. Holbrook and Batra (1987) PAD 
dimensions are summarised in Table 3.7 below.
Table 3.7
Holbrook and Batra (1987) PAD Dimensions
Pleasure Arousal Domination
Duty Interest Conflict
Faith Hypoactivation Guilt
Pride Activation Helplessness
Affection Surprise Sadness
Innocence Deja vu Fear
Gratitude Involvement Shame
Serenity Distraction Anger
Desire Surgency Hyperactivation
Joy Contempt Disgust
Competence Skepticism
Source: Adapted from Holbrook and Batra (987, p. 416)
Batra and Holbrook (1990) later revised their scale when they factor analysed only 12 
emotional indices (largely a subset o f those revealed in Holbrook and Batra’s (1987) 
study) and identified a three-dimensional solution, corresponding closely to Edell and 
Burke’s (1987) scale. Both Holbrook and Batra (1987) PAD dimensions and Edell and 
Burke (1987) 52 items measure are effective in assessing emotional states by advertising 
but are not designed to measure specific emotion states experienced during consumption 
per se.
Olney et al., (1991) developed and tested a hierarchical model o f advertising effects on 
viewing time. The ads used in the study were a representative sample o f commercials 
aired during prime-time broadcasts. Emotions towards the ads were measured using 
Mehrabian and Russell (1974) pleasure and arousal dimensions. Findings reveal that 
emotions (pleasure and arousal) and attitudinal components mediate the relationship 
between ad content and viewing time. Overall, Olney et al., (1991) findings provided
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support for the hierarchical chain o f effects in advertising: from ad content through 
emotional responses and ad attitude to actual viewing behaviour.
3.6.2 Emotion in Customer Satisfaction Research
In the marketing literature, a rich body o f literature exists on consumer satisfaction given 
its potential to influence consumer behavioural intentions and customer retention (Cronin 
et al., 2000). The focus on customer satisfaction has been primarily on customers as 
cognitive beings, whereby the outcome o f a comparative process between expectations 
and perceived performance leads to satisfaction (Wirtz and Bateson, 1999). However, 
some researchers argue that both cognition and affective responses to a product/service 
stimulus shape consumers’ evaluative judgements (e.g. Oliver, 1997). In particular, the 
inclusion o f affect into the conceptualisations o f consumer satisfaction is important for 
services, given their experiential nature (Wirtz et al., 2000). Two competing models o f 
satisfaction can be identified in which the main difference lies in the conceptualisation o f 
the relationship between disconfirmation and emotions (Caro and Garcia, 2007). The first 
perspective holds that emotions act as a mediator among cognitive evaluations such as 
perceived product performance or disconfirmation o f some comparison standard and 
overall satisfaction (e.g. Oliver, 1993; Oliver and Westbrook, 1993; Wirtz and Bateson, 
1999; Menon and Dube, 2000).
In the second approach, emotions act as independent variables and together with a 
cognitive construct, explain more variance in satisfaction than either construct would on 
their own (e.g. Liljander and Strandvik, 1997; Oliver, 1993). Oliver (1993), drawing on 
the locus o f  causality from attribution theory, suggests that disconfirmation and emotions 
can be different sources o f satisfaction. The following section reviews some selected 
studies in which emotions are used as a main variable in modelling satisfaction. The main 
purpose o f this review is to provide a general overview on the relationship between 
emotions and customer satisfaction, without comparing one approach against the other as 
this falls outside the scope o f this research. The studies reported herein are only 
illustrative examples o f an extensive literature on customer satisfaction. Yet, the 
researcher acknowledges that a complete understanding o f the role o f emotions in 
consumer satisfaction requires a more elaborate and systematic review o f the literature.
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A  number o f studies on emotions in consumer satisfaction have used Izard’ s Differential 
Emotion Scale (DES II) (Izard, 1977). Respondents are typically asked to what extent, on 
a scale ranging from (almost) never to very often, they have experienced these emotions. 
Using Izard’s (1977) Differential Emotion Scale, Westbrook (1987) posited that 
consumers form two summary affect states during consumption: positive and negative 
emotional experiences. The emotions Joy and Interest load on a factor separate from that 
o f anger, disgust and contempt. Moreover, both positive and negative emotions were 
related to satisfaction judgements, complaint behaviour and word-of-mouth 
communication. Later, Westbrook and Oliver (1991) showed that a more complex 
structure, consisting o f hostility (a cluster o f negative affect), pleas,ant surprise and 
interest, may provide a more complete representation o f the consumption experiences.
Westbrook and Oliver (1991) also investigated the relationship between consumption 
emotion and satisfaction judgements. Consumption emotion was operationalised as “the 
set o f emotional responses elicited specifically during product usage or consumptions 
experiences, as described by the distinctive categories o f emotional experience and 
expression (e.g. joy) or by the structural dimensions underlying emotional categories such 
as pleasantness/unpleasantness, relaxation/action, or calmness/excitement” (Westbrook 
and Oliver, 1991: 85). Rather than relying on factor-analytic procedures to establish the 
Westbrook and Oliver (1991) identified “higher order” patterns o f emotional responses to 
normal consumption. The authors uncover five different profiles o f emotional responses 
among new car owners: happy/content, pleasantly surprised, unemotional, unpleasantly 
surprise and angry/upset. The “happy/content” and “pleasantly surprised” patterns were 
associated with higher levels o f satisfaction while the other three clusters o f automobile 
consumption emotion were associated with lower satisfaction. Westbrook and Oliver 
(1991) results suggest that highly differentiated patterns o f emotional responses could 
emerge in the context o f consumption and that these patterns would influence attitudinal 
and behavioural responses.
Oliver (1993) tested a conceptual framework linking .attribute satisfaction, emotion, 
expectancy disconfirmation and customer satisfaction. Findings confirm the existence o f 
positive and negative emotion in consumption. Furthermore, attribute-only satisfaction 
and disconfirmation provided only little insight into satisfaction judgements. Rather, 
Oliver (1993) found that a combination o f emotions, expectancy disconfirmation and
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attribute-based satisfaction explained most o f the variance in satisfaction judgements. In 
addition, disconfirmation (cognitive) is more influential than emotion (affect) in 
explaining overall satisfaction with the consumption process. Overall, emotions (positive 
and negative) mediated the relationship between attribute satisfaction and overall 
satisfaction.
Mano and Oliver (1993) examined the structural interrelationships among three aspects o f 
post-consumption experiences: evaluations, emotions and satisfaction. Results indicate 
that two primary dimensions o f product evaluation, utilitarian and hedonic judgements, 
are antecedents to pleasantness and arousal. Furthermore, the utilitarian scales were 
related to affect while the hedonic scales were more positively related to the affective 
scales. This confirms the contention that utilitarian product evaluation is more functional 
and cognitive in nature (as it deals primarily with the fulfilment o f instrumental 
expectations o f consumers) and that hedonic evaluation is mostly affective. Also, 
satisfaction was shown to be a function o f  emotion and utilitarian evaluations. Thus, for 
Mano and Oliver (1993), satisfaction is positioned as a consequence o f both affective and 
cognitive (i.e. utilitarian) judgement, which is in line with Oliver’s (1989) earlier findings 
o f a two-appraisal model o f satisfaction in the consumption experience.
In their study, Liljander and Strandvilc (1997) focus on the relationship between 
customers’ perceived emotions and perceived satisfaction with a public service, namely a 
labour force bureau (LFB). While emotions were related to satisfaction, unlike previous 
findings, negative emotions had a stronger effect than positive emotions on satisfaction 
and strong positive emotions do not explain satisfaction. Such findings lead Liljander and 
Strandvik (1997) to argue that operationalising emotion require consideration o f both the 
type o f service and contextual factors. For example, the authors posit that fear in relation 
to the services o f a labour force bureau may have a different meaning to fear in a theatre 
or dental service context. Furthermore, results show that both emotions, when combined 
with service quality evaluations, are better predictors o f satisfaction than service quality 
alone.
In another study, Dube and Morgan (1998) investigated the dynamics o f in-process 
consumption emotions and satisfaction in extended service transactions, namely health 
care services. Results indicate that in process consumption emotions could be modelled
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with statistical confidence and that both affective states improved (i.e., increase in 
positive states and decrease with positive states) as the service process unfolds. The 
authors argue that this gradual improvement in consumers’ affective states may result 
from consumers’ processing o f information or from their interaction with the service 
provider. Contrary to the authors’ prediction, in-process satisfaction judgements (at the 
aggregate level) had no significant impact on trends in either positive or negative 
emotions. However, consumers who manifested a positive trend in satisfaction over time 
reported higher retrospective global judgements o f positive emotions and satisfaction. 
Overall, Dube and Morgan (1998) findings show that it is possible to measure the change 
in consumption emotions and satisfaction over time in an extended service transaction.
Bloemer and de Ruyter (1999) studied the moderating impact o f positive emotions on the 
relationship between satisfaction and loyalty in high and low involvement service 
settings. The authors’ findings demonstrated that both satisfaction and positive emotions 
have a positive effect on loyalty for both high and low involvement services. 
Furthermore, Bloemer and de Ruyter (1999) findings show that in the case o f high 
involvement services (e.g. travel agency) positive emotion moderates the relationship 
between satisfaction and loyalty (that is, the stronger positive emotions are experienced, 
the stronger the relationship between satisfaction and loyalty). In contrast, in the case o f 
low involvement services (e.g. local public services), no moderator effect o f positive 
emotions was found.
Philips and Baumgartner (2002) further add to the body o f literature and address in 
greater depth the role played by emotions in satisfaction judgements. The authors’ 
findings indicate that consumption emotions have an impact on satisfaction over and 
above the predictive power o f expectations, product performance and disconfirmation. 
More specifically, positive consumption emotions exert positive impact and negative 
consumption emotions exert a negative impact on satisfaction judgements. Furthermore, 
contrary to previous studies postulating that consumption emotions is a function o f 
product performance (e.g. Mano and Oliver, 1993; Oliver, 1993; Westbrook, 1987) 
and/or a function o f disconfirmation (e.g. Oliver et al., 1997; Westbrook and Oliver, 
1991), Philips and Baumgartner (2002) found evidence that emotions are derived from 
product performance (superior or inferior).
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The author also tested an alternative model to understand the role o f emotions in 
satisfaction response for consumption situations rich in terms o f experiential benefits. 
According to this model, consumers form affective expectations about how consumption 
o f the product will make them feel, experience positive or negative emotions as a result o f 
these expectations and product consumption, and evaluate the discrepancy between 
experienced and anticipated emotions. Experiential expectations, emotions and 
experiential disconfirmations, then impact on satisfaction. Philips and Baumgartner 
(2002) only found partial support for this model. Positive experiential expectations 
increased positive consumption emotions and negative experiential expectations 
increased negative consumptions. In addition, consumption emotions were the major 
influence on satisfaction, although product performance also had a significant positive 
effect.
In a recent study, Caro and Garcia (2007) compared the two competing models o f 
customer satisfaction using data collected from participants o f a sporting event (a popular 
annual long-distance race). In the first model, emotions are considered as mediators 
between cognitive evaluations and satisfaction. The second perspective suggests that 
emotions act as independent variables between cognitive evaluations and satisfaction. 
Empirical analysis o f these rival models supports the second conceptualisation; emotions 
are independent o f the cognitive evaluations o f  a service. Furthermore, the results indicate 
a positive and significant influence o f the emotion dimension arousal on satisfaction but 
the effect o f pleasure on satisfaction was non-significant. Finally, arousal exerts a 
stronger influence on satisfaction than the cognitive element (disconfirmation) and 
satisfaction in turn have a strong relationship with loyalty.
3.6.3 Emotion in Services Research
Price et al., (1995) examined the emotional responses to four different types o f service 
namely: brief non-personal; brief personal; extended non-intimate; and extended personal 
encounters. Results indicate that, on average, consumers have little or no emotional 
response, either positive or negative to service encounters. Across the service encounters, 
positive emotional responses are influenced by whether the service provider meets 
minimum standards o f civility, provides extra attention and mutual understanding to the 
customer, is perceived as authentic and performs competently. On the other hand,
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negative emotions are influenced by failing to meet minimum standards o f civility, 
service provide incompetency and the negative side o f mutual understanding. Overall, 
Price et al., (1995) analyses o f consumers’ emotional responses suggest that what makes 
consumers happy is very different to what makes them unhappy and offers important 
implications for future satisfaction and service quality research.
Dube et al., (1996) investigated the dimensions o f emotional experiences and its influence 
on satisfaction among patients in an acute care hospital. Findings revealed that patients’ 
representations o f their emotional experience o f hospitalisation encompass both positive 
and negative dimensions. However, negative dimensions were differentiated on the basis 
o f causal attributions: situation attributed negative emotions and other-attributed negative 
emotions. The authors result support evidence that negative emotions are differentiated 
by the perceived attribution for the negative emotion (Dube and Maute, 1996; Hui and 
Tse, 1996; Oliver, 1993). For instance, Oliver (1993) found support that negative 
emotions could be differentiated in terms o f their causal agent: self-attributed (shame and 
guilt), other-attributed (anger, disgust and contempt) and situation-attributed (fear and 
sadness). Furthermore, Dube et al., (1996) found that among the three dimensions, 
positive emotions were the most powerful and most consistent predictors o f overall 
satisfaction. The authors also found a positive relationship between negatively expressed 
emotions and satisfaction with the medical care and paramedical services. However, one 
has to be cautious when interpreting this finding as it is limited to the study context. 
Patients express their intrinsic negative emotions associated to hospitalisation which in 
turn might have prompted medical doctors and other support personnel to do something 
special thus increasing patient overall satisfaction.
Sherman et al,, (1997) investigated the effect o f store environment (image) on consumer 
emotions and how in turn, these emotions affect aspects o f consumer behaviour. The 
authors used the S-O-R framework; emotional responses were measured using the 
Pleasure and Arousal dimensions from Mehrabian and Russell (1974). Findings 
confirmed that although cognitive factors may largely account for store selection, store 
environment and the emotional states o f consumers are important determinants o f 
purchase behaviour (operationalised in terms o f number o f items purchased; amount o f 
time spent in the store; actual amount o f moneys spent; and shopper attitude towards the 
store). In line with previous studies, Sherman et al., (1997) findings further reaffirm that
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retailers should pay attention to consumer’ s in-store emotional states because they are 
important determinants o f buyer behaviour.
Yoo et al., (1998) study examined the mediating role o f retail specific in-store emotions 
on the relationship between store characteristics and shoppers’ store attitudes. Contrary to 
previous studies, in-store emotional responses were identified using ethnographic 
interviews. The authors uncover 11 emotional experiences, grouped in two factors: 
positive (pleased, attractive, excited, contented, pride and satisfied) and negative 
(ignored, anxious, nullified, displeased and angry). Yoo et al., (1998) results show that 
store characteristics (product assortment, value, service, location, facilities and store 
atmosphere) have a pronounced effect on shoppers’ in-store emotions (both positive and 
negative) and in turn, these emotional experiences influence store attitudes. Findings are 
consistent with previous studies on the mediating role o f emotion in the store 
characteristics-store attitudes relationship (e.g. Donovan and Rossiter, 1982; Donovan et 
al., 1994). Also, results indicate that perceived store characteristics had a significant 
effect on store attitudes (either directly or indirectly) and are consistent with previous 
retail preference studies (e.g. Spiggle and Sewall, 1987).
Mattila and Wirtz (2000) examined the impact o f pre-consumption affect on consumers’ 
post-purchase evaluations (satisfaction and repurchase intention) o f the service 
experience in four different settings (immigration office, beauty centre, dental clinic and 
roller coaster). Results o f their study show that pleasure and arousal, the two dimensions 
o f emotional responses to pre-process service environment, interact to determine post­
purchase evaluations. Highly arousing and pleasant pre-consumption environments 
resulted in higher satisfaction ratings and repurchase/return intentions. Mattila and Wirtz 
(2000) suggest that the combined effects o f arousal and pleasure should be considered in 
the design o f pre-consumption service settings.
Mudie et al., (2003) investigated the significance o f emotions in the consumption o f four 
services with varying levels o f  involvement: health club, theatre, dry cleaning and garage. 
Emotional experiences were captured using Richins (1997) CES and factor analysis 
reveal a five-factor solution: negative (high on panicky, afraid, scared, worried, 
depressed); positive (high on enthusiastic, amazed, excited, pleased, surprise, happy); 
settled (eager, peaceful, calm, contented, fulfilled); relationship (high in romantic,
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passionate, loving and sexy); and unsettled (high in sentimental, envious, jealous and 
lonely). Moreover, Mudie et al., (2003) findings do not lend support to Richins’s (1997) 
view that the CES provides “a set o f descriptors that represent a range o f emotions 
consumers most frequently experience in the consumption situations” . Across the four 
services, a number o f emotion descriptors from the CES were experienced either by a 
small percentage o f consumers or, in some cases, not at all (e.g. homesick, miserable and 
frustrated). Equally, the authors found little evidence for the relationship between 
emotions and satisfaction.
Zeelenberg and Pieters (2004) study is among the few studies in marketing that adopts an 
emotion specific approach as oppose to the valence-based approach. The authors 
modelled the impact o f two specific emotions, regret and disappointment, on satisfaction 
and subsequent behaviours (complaining, switching, word o f mouth and customer 
inertia). It was found that the emotions o f regret and disappointment have a direct impact 
on behaviour, over and above the effects o f dissatisfaction. Zeelenberg and Pieters 
(2004:452) concluded that “ insight in satisfaction and its related behaviours is enhanced 
considerably by using the specific emotions approach” as compared to the valence based 
approach. As such, incorporating emotions, in particular, regret and disappointment into a 
general (dis)satisfaction measure (valence-based approach) might provide little unique 
insights into emotions because, although o f the same valence (negative), regret and 
disappointment result in differentiated predictions o f satisfaction and other behaviours.
3.6.4 Emotion in Other Contexts
Honea and Dahl (2005) broaden the investigation o f emotion in consumer behaviour by 
exploring the affective reactions to consumer promotion activities. The authors developed 
the Promotion Affect Scale (PAS) to assess consumers’ affective reactions to sales 
promotion offers such as price discount, coupon redemption and free gift. Adopting a 
similar rigorous methodology to Richins (1997) and involving five phases o f data 
collection results indicate that promotion-related affect is a multidimensional construct as 
illustrated in Table 3.8
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Table 3.8
Honea and Dahl (2005) Promotion Affect Scale
Appreciative Favoured/Optimistic Enthused Annoyed
G ratefu l Fortunate E xcited A n g ry
Thankfu l L u ck y Enthusiastic A n n oyed
Pleased Self Unhappy/Regret Distrust/Skepticism
G ood D iscouraged U nhappy Hesitant
H ap p y D isappointed Upset Uncertain
Pleased G u ilty Regret D ece ived
Self confident Self-Conscious
E ffic ien t Asham ed
Smart Cheap
Justified Embarrassed
Proud
V ic toriou s
Source: A dap ted  from  H onea and D ah l (2005, p. 548)
From Table 3.8, the 28-item PAS is a parsimonious and effective measurement tool to 
measure emotions produced by consumer promotion activities. The PAS has both positive 
and negative dimensions valence affective responses such as being pleased or unhappy 
due to a promotional purchase. For example, outward-focused positive affect items 
describe feelings o f appreciation. On the other hand, outward-focused negative affect 
include items such as annoyed and distrustful. Finally, the inward-focused positive affect 
items describe feelings o f self confident and negative items include self-conscious and 
self-doubt. Overall, as well as identifying the different dimensions o f promotion-related 
affect, Honea and Dahl (2005) results show that the different dimensions can discriminate 
between different promotional outcomes and experiences.
Mooradian and Olver (1997) proposed and tested a conceptual model relating individual 
personality traits, consumption based emotions, customer satisfaction and post-purchase 
behaviours such as complaints, recommendations and repeat intentions. The authors 
found support for a model linking broad, fundamental personality traits to specific 
consumer behaviours via mediating affective experience. More specifically, Mooradian 
and Olver (1997) found that the personality traits o f  extroversion predicted positive 
emotions and neuroticism was directly related to negative emotions. Consistent with other 
studies (e.g. Costa and McCrae, 1980; Larsen and Ketelaar, 1991), the authors found that 
the neuroticism -  negative emotion connection was stronger than the extroversion -  
positive emotion relationship. Negative emotions, in turn, were stronger predictors o f
P a g e  | 85
Literature Review: Chapter
Sameer Ullah Hosany Measurement of Emotions Three
satisfaction than were positive emotions. Overall, Mooradian and Olver (1997) results 
support previous studies linking consumption-based emotions and cognitive judgements 
o f confirmation/disconfirmation o f expectations with satisfaction, and linking satisfaction 
with other post-purchase behaviours o f complaining, intention to recommend and repeat 
purchase intentions.
Chaudhuri (1998) investigated the mediating effects on emotions on the relationship 
between product class (necessities and luxuries) and perceived risk. Results provide 
evidence that the dimensions o f emotion are linked to the perceptions o f risk in products. 
Emotional dimensions (positive and negative) accounted for substantial unique 
explanation o f variance in perceived risk. Also, findings reveal that luxurious brands 
which evoke positive emotions (joy, pleasure and delight) are associated with lower risks 
when choosing among similar brands in the product category. On the other hand, 
necessities that are considered to be important or which elicit negative emotions, create a 
threatening consumption situation for consumers and have a positive effect on perceived 
risk.
Chebat and Slusarczyk (2005) examined the role o f customers’ emotional responses to 
complaint handling and service recovery in a retail banking situation. More specifically, 
their study examined the mediating effects o f emotions on customers’ actual behavioural 
responses (i.e. exit and loyalty) to perceived justice. Chebat and Slusarczyk (2005) argue 
that complaint-related justice is more than a matter o f economics in unbalanced 
exchanges but the experience also involve emotions because “the intangibility o f services 
heightens customers’ sensitivity to fairness issues (Berry and Parasuraman, 1994: 40). 
Results from structural equation modelling confirm the hypothesis that emotions (positive 
and negative) do indeed mediate the relationship between perceived justice (distributive, 
interactional and procedural) and loyalty. In addition, over and above the indirect effect 
through emotions, interactional justice (such as politeness and courtesy o f staff), have a 
direct effect on loyalty.
Overall, the review o f the selected studies above, further establish the relevance o f  
emotions in consumer research. Emotions have been studied as a main variable in 
different contexts: advertising, services, and for modelling post-consumption satisfaction 
evaluations. However, with some exceptions (for e.g. Nyer, 1997; Zeelenberg and Pieters,
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2004), there is a strong preference for the valence-based approach in modelling emotions. 
More recently, in an attempt to integrate the two seemingly divergent research streams to 
model emotions in marketing (i.e., the valence-based and the specific emotion approach), 
Laros and Steenkamp (2005) proposed that consumption emotions can be represented in a 
hierarchical model. Specifically, the authors’ hierarchical structure is based on Shaver et 
al. (1987) conceptualisation which classifies emotions according to three levels o f  
inclusiveness:
■ the superordinate level (positive vs. negative emotions);
■ the basic level (basic/primary emotions); and
* the subordinate level (more specific/secondary emotions)
Shaver et al. (1987) started with Averill’s (1975) Semantic Atlas o f Emotional Concepts, 
which contains 558 words “with emotional connotations”. After eliminating 
redundancies, unfamiliar words and words that do not represent emotions, the authors 
came up with a list o f 213 words that “could reasonably be considered as emotion names 
(Shaver et al., 1987:1065). Subjects were then asked to rate each o f the emotion 
adjectives on a 4 point scale ranging from 1=1 defin ite ly  w ou ld not c a ll this an em otion  to 
4=/ defin ite ly  w ou ld  ca ll th is an em otion . Mean prototypicality ratings were computed 
and used to select a final list o f 135 adjectives representing the emotion domain. The 135 
terms were then sorted into emotion categories before mnning cluster analysed. On the 
basis o f cluster analysis, Shaver et al. (1987) identified a hierarchical structure 
representing emotion knowledge and consist o f three levels: superordinate (positive and 
negative); basic; and subordinate. At the basic level, the authors identify six basic 
emotion categories: love, joy, anger, sadness, fear and surprise.
Laros and Steenkamp (2005) empirically demonstrated that consumption emotions exist 
at three levels o f generality: superordinate, basic emotion and subordinate levels. At the 
superordinate level, the authors distinguish between positive and negative affect. At the 
level o f basic emotions, four positive (contentment, happiness, love and pride) and four 
negative (sadness, fear, anger and shame) are specified. At the subordinate level, 
consumption emotions are distinguished using 42 specific emotions based on Richin’s 
(1997) CES (e.g. romantic, passionate, happy, and depressed). Laros and Steenkamp
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(2005) argue that basic emotions offer a better understanding o f consumer’s feelings 
compared to the general dimensions o f positive and negative emotions.
Van Dolen et al. (2001) further support the existence o f a hierarchical structure o f  
consumer emotions. Using critical incident techniques, the authors developed a 
classification system that represents emotions customers experience during service 
encounters in a business-to-business setting. The authors found that the subordinate level 
emotions explain most o f the satisfaction construct. Positive emotions (e.g. positive 
surprise, pleasure and contentment) positively influence satisfaction while negative 
emotion (e.g. irritation and disappointment), have a negative influence. Van Dolen et al.
(2001) also reported that more intense emotions have greater impact on customer 
satisfaction than less intense emotions (e.g. irritation has an exceptional negative impact 
on satisfaction).
3.7 A  Review of Emotion Research in Tourism, Hospitality and Leisure 
Services
In recent years, an increasing number o f studies attempt to understand the influence o f  
emotion on service evaluations and experiences in tourism, hospitality and leisure settings 
(e.g. Bigne and Andreu, 2004; Sirakaya et al., 2004; Zins, 2002). Emotional reactions and 
subjective responses to the consumption experience are seen as fundamental determinants 
o f satisfaction and post-consumption behaviour (McIntosh and Siggs, 2005). This section 
briefly reviews the few studies to date on emotions in the field o f tourism, hospitality and 
leisure services.
Barsky and Nash (2002) investigated whether emotions affect customer loyalty for hotels. 
The authors developed a hotel emotion by compiling a list o f emotions intended to reflect 
the spectrum o f emotions guests experienced in hotels. The list was later reduced to 
include only those emotions that are caused (at least in part) by the hotel. Barsky and 
Nash (2002) intention were to classify underlying dimensions o f guests’ emotional 
experiences caused by hotels rather than to represent every emotion that people may 
experience during their stay. The authors further refined the emotion items using a 
modified Delphi technique and a final 16-item scale (Market Metrix Hotel Emotions 
Scale) emerged. A  first round o f data was collected among 30 000 members o f a 
consumer opinion panel (who have recently stayed in major hotels) in the United States. 
Results demonstrated considerable differences among industry segments and among
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hotels brands in their ability to create emotional responses. Luxury-hotel guests reported 
experiencing higher levels o f  emotions as compared to guests in other industry segments 
(namely: upscale, extended stay, mid-price and economy). Overall, the authors found that 
emotions positively influence customer loyalty toward the hotels (in terms o f intention to 
return and willingness to recommend to others) and willingness to pay more. Barsky and 
Nash (2002) further concluded that it is important for hotels to understand and 
manipulating guests’ emotions since it positively affects the overall experience, thus 
enabling hotels to achieve higher occupancy and profitability.
Mattila (1999) oriented her study towards comparing the effectiveness o f  emotional 
versus rational appeals in hotel advertising at creating positive attitudes toward an 
unfamiliar brand. The results suggest that emotions, whether positive or negative, induced 
by the advertisements affect perceptions o f the service provider. Indeed, past research has 
established that advertisement-generated feelings influence processing strategies and 
influence attitudes towards the brand (Gardner, 1985). Findings also reveal that rational 
appeals are less effective than emotional appeals in creating positive post-exposure 
attitudes (future purchase intention). Advertisements with emotional appeal strongly 
influence post exposure attitudes and service expectations among consumers with limited 
personal experiences. This is line with previous research in which emotional advertising 
affect customers’ reactions to advertisements (Edell and Burke, 1987), enhance their 
attention (Olney et al., 1991) and affect brand attitudes (Aaker et al., 1986).
In another study, Mattila (2000) investigated the effects o f post-consumption mood states 
on customer evaluations o f two types o f opposing hospitality encounters: hotel check outs 
(brief, routine and low involvement type o f encounters) and fine-dining restaurants 
(extended service). Data were collected at a hotel as it enabled the author to study the two 
types o f service offered by the same hospitality organisation. Mattila (2000) found that 
post-encounter mood was significant predictors o f satisfaction, service quality and 
repurchase intention only for low involvement services (hotel check out) and not for 
extended service counters (fine dining context). This is because extended service 
encounters is characterised by a higher level o f consumer involvement and require the 
consumer to engage in more systematic processing o f information (Clore et al., 1994). 
This more systematic processing mode, combined with the consumer’s high involvement 
in the delivery process, lessen the impact o f mood on the evaluations (Curren and Harich,
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1994). The findings further reveal that post-encounter mood had only a marginal impact 
on satisfaction and repurchase intention. Mattila (2000) findings in some way differ from 
Bloemer and de Ruyter (1999) who concluded that for high involvement services, the 
relationship between satisfaction and loyalty is moderated by positive emotions.
Mattila and Enz (2002) examined the impact o f customer displayed emotion and mood 
states, measured immediately after the service encounter, on customers’ evaluations o f  
the encounter and on overall consumption experience. In comparison to prior work 
examining the role o f emotions in highly affect-laden contexts (e.g. Price et al, 1995), the 
authors’ emphasis were on the most common and brief situations characterised by non­
personal service encounters such as hotel checkouts. Data were collected from two hotels 
in Singapore, both offering services at high prices and quality levels. Mattila and Enz 
(2002) revealed that customers’ mood state and displayed emotions were both statistically 
significant in predicting service encounter evaluations and their overall assessment o f the 
hotels. As such, affective responses influence customers’ encounter-level evaluations 
even in a context o f brief and mundane service encounters. The authors’ findings were 
further consistent with previous studies on mood and service evaluation congruency: 
positive mood tends to lead to more favourable evaluations, whereas negative mood 
might result in unfavourable evaluations (Mano and Oliver, 1993).
In an exclusive study, Muller, Tse and Venkatasubramaniam (1991) explored how pre­
consumption anchors and post-consumption evaluations affect post-consumption 
emotions. The authors investigate whether post-consumption emotional responses (three 
positive and three negative emotions were included in the study) are determined by 
consumer’s expectations, performance norms from previous experience, primary 
evaluation o f the experience and the disconfhmation o f expectations. Leisure travellers 
from the United States were surveyed about their emotional experiences towards Toronto 
as a tourist destination. Muller et al., (1991) found that positive emotions were affected 
by consumer’s expectations, performance norms, primary evaluation o f their experience 
and disconfhmation evaluations. On the other hand, negative emotions were affected by 
pre-consumption expectations and primary evaluation o f the consumption but exerted no 
influence on future purchase intentions (intention to revisit and intention to recommend to 
others) as a result dropped negative emotions in subsequent analysis. The author further 
developed and tested a causal model specifying the relationships among antecedents o f
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emotional responses (expectations, norms, performance and disconfirmation), emotional 
responses (positive emotions) and future purchase intention. Findings revealed that 
perceived performance and perceived disconfirmation have greater influence on positive 
emotions than expectations and performance norms. Positive emotional responses were 
related to future purchase intentions.
Floyd (1997) explored the application o f affect (pleasure, arousal and dominance) to the 
study o f satisfaction with a recreational activity, namely, hunting. Using indicators 
adapted from Mehrabian and Russell’s (1974) PAD model, factor analysis results show 
that the affective responses to a hunting trip was unidimensional in structure. The author 
findings diverge from previous studies, which uncover at least two dimensions 
representing pleasure and arousal. One possible explanation for this discrepancy might be 
the specific and unique nature o f the study (a specific recreation activity and one 
particular engagement -  the most recent hunting trip). Also Floyd (1997) used only a 
limited number o f emotion indicators that might not fully adequately sample the relevant 
conceptual domain. Furthermore, consistent with prior research in consumer research, 
Floyd (1997) extended the current literature by demonstrating that affective responses 
hold considerable power in relation to recreationists’ satisfaction appraisals. The 
regressions o f satisfaction measures on affect produced robust coefficients and thus 
provide evidence for the affect-satisfaction link.
More recently, Bigne and Andreu (2004) investigated the suitability o f emotions as a 
segmentation variable for leisure and tourism services and empirically found support for 
their hypothesis. The authors, using hierarchical and non-hierarchical cluster analysis, 
uncovered two different segments: those that feel less emotion and those that feel g rea te r  
emotion. The two different segments showed different levels o f satisfaction and 
behavioural intentions. Respondents in the greater emotions (pleasure and arousal) cluster 
were found to have higher overall satisfaction, show greater loyalty and willingness to 
pay more when compared to those in the less emotions cluster. Overall, consumption 
emotions were closely associated with customer satisfaction and mediate behavioural 
intentions.
Zins (2002) study investigated the structural relationships o f consumption emotions and 
disconfirmation evaluations with respect to satisfaction formation between complainers
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and non-complainers. The author supported the view that satisfaction is strongly 
influenced by consumption experience emotions in the context o f multiple encounter 
service environments like tourism. Partial support was also established for the moderating 
effects o f consumption emotions on the relationship between service evaluations and 
satisfaction. Positive emotions were found to moderate the relationship between cognitive 
elements evaluations (atmosphere only) and satisfaction while negative consumption 
emotions show only direct impact on satisfaction.
Smith and Bolton (2002) examined the role o f customer (negative) emotions in the 
context o f service failure and recovery encounters in two service settings: restaurants and 
hotels. Customer emotions were measured using verbal protocols (open-ended questions) 
as opposed to direct measures. Based on content analysis o f customers’ verbal protocols, 
negative emotions were grouped in five discrete categories: anger, discontent, 
disappointment, self-pity and anxiety. Results indicate that emotion moderated the effects 
o f service recovery performance and other cognitive antecedents (expectations, 
disconfirmation and justice) on service encounter satisfaction in the hotel setting, but no 
effect o f emotion was found in the restaurant setting. In other words, recovery 
performance and other cognitive antecedents account for more o f explained variance in 
satisfaction judgements o f customers who respond with more negative emotion compared 
with the judgements o f those who respond with less (or no) negative emotion.
Gountas and Gountas (2004) note the lack o f research on the role o f emotions in 
consumers’ product evaluation and their study focuses on the influence o f emotions on 
service evaluations o f a leisure/charter airline. The authors’ findings establish the 
relationship between emotions on consumers’ overall perception o f satisfaction. Positive 
emotions (happiness and trust) were positively related to overall satisfaction and 
conversely, negative emotions (displeasure and confusion) were negatively related to 
overall satisfaction.
Sirakaya, Petrick and Choi (2004) investigated the effect o f consumers’ mood on service 
evaluations o f a tourism product using a sample o f cruise vacationers. The authors’ 
central hypothesis is that “the increase in tourists’ overall satisfaction, associated with 
increases in satisfactions with cruise offerings and intangibles/services, increases for 
tourists in a positive mood compared to tourists in a negative mood”. To investigate this
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hypothesis, data were collected on board two different Caribbean cruises. Sirakaya et al. 
(2004) findings suggest that mood states have an effect on how the tourism product will 
be evaluated. More specifically, the authors found partial support for the relationship 
between satisfaction and mood states. Cruise vacationers with lower mood evaluations 
have lower satisfaction levels with the cruiseship’s intangibles attributes (services and 
activities) but not with its tangible features. As such, mood moderates tourists’ overall 
satisfaction levels. Overall, the authors establish the. importance o f mood states in 
evaluating tourism service and recommend researchers to incorporate affective states into 
decision making and customer satisfaction studies.
Chhetri et al. (2004) study seeks to determine hiking experiences in nature-based tourist 
destinations. The authors used the term “experience” to describe a wide range o f 
subjective meanings such as moods, emotions and feelings. Data were collected from a 
group hikers walking along a particular track in a national park in Australia. The walking 
track passes through a wide range o f vegetation types, elevations, geomorphologic 
features and views and elicits a variety o f feelings from hikers. Using multidimensional 
scaling (M DS), Chhetri et al. (2004) found that behavioural hiking experiences can be 
represented in terms o f two-dimensional configuration. Dimension 1 consisted o f a 
bipolar spectrum o f experiences ranging from negative (e.g. frustrating, boring and 
depressing) through to positive (pleasure, enjoyment, relaxation and excitement) and was 
labelled as the “negative-positive experience”. On the other hand, the second dimension 
was labelled “intrinsic-extrinsic”. The extrinsic feelings comprised o f crowding, 
frustrating, attracting, exciting, pleasing and boring while the intrinsic end o f the 
spectrum regrouped feelings o f enclosing, isolating, stimulating and motivating. To 
allow further exploration o f “hidden” relationships in the data, Chhetri et al. (2004) 
performed factor analysis on the “experiences” variables. A  four factor solution was 
extracted to represent the underlying dimensions influencing visitor experiences: 
“desirable experience”; “impelling experience”; “apprehensive experience”; and “social 
interaction experience”. Overall, Chhetri et al. (2004) study demonstrate that 
tourists/visitors can be classified in terms o f the nature and magnitude o f moods, 
emotions and feelings experienced while hiking in a natural setting (landscape).
In their study, Bigne et al. (2005) tested two competing models linking affect (emotions), 
cognition (disconfirmation), satisfaction and behavioural intentions (loyalty and
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willingness to pay more) in the context o f theme parks as leisure activities. The models 
differed in terms o f the primacy o f  affect versus cognition on consumer satisfaction and 
behavioural intention. The first proposed model (Model 1) is derived from the 
environmental research psychology as developed by Mehrabian and Rusell (1974) in 
which emotions are antecedents to cognition. More specifically, in Model 1, the author 
hypothesise that positive arousal felt by the visitor influences the visitor’s perceptions o f  
the theme park (i.e. disconfirmation) and pleasure. In addition, independently o f appraisal 
(i.e. disconfirmation), emotions (pleasure and arousal) directly influence visitors’ 
satisfaction which in turn is positively related to willingness to pay more and loyalty.
The second proposed model (Model 2) is based on Lazarus (1991) cognitive theory o f  
emotions. In Model 2, Bigne et al. (2005) assumes that perceived disconfirmation o f the 
theme park (i.e. cognition) influences visitor emotions (pleasure and arousal) which in 
turn are related to satisfaction and behavioural intention. Using structural equation 
modelling (SEM ), the author found that the competing model (Model 2) is more robust 
than Model 1 and exhibit a better fit. Positive disconfirmation influences visitor arousal 
directly and pleasure indirectly. Furthermore, findings show that cognitive 
(disconfirmation) and affective (pleasure and arousal) variables have significant effects 
on satisfaction and hence corroborate the cognitive-affective perspective for explaining 
consumer satisfaction. Furthermore, Bigne et al. (2005) results support the direct 
influence on pleasure and satisfaction on loyalty behaviour. Also noted, is an indirect 
effect o f pleasure on loyalty through satisfaction. However, satisfaction is not a 
significant antecedent o f willingness to pay more but positive disconfirmation influences 
this behavioural intention directly.
In summary, this overview shows that studies in the tourism, hospitality and leisure 
literature focus on studying emotion effectiveness in hotels advertising (e.g. Mattila, 
1999), its relationship with overall satisfaction (Sirakaya et al., 2004; Zins, 2002; Gountas 
and Gountas, 2004) and behavioural intentions (e.g. Bigne et al., 2005), customer loyalty 
(Barsky and Nash, 2002), determinants o f post-consumption emotions (Muller et al., 
1991; Dalakas, 2005), role o f negative emotions in service failure and recovery 
encounters (Smith and Bolton, 2002), emotional experiences with nature-based tourism 
activities (Chhetri et al., 2004), effect o f displayed emotions on service evaluations and 
emotions as a segmentation variable for leisure and tourism services (Bigne and Andreu,
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2004). However, while destinations are rich in terms o f experiential benefits (Otto and 
Ritchie, 1996), to the best o f the researcher’s knowledge, no studies exist at describing 
and measuring tourists emotional responses towards tourism destinations.
3.8 Conclusion
A  rich body o f research over the past two decades has established the importance o f  
emotion in consumer research. Emotions are affective variables, more intense in nature 
than moods and associated with a specific stimulus (Cohen and Areni, 1990). Emotions 
play an important role in defining consumption experiences and influencing consumer 
reactions (Babin et al., 1998). Past studies have investigated the role o f emotion in a 
variety o f marketing contexts namely satisfaction, advertising, retail services, 
complaining behaviour and service failures among others. Similarly, a number o f studies 
have demonstrated the significance o f emotions in tourism, hospitality and leisure 
services. Some research include comparing the effectiveness o f emotional versus rational 
appeals in hotel advertising (e.g. Mattila, 1999) and the relationship between emotion and 
post-consumption evaluations (e.g. Sirakaya et al., 2004; Zins, 2002; Gountas and 
Gountas, 2004; Bigne et al., 2005).
In the psychology literature, emotions are commonly measured using either verbal (self- 
report) or non-verbal (behavioural, cognitive and physiological indices). But in 
marketing, most researchers adopt an empirical approach to measure emotions based on 
verbal self-reports. Researchers in marketers have a tendency to borrow and adapt 
measures as developed by emotion theorists to fit the consumption context. Such 
examples include: Plutchilc (1980) ten primary emotions; Izard (1977) Differential 
Emotion Scale (DES); Mehrabian and Russell (1974) Pleasure, Arousal and Dominance 
(PAD ); and Watson et al., (1988) Positive Affect and Negative Affect Scales (PANAS). 
However, Richins (1997) note that the range o f emotions experienced by consumers is 
broad and context specific. In this context, Richins (1997) developed a scale to measure 
consumption emotions known as the Consumption Emotion Set (CES). The CES 
comprise o f  16 dimensions and with the exception d f envy, loneliness, peacefulness and 
contentment, its measures achieved satisfactory reliability (Richins, 1997; Bagozzi et al.,
1999).
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Yet, all these various measures fit into two broad competing approaches to the study o f  
emotions: valence based (d im ensional approach ) and the emotion specificity approach 
(icategorica l approach ) (Rucker and Petty, 2004). The dimensional approach holds that 
emotions share a few dimensions usually positive affect and negative affect (Watson et 
al., 1988). The primary advantage o f the dimensional approach is that it gives a more 
parsimonious account o f the emotional experience (Lazarus, 1991). With some notable 
exceptions, (for e.g. Nyer, 1997; Zeelenberg and Pieters, 2004), a strong preference exists 
for the valence-based approach to measure emotional responses in consumer research. 
Depending on the set o f applied emotions, the emergence o f a two factor structure 
(positive and negative) is very common (Bagozzi et al., 1999).
The parsimony o f the dimensional approach is challenged by other theorists advocating 
that emotions are best viewed as discrete components under the emotion specificity 
approach (e.g. Izard, 1977; Plutchick, 1980). This approach goes beyond mere valence 
and conceptualises emotions as a set o f discrete and phenomenologically distinctive 
affective states (e.g. DeSteno et al., 2000; Keltner and Lemer, 2000). Focussing on only a 
few dimensions oversimplifies the complexity o f emotional experience (Rucker and 
Petty, 2004). In recent year's, a number o f empirical studies support the categorical 
approach in consumer research (e.g. Machleit and Eroglu, 2000; Zeelenberg and Pieters 
(2004). More recently, in an attempt to reconcile the two seemingly divergent approaches 
to the study o f emotions, Laros and Steenlcamp (2005) propose a hierarchical model o f  
consumer emotions with three level o f  generalisability namely: superordinate (positive 
and negative); basic emotion (contentment, happiness, love, pride, sadness, fear, anger 
and shame); and subordinate (42 specific emotions based on Richin’s (1997) 
Consumption Emotion Set).
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CHAPTER FOUR
LITERATURE REVIEW:
COGNITIVE APPRAISAL 
THEORIES OF EMOTION
4.0 Introduction
In this chapter, the literature on cognitive appraisal theories o f emotion is reviewed 
extensively. Appraisal theories have emerged in response to limitations o f earlier emotion 
theories namely the dimensional and categorical approaches (both approaches are 
discussed in Chapter 3). In the first part o f this chapter, the four key appraisal models as 
postulated by emotion theorists are presented namely: Roseman (1984); Scherer (1984a); 
Smith and Ellsworth (1985); and Frijda (1986). The second part identifies a limited set o f  
empirical and conceptual studies on the application o f appraisal theories in the contexts o f  
marketing and tourism.
4.1 Appraisal Theories of Emotion
Appraisal theories appeared in response to limitations o f earlier approaches to the study 
o f emotions. For example, the emotion specific approach does not determine the causes o f  
emotions, but only groups o f emotions based on their similarities (Watson and Spence,
Chapter
Four
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2007). Similarly, the valence-based approach, while being parsimonious, has inherent 
limitations in such that the theory is unable to distinguish between emotions o f similar 
valence and arousal levels (e.g. shame, fear and anger). Cognitive appraisal theories, as 
opposed to these two approaches (discussed in chapter 3), attempt not only to describe 
emotions but also to explain emotional responses in terms o f their determinants and 
consequences. Appraisal is the ruling mechanism in both the elicitation and 
differentiation o f emotions (Zeelenberg and Pieters, 2004). Cognitive appraisal “offers a 
more in-depth way to explain the subtle nuances o f emotions” (Watson and Spence, 2007: 
490). For example, joy is e lic ited  by  the appraisal o f an event as beneficial and within 
reach, anger by the appraisal o f  an event as being goal-obstructive and due,to someone 
else’s blameworthy intent (Frijda, 1993). More importantly, research has shown that 
different emotions are elicited by different kinds o f appraisals situations and have 
different behavioural tendencies (action tendencies or patterns o f action readiness) and 
lead to different behavioural consequences (e.g. Frijda and Zeelenberg, 2001; Frijda et al., 
1989; Roseman et al., 1994).
Appraisal theorists contend that emotions can be meaningfully distinguished at a more 
fine-grained level than merely positive and negative dimensions (valence-based 
approach). They use evaluative criteria to predict elicited emotions rather than merely 
describing the qualities of experienced emotions. Specifically, the nature o f an emotional 
reaction is based on the individual’s subjective appraisal or evaluation o f an antecedent 
situation. Bagozzi et al, (1999: 185) define appraisal as "an eva lu a tive  ju d g m en t a n d  
in terpreta tion  th ereo f ... [of] an inciden t o r  ep iso d e  that happens to o n e se lf  (e.g., an 
unplanned behaviour); a behaviour one p erfo rm s o r  a  resu lt one p ro d u ces  (e.g., engaging  
in an a c tiv ity  o r  receiv in g  o r  fa il in g  to rece ive  a p la n n ed  outcom e); o r  a  change in an 
object, person , or thoughts that has p e rso n a l m e a n i n g For example, sadness is felt when 
a romantic relationship ends and may be elicited by the appraisals that something desired 
has been lost, with certainty, and cannot be recovered (Roseman, 1984; Smith and 
Lazarus, 1993).
Moreover, two individuals with different appraisals o f the same event (or the same 
individual with differing appraisals at different times) will have different emotional 
responses to the same event (Roseman, 1991). For example, the winner and loser o f a 
sporting event are likely to have different interpretations of, and emotional responses to,
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the same stimulus event. These differences can be accounted by differing appraisals o f  
the situation at hand. It is important to stress that although situations/events or physical 
circumstances can be associated with particular emotional responses, “it is not the 
specific events or physical circumstances that produce the emotions, but rather the unique 
psychological appraisal made by the person evaluating and interpreting the events and 
circumstances” (Bagozzi et al., 1999:185).
Over the years, in the psychology literature, appraisal theories have emerged as a 
powerful outlook on the elicitation and differentiation o f emotional experiences 
(Ellsworth &  Scherer, 2003). Many “independently developed, yet highly convergent” 
(Scherer, 1988: 91) theories have been proposed regarding the underlying appraisal 
dimensions and how they impact emotions. However, the origins o f appraisal theories can 
be traced back to the work o f Magda Arnold (1960) who postulates that people evaluate 
or appraise the relevance o f the environment for then well being and that these appraisals 
account for different emotions. According to Arnold (1960), the initial appraisals start the 
emotion sequence and arouse both appropriate actions (action tendencies) and the 
emotional experiences. Arnold’s (1960) theory received little empirical testing because it 
was ahead o f its time (Roseman et al., 1990) and appeared even before the seminal work 
o f Schachter and Singer (1962) that revolutionised studies on the impact o f cognition on 
emotion. Table 4.1 summarises the appraisal patterns and their relationship with 
particular emotions.
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From Table 4.1, according to Arnold (I960), “cognitive theory” is based on the premise 
that three appraisals determine the particular emotion that a person will experience: (a) 
whether an object is beneficial or harmful; (b) whether it is present or absent (not 
currently present); and (c) whether it is easy, difficult, or too difficult to attain (in the case 
o f beneficial objects) or overcome (in the case o f harmful objects). However, it was 
Richard Lazarus and colleagues (e.g. Lazarus, 1966, 1975, 1982, 1991; Lazarus and 
Folkman, 1984; Lazarus and Smith, 1988; Folkman and Lazarus, 1988; Smith and 
Lazarus, 1993) that popularised cognitive appraisal in the 1980s. Lazarus adapted his 
earlier theoiy on psychological stress (Lazarus, 1966) to explain how appraisals o f  
situations/events elicit a range o f emotions. Lazarus (1991) decomposes the appraisal 
process into two phases: p r im a ry  and secon dary. These two basic kinds o f appraisal 
“d ifferen tia te betw een d iscre te  an d  com plem entary sou rces o f  Im owledge on which  
evaluation  o f  the p erso n a l sign ificance o f  an encounter rests” (Lazarus, 1991: 133).
During primary appraisal, the person assesses whether the encounter is o f relevance to 
their well-being. Three likely evaluations are possible: irrelevant (no personal relevance 
in the event); benign-positive (the event is beneficial or desirable); or stressful (the event 
signifies harm/loss, threat or challenge). Secondary appraisals concern one’s coping 
options, that is, the extent to which coping resources and options are available (Lazarus, 
1991). The fundamental issue being evaluated is: “What, if anything, can I do in this 
encounter, and how will what I do and what is going to happen affect my well-being?” 
(Lazarus, 1991:134). Lazarus (1991) posit that there are three forms o f primary appraisal 
and three secondary appraisal, which overlap with some o f the cognitive dimensions 
proposed by other appraisal theorists (e.g. Frijda, 1986; Roseman, 1984; Scherer, 1984a; 
Smith and Ellsworth, 1985). The three p r im a ry  appraisal components are goal relevance, 
goal congruence or incongruence, and type o f ego-involvement and the three secon dary  
appraisals are blame or credit, coping potential and future expectancy (Table 4.2).
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Table 4.2
Lazarus (1991) Primary and Secondary Appraisals Components
Appraisals Description
P rim ary  A ppra isa l
Goal relevance The extent to which an encounter touches on personal goals, that is, 
whether or not there are issues in the encounter about which the 
person cares or in which there is a personal stake
Goal congruence or 
incongruence
The extent to which an encounter/event is consistent or inconsistent 
with what the person wants, that is, it either thwarts or facilitates 
personal goals. Goal congruence leads to positive emotions and goal 
incongruence to negative ones.
Type of ego- 
involvement
The evaluation of diverse aspects of ego-identity or personal 
commitment, that is, does the situation touch on self-esteem, moral 
values, or closely held meanings and ideas?
Secondary A p p ra isa l
Blame or credit The knowledge of who is accountable or responsible for frustration; if 
this is accompanied by the knowledge that the frustrating situation was 
under the accountable person’s control, credit or blame is assigned.
Coping potential The extent to which the person can manage the demands of the 
encounter or actualise personal commitments and their perception of 
the likely success of each coping alternative.
Future expectancy The assessment of what might happen in the future and whether things 
are likely to get better or worse (i.e. becoming more or less goal 
congruent).
Source: Adapted from Lazarus (1991); pp. 149-150
To further illustrate the primary and secondary appraisals as described in Table 4.2 and 
advocated by Lazarus (1991), consider the example o f a dissatisfying marketplace 
experience. First, the dissatisfied customer evaluates if  the problem is stressful and if  
coping efforts are not required. Second, the consumer will assess the extent to which the 
event hinders the attainment o f his goal (goal incongruence). Finally, the individual 
evaluate the level o f  ego involvement in terms o f  whether the situation affects their self­
esteem, moral values or closely held meanings and ideas. As a result, any threat to a 
person’s ego involvement is likely to result in the event being appraised as stressful. On 
the other hand, secondary appraisal primarily consists o f the consumer’s assessment o f  
his/her ability to cope with the dissatisfying event. It is an account o f all things that might 
be done.
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First, the consumer assigns blame or credit for the incident, which requires knowing who 
is responsible. These blame attributions may be external (someone else is responsible), 
internal (consumer is responsible), or situational (no one was responsible). Second, the 
consumer evaluates his/her own coping potential in terms o f his/her ability to manage the 
demands o f the encounter and the perceived likelihood o f success o f each coping 
potential. Third, the consumer assesses, as a result o f the dissatisfying experience, what 
might happen in the future and whether things will get better or worse (Stephens and 
Gwinner, 1998). Lazarus (1991) argues that appraisals are not sequential and there is 
interplay between primary and secondary appraisal. For example, someone may evaluate 
an event as harmful or threatening to well-being in primary appraisal, but if the individual 
successfully copes with the event (secondary appraisal), then the encounter will not be 
assessed as stressful. In addition, Lazarus (1991) acknowledged the dynamic nature o f  
appraisals and posited that objects or events can be re-appraised based on new 
information or re-evaluation.
Since the pioneering works o f Arnold (1960) and Lazarus (1966), during the past two 
decades, the psychology literature has witnessed a proliferation o f independent appraisal 
theories (e.g. Roseman, 1984, 1991; Smith and Ellsworth, 1985; Scherer, 1984a, 1988). 
For all these authors, the nature o f emotional reactions can be best predicted on the basis 
o f an individual’s subjective appraisal or evaluation o f an antecedent situation or event. 
Each o f these theories proposed a set o f appraisals that are important in differentiating 
one emotion from another. Traditionally, a variety o f paradigms have been used to 
empirically determine the relationship between appraisal dimensions and the nature o f the 
emotional reaction (Scherer, 1999). The most common strategy is the use o f  self-reports 
in which subjects are instructed to imagine an event or to recall specific emotional 
experiences (e.g. Smith and Ellsworth, 1985).
In other studies, participants are presented with vignettes or scenarios that correspond to 
predicted appraisal profiles for a particular' emotion (e.g. Roseman, 1984; Smith and 
Lazarus, 1993). Participants are typically asked to respond to questions about both their 
emotions and evaluations o f the events on the appraisal dimensions. Yet, the use o f self- 
report to investigate the emotion-antecedent appraisal relationship has been subjected to 
criticisms (Scherer, 1999). In most o f these studies, subjects are asked to recall or infer­
tile nature o f event/situation appraisal with the help o f rating scales. However, this
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requires a high level o f conceptual processing and participants are unlikely to report their 
antecedent appraisal processes which most occur outside awareness (Frijda, 1993). 
Nevertheless, theorists contend that emotions can be meaningfully distinguished using 
appraisal dimensions. Dimensions such as responsibility, control, motive consistency, 
pleasantness and certainty provide important distinctions among emotions (e.g. Roseman, 
1984; Smith and Ellsworth, 1985; Scherer, 1984a). The next sections review the major 
cognitive appraisal theories.
4.2 Major Appraisal Theories
A  number o f theorists have addressed the role o f cognitive appraisals in emotion but 
Omdahl (1995:46) note that “only a handful of scholars have moved far enough along in 
theorizing and research to identify consistent p a ck a g es  o f  cognitive assessments that are 
likely to lead to specific emotional states”. While converging in principles, appraisal 
theories differ with respect to the number and definition o f appraisal dimensions (Scherer, 
1997). Omdahl (1995) proposes three criteria for assessing appraisal theories namely: i) 
the scope o f the theory; ii) testability and; iii) empirical support. First, the theory should 
encompass the broadest range o f emotion-eliciting stimuli possible. Some theories 
address a restricted domain o f appraisal dimensions. For example, Weiner’s (1985) theory 
focussed on only causal attributions. The second criterion is that the theoiy must offer 
clear, testable hypotheses in terms o f which specific configurations o f appraisals elicit 
specific emotional states. The third criterion is that the appraisal-emotion relationships 
must be empirically supported. Accordingly, the works o f four theorists were chosen as 
meeting the criteria discussed above: Roseman (1984); Scherer (1984a); Smith and 
Ellsworth (1985); and Frijda (1986). The four theories not only met those criteria but are 
also the most popular and established appraisal theories in the literature. Each theory is 
presented in the following sections.
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4.2.1 Roseman (1984)
Roseman (1984, 1991) proposed a structural theory o f emotion and hypothesised that a 
combination o f five cognitive dimensions determines which o f 16 unique emotions will 
be experienced in a given situation. The emotions covered include: surprise, hope, fear, 
joy, relief, sadness, distress, disgust, frustration, liking (love), dislike, anger, pride, 
shame, guilt and regret. Figure 4.1 summarises Roseman’s (1991) theory, where the five 
appraisal dimensions are labelled as a) motive consistent/motive inconsistent; b) 
appetitive/aversive; c) probability; d) agency and e) power.
Figure 4.1
Roseman’s (1991) Appraisal Theory of Emotions
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Source: Adapted from Roseman (1991), p. 193
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The first dimension, situ a tion a l s ta te , addresses whether an event is consistent or 
inconsistent with a person’s motives, that is, appetitive or aversive motives. This 
dimension is analogous to Smith and Ellsworth’s (1985) p lea sa n tn ess  dimension. As 
shown in Figure 4.1, appraising an event as motive-consistent elicits a positive emotion 
and appraising an event as motive-inconsistent produces a negative emotion. M otiva tion a l 
s ta te  refers to appraising an event as relevant to appetitive motives (wanting to get or 
keep something pleasurable) or as appraising an event as relevant to aversive motives 
(wanting to get rid or avoid something painful). From Figure 4.1, events consistent with a 
motive to obtain a reward (appetitive motivation) elicit joy; events consistent with a 
motive to avoid punishment (aversive motivation) elicit relief. Conversely, events 
inconsistent with a motive to obtain a reward elicit sadness and events inconsistent with a 
motive to avoid punishment elicit emotions o f distress and disgust. The dimension, 
certa in ty  or (probability), refers to consequences o f an outcome seen to be uncertain or 
certain and is identical to Smith and Ellsworth’s (1985) probability dimension. Uncertain 
outcomes lead to hope or fear while certain outcomes lead to emotions such as joy or 
sadness.
Furthermore, Roseman (1991) distinguished between three different types o f agen cy  
appraisals namely: self-agency (event caused by the self), other person-agency (event 
caused by someone else), and circumstances-agency (event caused by circumstances 
beyond anyone’s control). From Figure 4.1, sadness are elicited by events appraised as 
being beyond anyone’s control (circumstance-caused); pride, shame, guilt, and regret are 
elicited by events appraised as caused by self; and liking (love), dislike and anger are 
elicited by events appraised as caused by other persons. The last dimension from 
Roseman’s theory (1991), p o w e r , refers to whether the person feels strong or weak in the 
given situation.
According to Roseman (1984), a combination o f evaluations on these five dimensions 
determines the emotional response. For example, if an individual perceives that someone 
else (agency) causes an undesired event to occur (motive inconsistent), then that 
individual will feel angry. Roseman et al., (1996) later revised the original theory to 
include two new appraisal dimensions: unexpectedness and p ro b lem  source.
Unexpectedness refers to whether an event was expected or unexpected. Roseman et al.,
(1996) found that neither novelty, nor unfamiliarity nor extreme uncertainty was
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successful in predicting surprise. Problem source refers to whether an event is attributed 
to characterological (whether the problem is with the person as object) or non- 
characterological factors (behaviour or non-central attribute o f the person). Roseman et 
al., (1996) also introduced cop in g  p o te n tia l as a replacement for the power dimensions in 
early conceptualisations. Control potential refers to the perceived ability to control or do 
something about the event.
4.2.2 Smith and Ellsworth (1985)
Smith and Ellsworth (1985), by combining the effective dimensions o f early theorists 
(e.g. Russell, 1978; Roseman, 1984; Scherer, 1984a) proposed that eight dimensions 
differentiate between emotions:
1. Pleasantness -  the degree to which the situation is perceived as being pleasant or 
enjoyable;
2. Anticipated effort — the degree to which the person believes she or he must 
expend energy in the situation;
3. Certainty -  the degree to which the person is sure o f what is happening or will 
happen in the situation;
4. Attentional activity -  the degree to which the person desires to attend to the 
situation;
5. Responsibility -  the extent to which self or some other force is responsible for 
creating the situation;
6. Control -  the extent o f which self, others, or situational factors are in control o f  
the situation;
7. Legitimacy - the degree to which the situation is regarded to be fail'; and
8. Perceived obstacle -  the degree to which the person perceives that he or she must 
overcome obstacles in order to attain a goal.
Smith and Ellsworth (1985) empirically examined the proposed model in which subjects 
recalled experiences for 15 different emotions -  happiness, surprise, challenge, hope, 
interest, pride, sadness, anger, fear, disgust, boredom, contempt, frustration, shame and 
guilt. Subjects then rated each experience on statements reflecting the eight proposed 
theoretical dimensions. Using principal components analysis (PC A ) and Symmetric
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Individual Differences Multidimensional Scaling (SINDSCAL), Smith and Ellsworth 
(1985) found six orthogonal dimensions that define underlying patterns o f cognitive 
appraisals: certainty, pleasantness, attentional activity, situational control, anticipated 
effort and responsibility. No support was found for either the perceived obstacle or 
legitimacy dimensions. Furthermore, Smith and Ellsworth (1985), using a series o f  
discriminant analysis, found that the six retained dimensions successfully differentiated 
among emotion experiences. Thus, their findings establish the relationship between 
appraisal dimensions and emotions. Patterns o f appraisals along the six dimensions 
provide a basis for comparing and contrasting discrete emotions.
4.2.3 Scherer (1984)
Scherer (1984a, 1984b) proposed a component process theory o f emotion in which the 
elicitation, and the consequent differentiation, o f  the emotion episode is determined by an 
appraisal process in the form o f a series o f  stim ulus evaluation  checlcs (SECs). Emotion is 
defined as an episode o f interrelated, synchronized changes in the states o f all or most o f 
the five organismic subsystems in response to the evaluation o f an external or internal 
stimulus event (Scherer, 2001). For Scherer, appraising events on a fixed number o f  
theoretically postulated dimensions occur in an invariant sequence (in the order discussed 
below), although often in an automatic and sometime unconscious manner (Scherer, 
1984a, 1984b). Different appraisal profiles that result from different evaluations o f  an 
event determine the different emotional responses to the event. Like other theorists, 
Scherer (1984a, 1984b, 1988) has revised and refined the number o f appraisals/SECs in 
his theory. However, five overarching appraisals (SECs) have remained constant across 
his revisions namely: 1) novelty, 2) intrinsic pleasantness, 3) goal significance, 4) coping 
potential and 5) compatibility standards.
In the most recent version o f the model (Scherer, 2001) the five SECs are organised in 
terms o f four appraisal objectives: relevance, implications, coping potential; and 
normative significance. Each o f these assessments can be formulated in terms o f the 
following questions: (1) How relevant is this event for me? Does it directly affect me or 
my social reference group? ( relevan ce ); (2) What are the implications or consequences o f  
this event and how do these affect my well-being and my immediate long-term goals? 
(im plications). (3) How well can I cope with or adjust to these consequences? (cop in g
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p o te n tia l); (4) What is the significance o f this event with respect to my self-concept and 
to social norms and values (norm ative sign ificance). Generally, the first SEC in the 
sequence is that o f novelty  and refers to the appraisal o f change (physical, social or 
mental) in the environment. Novelty encompasses the extent to which the event is sudden, 
predictable and familiar (Scherer, 1988). The second check is in trinsic p leasan tn ess. 
Intrinsic pleasantness refers to hedonic quality o f the event/stimulus. Pleasant evaluations 
o f the stimulus bring about action tendencies and unpleasant evaluations lead to 
avoidance tendencies (Leventhal and Scherer, 1987). G oal sign ificance assesses whether 
the event is conducive or obstructive o f a person’s goals.
Scherer (1988) added five subchecks: concern relevance - relevance to the person’s goals 
or needs; outcome probability -  probability o f the outcome occurring; expectation -  the 
consistency o f the outcome with expectations for the present time; conduciveness -  the 
extent to which the event obstructs goals; and urgency -  the urgency o f the needed 
response. In the original theory (Scherer, 1984a), the fourth appraisal, cop in g  p o te n tia l, is 
the evaluation o f whether the person can cope with a situation to attain a desired outcome 
or avoid an undesired one. Scherer (1988) added five subchecks as follows: 1) the cause 
o f the occurrence (agent); 2) the motive underlying the event (motive); 3) the extent to 
which the person perceives that he or she has control over the situation and its 
consequences (control); and 5) the potential for adjustment to the outcome (adjustment). 
The last dimension, com patib ility  s tan dards addresses whether the event is compatible 
with external standards (such as social norms, social conventions, or the expectations o f  
others) and internal standards that are part o f the individual self-concept.
P a g e 1109
Literature Review:
Sameer Ullah Hosany Cognitive Appraisal Theories
4.2.4 Frijda (1986)
Frijda (1986) theoiy was influenced by the works o f  Arnold (1960), Lazarus (1966), 
Smith and Ellsworth (1985) and Scherer (1984a). Table 4.3 summarises the three types o f  
appraisal components in Frijda’s (1986) theoiy.
Table 4,3
Frijda (1986) Appraisal Theory of Emotions
Core Components Situational Components Object Components
1 .Objectivity — emotion eliciting 
situations are perceived as 
imposing their meaning on the 
person;
2.Relevance — emotion-eliciting 
situations are interesting and 
claim attention;
3.Reality level — the person 
perceives the stimulus as real, to 
some extent, at the given time;
4.D ifficulty -  emotional 
situations are difficult; there is 
uncertainty about how to deal 
with them;
5.Urgency-the extent to which 
the situation demands some 
immediate response;
6.Seriousness -  the expected or 
felt score o f  the consequences;
7. Valence -  situations may 
present intrinsic attractiveness 
or aversiveness;
8. Demand character -  
pleasantness or aversiveness, 
desirability and interest o f  the 
actual outcome;
9. Clarity -  how defined or 
knowable features o f  the 
situation are; and
10. M ultiplicity -  the number o f 
events, implications and 
valences interpreted as the 
stimulus.
1. Presence and absence - the 
presence or absence o f  stimuli 
o f  varying valences;
2. Certainty and uncertainty -  
the extent to which the effects 
have materialised or are 
anticipated;
3. Change -  the extent to which 
the situation is the same as or 
different from the previous 
situation;
4. Openness/closedness -  the 
degree to which efforts can 
overcome or alter the situation;
5. Intend on ality — the extent to 
which the situation is due to 
behaviour that was spontaneous, 
free, and uncontrollable;
6. Controllability -  the extent to 
which se lf can m odify the 
course o f  events;
7. M odifiability — the likelihood 
that, over time, the course o f  
events w ill change;
8. Object/event evaluation — the 
extent to which the assessment 
is linked to a person or object 
rather than to an event;
9. Focality/globality -  the 
degree to which the event is 
viewed as specific rather than 
linked to one’ s entire life space; 
and
10. Strangeness/familiarity -  the 
extent to which the person can 
select a set o f  definite actions 
known to deal with the event.
1 .Ego as constituent -  the extent 
to which the situation is viewed 
in terms o f  the meaning it has 
for self rather than losing self in 
the event;
2.Ego as object -  the extent to 
which ego is acted on or 
perceived through the eyes o f  
others;
3.Object/subject fate — the 
extent to which the event is 
happening to se lf rather than 
someone or something else;
4. Value relevance or 
contingency -  the extent to 
which the event is interpreted as 
positive or negative based on 
higher order values or purely on 
the stimulus itself.
Chapter
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Frijda (1986) proposed that three types o f appraisal components lead to emotional 
responses: core, context or situational and object components. Core components are 
assessments that determine whether an emotion will or will not be experienced. Context 
or situational components encompass elements o f the situation that determine the action 
orientation experienced. Finally, object components encompass self-ego and value 
relevance assessments. Frijda (1986) presented appraisal profiles for 31 emotions based 
on two core components (valence and demand character), 10 situational components and 
one object component (value). However, the author provides no explanation for the 
selection o f these components and much inconsistency has plagued Frijda’s program o f  
research. For example, Frijda (1987) conducted two studies examining the relationships 
between appraisals and emotion. Participants were asked to rate the extent to which 
appraisals are applicable to conditions leading to 36 emotional states in the first study and 
40 emotions in the second study. Frijda (1987) did not provide the full list o f appraisal 
dimensions used. In his analysis, the author eliminated redundant components and 
retained 17 components across the two studies. In a subsequent study, Frijda et al., (1989) 
presented a different set o f appraisals and emotions to the hypotheses presented in the
. {5 ..
original theory (Frijda, 1986). In fact, only 15 o f the appraisals used in Frijda et al (1989) 
study form part in the study.
Other new dimensions appear to be modifications or combinations o f previously proposed 
dimensions (e.g., importance is a combination o f earlier dimensions o f seriousness and 
relevance). Factor analysis uncovered nine significant appraisal dimensions accounting 
for 51% o f the variance in appraisal ratings: pleasantness/unpleasantness;
controllable/uncontrollable; novelty/familiarity; agency; unexpected/expected; 
importance; effort; focaFglobal; and time o f event. For their second study (Frijda et al., 
1989), factor analysis again revealed nine significant factors: valence; agency (self-other); 
importance; unexpected-expected; controllable-uncontrollable; novelty-familiarity; 
certainty; time o f event; and interestingness. A ll nine factors accounted for 52% o f the 
variance in appraisal ratings. In summary, Frijda’s theory lacks consistency in terms o f  
dimensions advocated and strong empirical support for any one set o f appraisals has not 
been established yet (Omdahl, 1995).
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4.3 Dimensions of Cognitive Appraisals
Over the years, a number o f theories have emerged on the role o f appraisal in emotions. 
Appraisal now occupies a pivotal role in emotion theories (Frijda, 1993). Emotions are 
considered the result o f appraising events in terms o f their implications for well-being or 
for the satisfaction o f goals, motives or concerns (Frijda, 1986; 1987 Lazarus, 1991; 
Roseman, 1984; Scherer, 1984a). Different emotions correspond to different patterns o f  
appraisal. For example, appraisal o f certa in ty  and con tro l distinguish anger from fear. 
Anger is associated with appraisals o f  certainty about what happened and individual 
control for negative events. On the contrary, fear is associated with appraisals o f  
uncertainty about what happened and situational control with negative events (Smith and 
Ellsworth, 1985). However, a major concern with appraisal theories consists o f the 
enumeration o f the dimensions o f cognitive appraisal (Reisenzein and Hofmann, 1993). 
The various proposed models differ with regard to the number and identity o f proposed 
appraisal dimensions. Classical approaches to appraisal, as based on the early works o f  
Arnold (1960) and Lazarus (1966), suggest that individuals use a fixed set o f dimensions 
or criteria in evaluating the significance o f events/situations. These criteria can be 
categorised into four major classes (Scherer, 1999):
1. Intrinsic characteristics o f objects or events, such as novelty or agreeableness;
2. The significance o f the event for the individual’s needs or goals;
3. The individual’s ability to influence or cope with the consequences o f the event, 
including an evaluation o f “agency” ; and
4. The compatibility o f the event with social or personal standards, norms or values.
Following this classical tradition, in the 1980’s four independent and yet highly 
convergent appraisal theories were developed (Frijda, 1986; Roseman, 1984, 1991; 
Scherer, 1984a, 1988; Smith and Ellsworth, 1985). For these authors, specific p ro file s  o f  
appraisal outcomes on these four criteria determine the nature o f emotional reactions. 
Table 4.4 shows a comparative listing o f the four major appraisal theories.
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Table 4.4
Comparative Overview of Major Cognitive Appraisal Dimensions
Scherer (1984a, Frijda Roseman (1984, Smith and
1988) (1986,1987) 1991) Ellsworth (1985)
Novelty Change Unexpectedness Attentional activity
- Suddenness
- Familiarity Familiarity
- Predictability
Intrinsic Pleasantness Valence Situational state Pleasantness
Goal significance Motivational state
- Concern relevance Focality
- Outcome probability Certainty Certainty Certainty
- Expectation Presence
- Conduciveness Open/closed Perceived obstacle/
- Urgency Urgency Anticipated effort
Coping Potential
- Cause: agent Intent/self-other Agency Human agency
- Cause: motive
- Control Modifiability Control potential Situational control
- Power Controllability
- Adjustment
Compatibility
Standards
- External Value relevance Problem source Legitimacy
- Internal
Source: Adapted from Scherer (1999), p. 639.
From Table 4.4, it can be noted that there is a high degree o f convergence with respect to 
the nature o f appraisal dimensions as postulated by the different theories (Scherer (1997). 
Novelty, intrinsic pleasantness, certainty or predictability, goal significance, agency, 
coping potential and compatibility with social or personal standards are commonly 
suggested dimensions. Such theoretical and empirical convergence, further establish the 
plausibility and validity o f appraisal theories. A  few recent studies have attempted to 
compare appraisal theories and to empirically determine the number o f dimensions 
needed and which ones account for most o f the variance (e.g. Manstead and Tetloclc, 
1989; Mauro et al., 1992; Reisenzein and Hofinan, Roseman et al., 1990). Obviously, “a 
larger set o f non-redundant appraisal dimensions is likely to explain a larger proportion o f  
the variance in a given set o f emotion categories” (Scherer, 1997: 116) but a small set o f  
appraisal dimensions might be desirable. Reisenzein and Hofinan (1993) have shown that 
the maximum level o f discrimination accuracy that human judges can achieve on the 
basis o f full description o f an emotional event is about 65% to 70%. Using discriminant 
analysis, Smith and Ellsworth (1985) classified 42% o f 15 emotions on six appraisal
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dimensions. However, Scherer (1999) argue that further work is required in this area to 
determine how many appraisal dimensions are required to achieve a realistic criterion 
value. Other theorists (e.g. Weiner, 1982) have been primarily concerned with a small 
domain o f emotions and thus focus pmposely on a more limited set o f appraisals. 
Nonetheless, substantial agreement exists among these theorists in their description o f  
appraisal dimensions and the underlying assumptions about the appraisal process.
Apart from the num ber o f dimensions, a major issue for further research is the re la tive  
im portance  o f each dimension, that is, their contribution to classification success. For 
example, numerous studies (e.g. Smith and Ellsworth, 1985; Mauro et al., 1992; Roseman 
et al., 1990) have shown that, in line with Weiner’s (1985), agency or causation is one o f  
the strongest prediction criteria (Scherer, 1999). Weiner’s (1985) focus primarily on three 
attribution dimensions namely locus, stability and control. The author emphasises on the 
motivational nature o f attribution and show that emotions such as anger, pride and shame 
are distinguished on the basis o f attribution (internal vs. external). For example, external 
attribution leads to anger and internal attribution elicits shame. In summary, Scherer 
(1997: 117) argue that it is "an im portan t task  f o r  fu r th er  studies in this a rea  to  determ ine  
system atica lly  the re la tive  w eigh t o f  the various dim ensions p ro p o se d  in p re d ic tin g  
qu ality  an d  in tensity o f  em otion al reac tion s ’’.
Finally, it is possible that appraisal theorists have failed to specify some important 
appraisal dimensions (e.g. Tesser, 1990; Reisenzein and Hofmann, 1990). Tesser (1990) 
replicate Smith and Ellsworth’s (1985) study and found that the inclusion o f additional 
appraisal dimensions namely personal relevance, interpersonal distance and social 
comparison improved the accuracy o f prediction for several o f the emotion studied. Frijda 
et al., (1989) included several dimensions, in addition to those proposed by Smith and 
Ellsworth (1985) and their findings suggested that the additional dimensions significantly 
contributed to emotion prediction. Reisenzein and Hofmann (1990), using a modified 
version o f Kelly’s (1955), further obtained evidence for the relevance o f other appraisal 
dimensions not explicitly considered in existing models such as fo c u s  (event affecting 
primarily the self vs. other) and so c ia l rela tionsh ip . Reisenzein and Hofmann (1990) 
findings address some criticisms o f existing appraisal theories due to their failure to 
account for the social context in which emotions are elicited. Taking into account the
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social aspects o f emotions, possibly require appraisal criteria/dimensions which are 
relevant to relationships and interaction strategies.
4.4 Application of Appraisal Theories in Marketing
A  considerable body o f literature has established emotion as an important factor in 
consumer behaviour in general. However, Johnson and Stewart- (2005: 3) note that 
“although em otion is w idely  reco g n ised  in the stu d y  o f  consum er behaviour, system a tic  
inquiry into the determ inants o f  em otion  an d  its effects on consum er respon se  has been  
hin dered  by the lack  o f  a  g en era l theory cap a b le  o f  explain ing the com plex  nature o f  the 
p ro c e ss  an d  the ph en om en ology o f  em otion a l r e s p o n s e The authors further argue that 
while it is accepted that consumers exhibit different emotions, it is less clear h ow  the 
purchase or consumption experience influences the nature o f these emotional responses.
In response, Johnson and Stewart (2005: 3) posit that appraisal theory offers “a sou n d  
basis f o r  research on consum ption em otions a n d  th eir im pact on consum er behaviour”. 
An understanding o f appraisals is important as it helps marketers to understand why 
specific emotions arise. However, research on the application o f appraisal theories in 
marketing still remains in infancy. At the conceptual level, may authors acknowledge the 
relevance o f appraisal theories to explain emotional experiences (e.g. Bagozzi et al., 
1999; Stephens and Gwinner, 1998; Dube and Menon, 2000; Johnson and Stewart, 2005; 
Watson and Spence, 2007), but only a few empirical studies (e.g. Nyer, 1997; Ruth et al., 
2002; Dalalcas, 2005) could be identified.
Nyer (1997) argue that, despite the significant influence o f emotions on consumer 
behaviours, determinants o f emotions have received less attention in the marketing 
literature. In response, the author empirically examined a cognitive model o f  emotion and 
found support that the three appraisal dimensions o f goal relevance, goal congruence and 
coping potential were determinants o f consumption emotions. The emotions were anger, 
sadness and joy/satisfaction (the constructs joy and satisfaction failed to achieve 
discriminant validity and were thus merged to form the joy/satisfaction scale). Nyer
(1997) further demonstrated that positive and negative emotions mediate the relationship 
between cognitive appraisals and behaviour (intention to engage in word o f mouth).
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In addition, consumer emotions significantly add to the predictive power offered by 
satisfaction in modelling post-consumption behaviours. More specifically, intention to 
engage in word o f mouth was best modelled using the emotions joy/satisfaction, anger 
and sadness. The emotion joy/satisfaction was related to positive word o f mouth and the 
emotions anger and sadness was related to negative word o f mouth.
Ruth, Brunei and Otnes (2002) investigated the cognitive appraisals associated with 
consumption emotions. Gift-receipt was selected as the consumption context because it is 
associated with a wide range o f positive and negative emotions (Ruth, 1996). The critical- 
incident survey method was used in which respondents had to recall an actual 
consumption experience felt during gift receipt. The technique enabled the researchers to 
capture a full complement o f cognitive appraisals, a relatively broad set o f consumption 
emotions and mixed emotions. Five basic emotions (happiness, love, fear, anger and 
sadness) and five subordinate emotions (pride, gratitude, guilt, uneasiness and 
embarrassment) were selected for the study. Respondents were randomly assigned an 
emotion condition and were asked to think about a situation when they have received 
some type o f gift and to rate how they felt (using the assigned emotion condition) during 
the gift process (before, during or after accepting the gift).
The gift-receipt experience was then rated along seventeen 11-point semantic differential 
scales, corresponding to nine appraisals from Ellsworth and Smith, 1988a; 1988b). The 
nine appraisals were: pleasantness, anticipated effort, attentional activity, certainty, other- 
agency, self-agency, fairness, situational control and perceived obstacle. Ruth et al.,
(2002) used an analysis o f variance (A N O V A ) to characterise each emotion by appraisals. 
Results indicate a strong association between consumers’ appraisals and their emotions 
(with the exception o f attentional activity). More specifically, some o f the key findings 
were that the appraisal o f pleasantness differed across emotions; a high degree o f  
certainty characterised positive emotions (love, happiness, pride and gratitude), while 
uneasiness and fear were associated with high levels o f uncertainty; the emotions love, 
gratitude, happiness and anger were rated high in terms o f other-agency; appraising 
perceived obstacles were important to consumer emotions o f anger, guilt and 
embarrassment.
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The authors further assessed whether appraisals could be used to classify, a variety o f  
consumption emotions. Multiple discriminant analysis shows that out o f  a possible 
number o f nine, two discriminant functions were significant in classifying the 10 
emotions: pleasantness and se lf other agency. This indicates that unique combinations o f  
appraisals are evident in different emotions and the set o f appraisals work in combination, 
through the discriminant functions, to classify emotions. Overall, Ruth et al., (2002) 
results indicate that consumption emotions are systematically differentiated through the 
primary appraisal o f pleasantness or unpleasantness and other more specific secondary 
appraisals, such as self- and other agency, can be used to further differentiate these 
consumption emotions. Finally, the authors conclude that “an understanding o f the salient 
appraisals in consumption emotions affords marketers the opportunity to diagnose and 
foster specific feelings such as pride and customer delight, as well as to reduce negative 
emotions experienced by consumers” (Ruth et al., 2002: 54).
Dalakas (2005) study is one o f the rare studies to apply cognitive appraisal theories o f 
emotion in the context o f hospitality services. The author examines how consumer 
appraisals o f different events during a service encounter at a restaurant influence their 
emotional responses. Drawing on established appraisal models from the psychology 
literature (namely Roseman et al., 1996; Scherer, 1993), Dalakas (2005) selected five 
appraisals dimensions namely: unexpectedness, motive consistency, coping potential, 
agency and control as being most appropriate in a restaurant setting. Findings suggest that 
consumer appraisals o f different positive or negative events during the service encounter 
influence consumer emotions. More specifically, the appraisals o f motive-consistency and 
coping potential were the most important antecedents o f emotional responses. Consumers 
tend to appraise each critical incident during a service encounter in terms o f whether or 
not it is consistent with their motives and desires. Motive consistent events are more 
likely to result in positive emotions whereas events that prevent customers from 
accomplishing what they desire elicit negative emotions. Similarly, the authors found that 
consumers appraise events in terms o f how easy or difficult (coping potential) it is to deal 
with them. Events that can be coped with, even if they are negative, elicit more positive 
and less negative emotions. Dalakas (2005) findings offer important implications for 
service organisations in terms o f managing, delivering service quality, designing recovery 
strategies (in case o f service failures) and improving customer satisfaction.
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Realising the lack o f research on the application o f cognitive appraisals to understand 
complaint behaviour, Stephens and Gwinner (1998), proposed a cognitive-emotive 
process model o f consumer complaint behaviour. More specifically, the authors’ main 
focus is on the role o f emotion elicitation and emotion’s impact on consumers’ decisions 
not to complain. Stephens and Gwinner (1998) proposed model represents an adaptation 
o f the cognitive appraisal theory as put forward by Lazarus and his colleagues (e.g. 
Lazarus, 1966; 1991; Lazarus and Follcman, 1984). The model suggests that a 
dissatisfying marketplace experience is the starting point for an ongoing cognitive 
appraisal process. Stephens and Gwinner (1998: 175) use the term dissatisfying 
marketplace experience “to represent those consumption events in which consumers’ 
performance perceptions compare negatively to some standard (e.g. pre-purchase 
expectations, desires, experience-based norms) and, therefore, are evaluated as 
dissatisfying”.
In addition, to assess whether a dissatisfying experience is potentially stressful, 
consumers use the cognitive appraisal process (primary and secondary appraisals) to 
evaluate the event. In addition, to the dissatisfying market experience, the cognitive 
appraisal process is influenced by personal characteristics (commitment, general beliefs 
and experience) and situational factors (novelty, predictability, imminence, duration and 
ambiguity). Stephens and Gwinner (1998) argue that when the market place is appraised 
as stressful to the consumer’s well being (e.g., physical health, financial loss and social 
embarrassment), negative emotions, such as anger, disgust, contempt, sadness, fear, 
shame and guilt, are generated. In the proposed model, these negative emotional 
reactions, in conjunction with the cognitive appraisal process, will lead to one o f three 
general types o f  coping styles: problem focussed, emotion focussed or avoidance. 
Stephens and Gwinner (1998) posit that consumers’ cognitive efforts to cope with 
dissatisfaction are important for an organisation and understanding this process can 
enable the conversion o f silent defections into voicing behaviours.
Furthermore, other studies have investigated the role o f appraisal, in particular that o f  
fa irn ess , in the context o f service failure and recovery. The appraisal o f fairness refers to 
an evaluation o f how morally appropriate is an event (Frijda, 1986; Scherer, 1988; Smith 
and Ellsworth, 1985). In the service literature, fairness has been linked to the concept o f  
justice (e.g. McColl-Kennedy and Sparks, 2003; Schoefer and Ennew, 2005). Justice
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theories suggest that, in the context o f a service failure, customers evaluate the provider’s 
response in terms o f whether they have been treated fairly and that justice was done 
(Blodgett et al., 1997; Tax et al., 1998). Research distinguishes between three forms o f  
justice: distributive, procedural and interactional. Distributive justice refers to what the 
customer receives as an outcome o f the recovery process (e.g. free meal voucher, an 
apology); procedural justice is concerned with the process used to resolve the problem 
(process control, accessibility, timing/speed and flexibility); and interactional justice 
refers to the manner in which the problem is dealt with by the service providers and the 
interactions between service provider and the customer (courtesy and politeness o f  
personnel, empathy and effort observed in resolving the situation). While there is a rich 
body o f literature on perceived justice and service failures (e.g. Blodgett et al., 1997; Tax 
et al., 1998; Smith et al., 1999; Sparks and McColl-Kennedy (2001) and a detailed review 
o f these studies is not possible as it falls outside the scope o f this research. Rather, two 
studies (McColl-Kennedy and Sparks, 2003; and Schoefer and Ennew, 2005) in which 
justice/fairness are modelled as cogn itive  antecedents to the emotional experiences are 
discussed below.
McColl-Kennedy and Sparks (2003) proposed a conceptual framework for studying and 
managing consumers’ emotions during service recovery attempts. The model highlights 
that consumers appraisal o f fairness (counterfactual thinking and accountability) after a 
service failure, triggers an emotional response (positive or negative emotion). To test 
their propositions, McColl-Kennedy and Sparks (2003) adopt a qualitative approach in 
which five semi-structured focus groups were conducted. There was clear evidence from 
focus groups to support the proposed framework. More specifically, the model holds that, 
as a result o f a service failure, consumers will appraise the situation in terms o f fairness 
elements namely: conduct o f the service provider and m oral p rin c ip le s  used by the 
service provider. Consequently, such assessment results in an em otion al response  and the 
consumer, depending on the perceived level o f  effort from the service provider, feeling 
angry, contented or delighted.
Moreover, Schoefer and Ennew (2005) put forward a model for analysing consumers’ 
emotional responses following service complaint experiences. In their conceptualisation, 
the authors argue that consumers’ emotional responses to service recovery will be 
determined by a cognitive appraisal o f  the fairness (justice) o f that process. In turn, the
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emotional responses will influence customer satisfaction. Schoefer and Ennew (2005) 
further hypothesise that components o f perceived justice (interactional, procedural and 
distributive), in addition to their indirect effect through emotion, have a direct influence 
on customer satisfaction. The authors empirically tested the proposed model using two 
experimental/scenario-based studies. Scenarios were created to describe a complaint- 
handling experience at a tour operator’s check-in counter in an airport. As a result, six 
scenarios were created representing high and low conditions on each o f the three 
perceived justice elements. Subjects were then randomly assigned to one o f the six 
experimental conditions. Collectively, the results o f Schoefer and Ennew (2005) studies 
support the existence o f a cognitive appraisal model to understand consumers’ emotional 
reactions during and/or after service complaint experiences. In particular, evaluating a 
service complaint experience along the cognitive appraisal dimension o f fairness (justice), 
elicits positive and negative emotions. More specifically, low levels o f perceived justice 
elicit higher levels o f negative emotions. As for the relationship between emotion and 
customer satisfaction, although this was hypothesised in the conceptual framework, it was 
not empirically tested in the paper and neither was the direct effects o f perceived justice 
on satisfaction judgements.
Dube and Menon (2000) offer a multi-component framework to understand the 
relationship between consumption emotions and its impact on satisfaction in the context 
o f extended service transactions at both the retrospective global and in process levels. 
Retrospective level assessments o f consumption emotions occur once the service 
transaction is over while in-process evaluations assess emotions experienced at specific 
points or episodes along the service process. In both proposed models, Dube and Menon
(2000) argue that consumers appraise the service provider performance along the 
dimensions o f valence and agency and the outcome o f this appraisal determines emotions. 
The authors further posit that at the retrospective level, a direct relationship between 
satisfaction and positive emotion exist and an inverse relationship between negative 
emotions (only those attributed to the service provider) is hypothesised. Negative 
emotions attributed to causes other than the provider (i.e. to the situation or to oneself) 
may be positively related to satisfaction judgements. At the in-process level, Dube and 
Menon (2000) propose that the experience o f distinct emotions at various stages o f the 
service encounter influence consumer’s expectations and perceptions o f  the provider 
experience. In addition, these in-process emotions have an effect on the expressions and
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behaviours o f the consumer himself and those o f the provider in subsequent episode. In 
turn, these in-process experiences o f emotions determine satisfaction levels. Although 
focussing on only two dimensions, valence and agency, Dube and Menon (2000) have 
demonstrated the importance o f including appraisals in modelling post-purchase 
satisfaction with extended service transactions.
In their conceptual paper, Johnson and Stewart (2005) argue that an application o f  
appraisal theories to consumer behaviour offer promising and new avenues to study 
consumption emotions. The authors argue that appraisal theories address the causes and 
consequences o f emotions. After reviewing the literature o f appraisal theories, Johnson 
and Stewart (2005) proposed an appraisal model o f emotion. The model consists o f six 
dimensions that serve to differentiate discrete emotional responses namely: (1) the 
direction o f goal congruence; (2) agency; (3) certainty; (4) normative/moral 
responsibility; (5) goal importance; and (6) the degree o f goal congruence. The six 
dimensions have been identified from previous research and are summarised in Table 4.5.
Table 4.5
Johnson and Stewart (2005) Proposed Appraisal Dimensions
Appraisal Definitions Emotion
Differentiation
Goal Congruence Evaluating the situation in terms of (expected) goal 
success vs. failure, or whether it is consistent with 
values or ideals
Differentiates between 
positive and negative 
emotions
Agency Inferring whether there is a person (self or other) or 
object that is responsible for, or in control of, the 
situation
Differentiates emotions 
that focus on self, another 
person, or an object from 
emotions that do not 
reference an agent
Certainty Determining whether the outcome is known or 
certain
Differentiates between 
outcome-related emotions 
and anticipatory emotions
Normative/moral
compatibility
Evaluation of morality and the probable evaluation 
of the situation by significant others
Differentiates emotions 
that reflect concern with 
moral values and the 
evaluations of others
Goal importance Evaluate the importance and value of the desired 
state and the current situation
Differentiate emotion 
intensity
Degree of goal 
congruence
Evaluate the extent to which the situation meets (or 
likely to meet) expectations or approximates the 
desired state
Differentiate emotion 
intensity
Source: Adapted from Johnson and Stewart (2005), p. 15
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From Table 4.5, a person will appraise a situation using the six dimensions and as a 
result, an emotional reaction to the situation is elicited which in turn has an influence on 
behaviour. It is worth noting the prevalence o f the word “goal” in three o f the six 
appraisal dimensions as proposed by Johnson and Stewart (2005) namely: direction o f  
g o a l congruence; degree o f g o a l congruence; and g o a l importance. Furthermore, the 
consequences o f emotion, also known as behavioural or action tendencies are adaptive 
responses to the situation as it attempts to bring the latter in line with the desired state 
(e.g. Oatley and Johnson-Laird, 1987). Johnson and Stewart (2005) concluded that 
appraisal theories “offer a more complete description of the emotion process” in 
consumer research as they address the causes and consequences o f emotions. The authors 
further postulate that appraisal theories offer opportunities to better explore the role o f  
emotions in advertising, satisfaction research, product design and retail distribution.
Recently, Watson and Spence (2007) have proposed an integrative cognitive appraisal 
theoiy o f emotion in consumer behaviour. The authors note that there is no common 
agreement as to the number o f cognitive dimensions that cause emotions. As a result, 
Watson and Spence (2007) argue that four key appraisals are capable o f predicting a wide 
range o f consumption emotions namely: (1) outcome desirability; (2) agency; (3) fairness; 
and (4) certainty (see Figure 4.2).
Figure 4.2
Proposed Integrative Cognitive Appraisal Theory in Consumer Behaviour
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From Figure 4.2, emotions mediate the appraisals o f event/situation and resultant 
behaviours such as decision-making, satisfaction and intention to recommend. O utcom e  
d esirab ility  account for most o f variance explained in explaining emotions and is defined 
as the “overall evaluation o f how positive or negative (desirable/undesirable) a situation 
is relative to a personal benchmark, whether it be driven by goals or a more general 
evaluation o f pleasantness” (Watson and Spence, 2007:496). A gen cy  is the second most 
influential appraisal dimension and in their proposed model, Watson and Spence (2007) 
characterise agency  as consisting o f the appraisals o f responsibility and controllability 
(both the agent and their perceived control over the event being appraised). C ertain ty  
represents the perceived likelihood o f a particular event and fa irn e ss  is the evaluation o f  
how morally appropriate one perceives an event to be. Watson and Spence (2007) posit 
that their unifying “theory” o f consumption appraisals in marketing is not a panacea but 
rather, the proposed framework can act as a catalyst for debate and rigorous testing in 
order to advance theoiy.
From the above review, it is clear that marketers acknowledged the importance o f  
cognitive appraisals in understanding emotional responses o f consumers. However, in 
absence o f clear “unifying” theory in marketing, several variations o f appraisal theory 
have been advanced. Researchers have been inclined to borrow and adapt established 
appraisal theories from psychology, depending on their study context. Table 4.6 provides 
a summary o f the some appraisal dimensions cited in the marketing literature (Please note 
that the summary table includes only studies reporting two or more appraisal dimensions).
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From Table 4.6, studies advocate as few as two dimensions (Dube and Menon (2000) and 
up to nine dimensions (Ruth et al., 2002) to study the appraisal-emotion relationship in 
marketing. Appraisal o f  goal consistency is the only dimension proposed in all o f the six 
studies reviewed. For example, Johnson and Stewart (2005) posit that “everyon e has  
goals, no m atter how  b ro a d  o r  vague. The g o a ls  o f  a p a r ticu la r  individual, in a specific  
situation , are  the m ost im portan t determ inant o f  em otional reaction s” (Johnson and 
Stewart, 2005: 12). Bagozzi et al., (1999) further note that goal relevance and goal 
congruence are crucial determinants o f emotions. The authors posit that “a necessary 
condition for an emotional response to an event happening is that a person has a personal 
stake in it and at the same time judges the event or happening to facilitate or thwart this 
stake (Bagozzi et al., 1999: 185).
4.5 Conclusion
Appraisal theories have emerged as a third approach to study emotions in response to the 
limitations o f earlier emotion theories (categorical and dimensional approaches). For 
example, emotion specific (categorical) approach does not determine the causes o f  
emotions (Watson and Spence, 2007) and valence-based (dimensional) approach is 
unable to distinguish between emotions o f similar valence and arousal levels (e.g. shame, 
fear and anger). Appraisal theory is one o f the most influential psychological theories o f  
emotion, having its roots back in the 1960s with the work o f Arnold (1960). Appraisal 
theory states that the emotional experience is related to specific patterns o f evaluations 
and interpretations o f events (appraisals). Most theorists argue for a strong causal 
relationship between appraisals and emotions. Over the years, in the psychology 
literature, many independently developed, yet highly convergent theories have been 
proposed (e.g. Roseman, 1984; Smith and Ellsworth, 1985; Scherer, 1984a; Frijda (1986). 
However, while the various models differ with regard to the number o f appraisal 
dimensions, there is a high degree o f  convergence with respect to the nature o f appraisal 
dimensions postulated by the different theorists (Scherer, 1997). More specifically, 
novelty, intrinsic pleasantness, certainty or predictability, goal significance, agency, 
coping potential and compatibility with social or personal standards are commonly 
suggested dimensions.
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In recent years, several researchers have realised the merits o f cognitive appraisal theories 
to study the determinants o f consumption emotions in marketing (e.g. Bagozzi et al., 
1999; Johnson and Stewart, 2005; Watson and Spence, 2007). A  number o f empirical 
studies (e.g. Nyer, 1997; Ruth et al., 2002) and conceptual studies (e.g. Stephens and 
Gwinner, 1998; Johnson and Stewart, 2005; Watson and Spence, 2007) have appeared in 
the marketing literature. Yet, research and developments on appraisal theories o f emotion 
in consumer research is still in its infancy and a number o f issues need to be addressed. 
For example, there is much inconsistency in the number o f characteristics (appraisal 
dimensions) o f an event or situation that have to be appraised in order to elicit emotions 
during consumption. Watson and Spence (2007:488) further posit that “consensus has not 
yet emerged on a single encompassing cognitive appraisal theory in terms o f terminology, 
number o f relevant concepts and concomitant construct measurements and theoretical 
linkages between constructs”.
In addition, more importantly, there is a gap in the applications o f appraisal theories in the 
context o f tourism and hospitality services. A  review o f the literature has identified a 
unique study namely, Dalakas (2005), which applies the cognitive appraisal theories o f  
emotions in a hospitality setting. More specifically, drawing on established models from 
the psychology literature (e.g. Roseman et al., 1996; Scherer, 1993), Dalakas (2005) 
examined how consumer appraisals o f different events during a service encounter at a 
restaurant determine their emotional responses. However, while Dalakas (2005) certainly 
makes an important contribution to our understanding o f the effect o f appraisals on 
consumer emotions in hospitality services, there is a lacuna o f research in the domain o f  
tourist destinations. In particular, no studies could be identified that examine i) how 
appraisals (such as goal congruence, agency, and pleasantness) determine tourists’ 
emotional responses towards destinations; and ii) how in turn these emotional responses 
determine post-consumption behaviours such as satisfaction, intention to recommend and 
global attitude judgements.
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CHAPTER FIVE
METHODOLOGY I: 
STUDY 1
5.0 Introduction
This chapter provides a detailed explanation o f the research design that underpins the first 
study (Study 1). One o f the objectives o f  this thesis is to identify the structure o f  
emotional responses towards tourist destinations. In order to fulfil the aforementioned 
objective, the study follows a sequence o f steps consistent with conventional guidelines 
for scale development. The first section o f this chapter explains the philosophy behind 
this research, followed by an overview o f its objectives. The second part describes the 7- 
stage research process including, item generation, questionnaire design and 
administration, sampling design, exploratory factor analysis, reliability and validity 
assessments.
5.1 Research Philosophy
Research is the process by which new knowledge is created. In fact, all theory and 
research efforts have underlying philosophical foundations. In recent years there has been 
considerable interest in the role o f philosophical assumptions and paradigms in doing 
research (Hunt, 1990). One o f the most accepted definition o f “paradigm” is that
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proposed by Thomas Kuhn (1962) in his seminal book, The S tructure o f  Scientific  
R evolu tions. As Kuhn (1962) indicated in this work, a paradigm is a set o f linked 
assumptions about the world which is shared by a community o f scientists investigating 
that world. Additionally, this set o f assumptions provides a conceptual and philosophical 
framework (sometimes referred to as w eltan sch a iig  or “world view”). As such, a 
paradigm is “a cluster o f beliefs and dictates how scientists in a particular discipline 
influence what should be studied, how research should be done and how results should be 
interpreted” (Bryman, 1988: 4). Paradigms are fundamental for the day-to-day o f  any 
science and more specifically, accomplish the following four objectives (Filstead, 
1979:34)
“A p a ra d ig m
(1) serves  as a  gu ide to the p ro fessio n a ls  in a d isc ip lin e  f o r  it ind ica tes w hat are  the 
im portan t p ro b lem s an d  issues confronting the d iscip line;
(2) g o es  abou t d evelop in g  an exp lora tory  schem e (i.e., m odels a n d  theories) which  
can p la c e  these issues an d  p ro b lem s in a fra m ew o rk  that w ill a llo w  p ra c titio n ers  
to try  to so lve  them
(3) estab lish es the criter ia  f o r  the a p propria te  " too ls” (i.e., m ethodologies, 
instruments, an d  types an d  fo rm s  o f  da ta  collection) to use in so lv in g  these  
d isc ip lin ary  p u zzles; an d
(4) p ro v id e s  an ep istem ology in which the p re c e d in g  tasks can be v iew ed  as  
organ ising  p r in c ip le s  f o r  carry in g  ou t the “norm al w o rk ” o f  the d iscip line. ”
Clearly, understanding the nature o f paradigms enables a researcher to determine 
problems worthy to investigate and the underlying methods available to tackle them 
(Deshpande, 1983). Every researcher brings to his/her research a “set o f interlocking 
philosophical assumptions and stances” (Greene and Caracelli, 1997:6). These include the 
researcher’s on to log ica l beliefs, those about the nature o f reality (Creswell, 1998). 
Related to a researcher’s beliefs about what is real are those ep is tem o lo g ica l beliefs 
concerning what is possible for one to know. Finally, beliefs about reality, knowledge and 
values guide and frame research  m ethods (Greene and Caracelli, 1997; Guba and 
Lincoln, 1994).
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Within the field o f social research, two positions exist: positivism and interpretivism. The 
major difference between positivism and interpretivism concerning research is threefold. 
O ntologically , positivists assume that reality exists objectively and independently from 
human experiences. Interpretivists assume that knowledge and meanings are subjective, 
that is constructed and reconstructed through a human and social interaction process 
(Burell &  Morgan, 1979). Interpretivism addresses essential features o f shared meaning 
and understanding (Schwandt, 1994).
E pistem olog ica lly , positivists are concerned with the hypothetico-deductive testability o f  
theories. The positivism paradigm holds that scientific knowledge should allow 
verification or falsification and increasing efforts are devoted to establish generalisable 
results based on the selection o f appropriate sampling designs. As such, the emphasis is 
on explanation and prediction in which causal linkages among variables are specified and 
tested (Chen and Hirschheim, 2004; Gephardt, 1999). By contrast, interpretivists assume 
scientific knowledge should be obtained through understanding human and social 
interaction by which the subjective meaning o f reality is constructed.
M eth odo log ica lly , positivists contend that, to test hypothetico-deductive theory, research 
should adopt a value-free position to collect data. Positivism is typically characterised in 
the methodological literature as exhibiting an obsession with operational definitions, 
objectivity, replicability and causality (Bryman, 1984). A  survey is a typical positivist 
preferred instrument o f research. Through a questionnaire, constructs can be 
operationalised; objectivity maintained; and causal relationships tested using path 
analysis and related regression techniques (Bryman, 1984). Additionally, the test o f 
scientific rigour is judged by the degree o f replication and generalisability o f  the findings 
(May, 1994). Further, sample size, sampling error and the sampling context are common 
concerns for positivists (Gephardt, 1999). On the other hand, interpretivists hypothesise 
that, to comprehend the meaning embedded in human and social interaction, a contextual 
understanding o f behaviour is preferred. This is because the knower and the known are 
seen as inseparable (Rocco et al., 2003) and that the knower is the only source o f reality 
(Guba, 1990). Field studies that engage researchers and actors or participants in the real 
social setting are more appropriate to generate interpretive knowledge. Other accepted 
interpretive methods in consumer research include ethnography, phenomenology,
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grounded theory, hermeneutics, ethnoscience, discourse analysis, conceptual description, 
ethnomethodology, thematic analysis and constructivism (Goulding, 1999).
The philosophical position o f positivism is synonymous with the quantitative paradigm, 
while the interpretivism view o f the world is the qualitative paradigm. For Reichardt and 
Cook (1979:9-10), “the qu an tita tive  p a ra d ig m  is sa id  to have a p ositiv is tic , hypothetico- 
deductive, p a rticu la ris tic , ob jective, ou tcom e-orien ted  an d  natural sc ien ce  w o rld  view. In 
contrast, the qu a lita tive  p a ra d ig m  is sa id  to su b scrib e  to a ph enom enological, inductive, 
holistic, subjective, p r o c e s s  oriented, a n d  so c ia l an th ropo log ica l w o rld  v iew ”. Table 5.1 
and Table 5.2 summarise the strengths and weaknesses o f quantitative and qualitative 
research.
Table 5.1
Strengths and Weaknesses of Quantitative Research__________________________________
Strengths
■ Testing and validating already constructed theories about how (and to a lesser degree, 
why) phenomena occur
■ Testing hypotheses that are constructed before the data are collected. Can generalise 
research findings when the data are based on random samples of sufficient size.
" Can generalise a research finding when it has been replicated on many different
populations and subpopulations.
■ Useful for obtaining data that allow quantitative predictions to be made.
■ The researcher may construct a situation that eliminates the confounding influence of 
many variables, allowing one to more credibly assess cause-and-effect relationships.
■ Data collection using some quantitative methods is relatively quick (e.g., telephone 
interviews)
■ Provides precise, quantitative, numerical data.
■ Data analysis is relatively less time consuming (using statistical software)
■ The research results are relatively independent of the researcher (e.g., effect size, 
statistical significance).
■ It may have higher credibility with many people in power (e.g., administrators, 
politicians, people who fund programs).
■ It is useful for studying large numbers of people.
Weaknesses
■ The researcher’s categories that are used may not reflect local constituencies’ 
understandings.
■ The researcher’s theories that are used may not reflect local constituencies’ 
understandings.
■ The researcher may miss out on phenomena occurring because of the focus on theory 
or hypothesis testing rather than on theory or hypothesis generation (called the 
confirmation bias)
■ Knowledge produced may be too abstract and general for direct application to specific 
local situations, contexts, and individuals
Source: Adapted from Johnson and Onwuegbuzie (2004)
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From Table 5.1, the major characteristics o f quantitative research are: focus on deduction, 
confirmation, theory/hypothesis testing, explanation, prediction and standardised data 
collection. Quantitative research seeks to “manipulate” data through sophisticated 
analytic approaches such as multivariate statistical analysis. Further, quantitative 
methodology enables the researcher to judge the quality o f data collected and assess 
reliability and validity o f the findings.
Table 5.2
Strengths and Weaknesses of Qualitative Research 
Strengths
■ The data are based on the participants’ own categories of meaning.
■ It is useful for studying a limited number of cases in depth.
■ It is useful for describing complex phenomena.
■ Provides individual case information.
■ Can conduct cross-case comparisons and analysis.
■ Provides understanding and description of people’s personal experiences of 
phenomena (i.e., the “emic” or insider’s viewpoint).
■ Can describe, in rich detail, phenomena as they are situated and embedded in local 
contexts.
■ The researcher identifies contextual and setting factors as they relate to the 
phenomenon of interest.
■ The researcher can study dynamic processes (i.e., documenting sequential patters and 
change).
■ The researcher can use the primarily qualitative method of “grounded theory” to 
generate inductively a tentative but exploratory theory about a phenomenon.
■ Can determine how participants interpret “constructs” (e.g., self-esteem)
* Data are usually collected in naturalistic settings in qualitative research.
■ Qualitative approaches are responsive to local situations, conditions, and 
stakeholders’ needs.
■ Qualitative researchers are responsive to changes that occur during the conduct of a 
study (especially during extended fieldwork) and may shift the focus of their studies 
as a result.
* Qualitative data in the words and categories of participants lend themselves to 
exploring how and why phenomena occur.
■ One can use an important case to demonstrate vividly a phenomenon to the readers of 
a report.
■ Determine idiographic causation (i.e., determination of causes of a particular event). 
Weaknesses
■ Knowledge produced may not generalise to other people or other settings (i.e., 
findings may be unique to the relatively few people included in the research study).
■ It is difficult to make quantitative predictions.
■ It is more difficult to test hypotheses and theories.
■ It may have lower credibility with some administrators and commissioners of 
programs.
■ It generally takes more time to collect the data when compared to quantitative 
research; also data analysis is often time consuming
■ The results are more easily influenced by the researcher’s personal biases and 
idiosyncrasies. __________________________________________________________________
Source: Adapted from Johnson and Onwuegbuzie (2004)
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From Table 5.2, the major characteristics o f  qualitative research are induction, discovery, 
exploration, theory/hypothesis generation, the researcher as the primary instrument for 
data collection and qualitative analysis. Qualitative research seeks depth over breadth and 
attempts to uncover subtle nuances o f life experiences as opposed to aggregate evidence 
(Ambert et al., 1995). Qualitative research is “contextual and subjective versus 
generalisable and objective” (Whittemore et al., 2001: 524). On the other hand, 
establishing validity standards in qualitative research is challenging given the necessity to 
incorporate rigor, subjectivity and creativity into the scientific process.
For years, there has been ardent debate between quantitative and qualitative purists. Each 
side views their paradigms as the ideal for research and advocates the incompatibility 
thesis (e.g. Howe 1988; Smith and Heshusius, 1986), which speculates that qualitative 
and quantitative research paradigms cannot and should not be mixed. However, 
researchers have started to realise how potentially “complementary” the paradigms are on 
the practical level (e.g. Gibbs, 1979; Guba, 1990). Accordingly, a consensus is emerging 
regarding a pluralistic approach to knowledge development in that “the utilisation o f a 
particular method should not be seen as an absolute ontological commitment” (Booth et 
al., 1997: 807).
P ragm atism  allow for the pursuit o f a purist approach to knowledge development while 
embracing the possibility o f combining philosophies, epistemoiogies and methodologies 
(Whittermore et al., 2001). More specifically, the pragmatist approach calls for using 
whatever philosophical and/or methodological approach works for the particular problem 
under study (e.g. Patton, 1988; Reichardt and Cook, 1979; Reichardt and Rallis, 1994). 
Research design decisions are made depending on which methods best meet practical 
demands o f a particular inquiry (Patton, 1988). When adopting a pragmatist stance, the 
researcher holds no a p r io r i commitment to use mixed methods as both approaches 
(quantitative and qualitative) are compatible and potentially useful. Rather, the researcher 
follows the “logic in use” (Firestone, 1987) and chooses to mix methods depending on the 
research questions, or if it will help to make data collection and analysis more accurate 
(Johnson and Onwuegbuzie, 1994; Rocco et al., 2003). Sechrest and Sidana (1995) noted 
that the growth in the mixed methods (i.e. pragmatism) has the potential to reduce some 
o f the underlying problems associated with singular methods.
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In the marketing literature, traditional positivist paradigms (logical positivism or logical 
empiricism) have dominated consumer behaviour research since the late 1950s 
(Goulding, 1999). Hirschman (1993) compared themes and ideologies used in published 
articles in the Journal o f  C onsum er R esearch  between the years 1980 to 1990. The 
author’s inventory revealed that positivist, quantitative models to construct and test 
consumer behaviour were by far the dominating paradigms. However, Goulding (1999) 
noticed the growing use o f qualitative, interpretive consumer research. For example, 
O ’Shaughnessy and Holbrook (1988) and O ’Shaughnessy (1992) highlight the benefit o f 
using hermeneutics and semiotics in the study o f consumer behaviour. The authors further 
advocate the importance o f interpretivist perspectives in the consumer behaviour.
One o f the main objectives o f this research is to develop and test a conceptual framework 
to understand antecedents and consequences o f  emotional responses towards tourist 
destinations. Accordingly, guided by this research question, the study adopts a pragmatist 
approach (both positivist and interpretivist). Primarily, a positivist stance is followed in 
which, strictly formalised procedures for establishing and testing hypotheses are 
followed. Indeed, a quantitative approach is effective for testing pre-established 
hypotheses and propositions (Gephardt, 1999) about associations among a set o f study 
variables. An extensive literature review was carried out before the research hypotheses 
were formulated. Further, this research seeks to achieve scientific rigour by using 
reliability and validity to evaluate the findings so that they are replicable and 
generalisable to other situations. Since the main thrust o f  this research is about 
understanding tourists’ attitudes and beliefs, the survey questionnaire was considered as 
the most appropriate and useful means o f gathering information. However, for the first 
study, in the exploratory stage, qualitative methods in terms o f focus groups and 
projective techniques were employed to generate emotion adjectives associated with 
tourist destinations. This was followed by a quantitative questionnaire to measure 
tourists’ emotional responses towards destinations.
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5.2 Objectives of the Study
In recent years, the global tourism industry has evolved into an arena o f fierce 
competition. Destination marketing organisations (DM Os) are in constant battle to attract 
the ever independent experienced tourist (King, 2002). In response, at a strategic level, 
DMOs are increasingly seen to embrace branding initiatives to attract visitors and 
expenditures to their respective destinations (Blain et al., 2005). However, due to the 
complex and multi-faceted nature o f the tourism product, destinations are under greater 
pressure to understand the tourist experience. It is important for destination marketers to 
comprehend the crucial components o f meaningful experiences and the related 
expectations sought by tourists. In fact, tourism is perceived as an indication o f lifestyle 
and personal enhancement (King, 2002). Recent evidence also suggests that the greater 
the congruity between a destination’s image and one’s real and ideal self-concept, the 
' greater the tendency for a tourist to visit that place (Beerli et al., 2007). In essence, self-
concept is an important variable in the decision-making process in tourists’ choice 
behaviour (Sirgy and Su, 2000). Furthermore, for Gilbert and Abdulla (2004) tourism 
provides a sense o f  escape, freedom, generate pleasant feelings (e.g. higher levels o f  
happiness) and enhance an individual’s sense o f well-being.
Accordingly, from the preceding arguments, central to a successful destination marketing 
strategy, is to recognise the experiential qualities o f the offerings (King, 2002; Gretzel et 
al., 2006). Indeed, for Perdue (2002), the evolution o f tourism marketing strategy rests on 
an appreciation o f the distinguishing and unique characteristics o f the tourism experience. 
Research on the personal and affective meanings/dimensions o f tourists’ experience has 
only appeared recently (e.g. Ekinci and Hosany, 2006). In contrast, marketing scholars 
have long focused on the importance o f  meanings to the consumption o f goods and 
services (e.g. Levy, 1959; Boyd and Levy, 1963). Under an experiential view, consumers 
derive hedonic gratification (fun, fantasy, arousal, sensoiy stimulation and enjoyment) 
when consuming products/services (Hirschman and Holbrook, 1982). In this perspective, 
emotions play a central role in defining consumption experiences and influencing 
consumer reactions (Babin et al., 1998). A  rich body o f research has investigated the role 
o f emotions in a variety o f contexts namely satisfaction, advertising, retail services, 
complaining behaviour and service failures.
P a g e 1134
  -    ______________________
Methodology I: Chapter
Sameer Ullah Hosany Study 1 Five
However, while much research concentrates on the role o f emotions in the generic 
consumer behaviour, with a few exceptions, empirical studies in the field o f  tourism has 
been sparse (Siralcaya et al., 2004). More specifically, to the best o f my knowledge, very 
limited studies exist to describe and measure emotional responses towards tourist 
destinations. Indeed, emotions play an important role in tourism given its pleasure- 
seeking activities and vacations are rich in terms o f experience attributes (Otto and 
Ritchie, 1996; Gnoth, 1997). Emotional reactions to the tourism experience influence 
satisfaction, behavioural intention, attitude judgements and destination choice (Gnoth, 
1997; Goossens, 2000). Yet, to date, research has not addressed the questions “ What a re  
the types o f  em otional responses tourists a sso c ia te  with destin a tion s?” and “H o w  sh ou ld  
these em otion al responses be m easu red?”Accordingly, these are the main questions that 
guide this study. In order to fulfil the aforementioned objectives, as method, this study 
adopts a scale development perspective. The following sections explain the research 
design adopted for Study 1, starting with some theoretical issues on scale development in 
marketing.
5.3 Theoretical Issues on Scale Development in Marketing
In the past 28 years, scale development and validation have been exceptionally influenced 
by Churchill’s (1979) seminal article which place emphasis on the need for marketing 
measures to display sound psychometric properties. Prior to 1979, scales in marketing 
were developed in a fairly ad hoc manner without any systematic and consistent 
procedure in place to define and/or empirically validate constructs (Jacoby, 1978). 
Churchill (1979) laid the foundation for improving the quality o f  measurement in 
marketing by providing a step-by-step method for defining and empirically validating 
constructs (Finn and Kayande, 2005). The author outline a procedure to develop better 
measures and can be broadly summarised as i) specify the domain o f the construct; ii) 
generate sample o f items; iii) measure purification; iv) reliability assessments; and v) 
establishing construct validity. Since then, the measurement o f marketing constructs has 
been substantially improved and was also in part facilitated by the advent o f structural 
equation modelling (e.g. LISREL) (e.g. Anderson and Gerbing, 1988). Jarvis et al.,
(2003) note that studies commonly report estimates o f internal consistency reliability (e.g. 
Cronbach’s alpha), conduct factor analysis and provide evidence o f validity (convergent 
and discriminant). However, in recent years, researchers (e.g. Diamantopoulos and
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Winklhofer, 2001; Rossiter, 2002; Bergkvist and Rossiter, 2007) have challenged 
Churchill’s (1979) paradigm for scale development in marketing. Churchill (1979) posits 
that “marketers are much better served with multi-item than single-item measures o f their 
constructs and they should take time to develop them”. In making that recommendation, 
Churchill’s (1979) paradigm is largely based on the classical test theory and the 
assumptions it makes about the relationships between a construct and its indicators 
(Nunally, 1978).
However, both Diamantopoulos and Winklhofer (2001) and Rossiter (2002), in their 
articles, demonstrated that “there is life beyond classical test theory, the domain sampling 
model and coefficient alpha” (Diamantopoulos, 2005: 1). For example, Rossiter (2002) 
encourage a more flexible and open-minded approach to scale development that “releases 
researchers from the shackles o f  conventional test theory as the only acceptable way for 
developing sound marketing measures” (Diamantopoulos, 2005: 8). Rossiter (2002) 
propose a six step procedure, which is an acronym for construct definition (C), object 
classification (O ), attribute classification (A ), rater identification (R), scale formation (S ) 
and enumeration and reporting (E). The C -OAR-SE is a rational approach to scale 
development which opposes empirical reliance on statistical refinement and “content 
validity is all-important, necessary and sufficient for use o f a scale” (Rossiter, 2002: 332).
Diamantopoulos and Winklhofer (2001) further raise concerns about Churchill’s (1979) 
recommended procedure for developing multi-item scales. Although, the methodological 
soundness (i.e., more rigorous assessments o f the measurement properties o f constructs) 
for a vast number o f studies in marketing has undoubtedly improved since Churchill’s 
(1979) influential work, the focus have been primarily to treat items (i.e. observed 
variables) composing a scale as reflec tive  indicators o f the underlying construct (e.g. 
latent variable). Realising this limitation, Diamantopoulos and Winklhofer (2001) 
proposed an alternative approach based on the use o ffo rm a tive  (causal) indicators which 
involves the creation o f  an index rather than a scale (Bollen and Lennox, 1991). More 
specifically, a measurement perspective based on reflective (Fomell and Bookstein, 1982) 
or effects (Bollen and Lennox, 1991) indicators assume that the latent construct causes the 
observed variation in the indicators (Bollen, 1989; Nunally, 1978). Reflective indicators 
should be internally consistent (reliability) and measures are assumed to be equally valid 
indicators o f the underlying construct (Jarvis et al., 2003). Thus, even if  fewer indicators
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are included, the construct validity is unchanged because all facets o f the unidimensional 
construct are adequately represented by the remaining indicators (Bollen and Lennox, 
1991). Typical examples o f  constructs with reflective indicators include attitudes 
(measured on multi-scales such as good/bad; lilte/dislike; and favourable/unfavourable) 
and intention to purchase (for e.g. measured using estimates o f how likely/unlikely; and 
probable/improbable for future purchases to be) (Jarvis et al., 2003).
In contrast, in a formative model, all the indicators are assumed to have an impact on (or 
cause) the underlying construct. The direction o f causality “flows from indicators to the 
latent construct, and the indicators, as a group, jointly determine the conceptual and 
empirical meaning o f the construct” (Jarvis et al., 2003). Unlike reflective measures, 
there is no reason to expect indicators to be correlated and therefore, internal consistency 
reliability is not an appropriate standard for evaluating the adequacy o f formative 
measures. Indeed, Bollen and Lennox (1991: 312) note that “causal indicators are not 
invalidated by low internal consistency so to assess validity we need to examine other 
variables that are effects o f the construct” (i.e. nomologoical and/or criterion-related 
validity). A  typical example o f a formative indicator is socioeconomic status (SES), 
where indicators such as education, income, occupation and residence are items that 
cause or form the latent variable SES. As a result, “if any one o f these measures 
increases, SES would increase (even if  the other indicators did not change) 
(Diamantopoulos and Winlclhofer, 2001: 270). Furthermore, a change in an indicator (say 
income) does not necessarily imply a similar directional change for the other indicators 
(e.g. education or occupation). Diamantopoulos and Winklhofer (2001) note that the issue 
o f index construction using formative measures has received little attention and seek to 
address this gap by proposing a set o f guidelines for developing formative indicators. The 
authors identified four issues, critical to successfully constructing index: a) content 
specification; b) indicator specification; c) indicator collinearity; and d) external validity.
First, the researcher has to specify the scope o f the latent variable, that is, the domain o f  
content the index is intended to capture. Given that in a formative measurement the latent 
variable is determined by its indicators, a “failure to consider all facets o f the constructs 
will lead to an exclusion o f relevant indicators” (Diamantopoulos and Winklhofer, 2001: 
271). Second, compared to the reflective model in which a set o f items “is chosen from 
the universe relating to the construct o f interest” (DeVellis, 1991: 55), a formative
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approach requires a census o f indicators (Bollen and Lennox, 1991). In particular, items 
“must cover the entire scope o f the latent variable as described under the content 
specification” (Diamantopoulos and Winklhofer, 2001: 271). Another issue when 
developing formative indicators is that o f multicollinearity. Severe collinearity among 
indicators makes it difficult to identify the influence o f individual items on the latent 
variable. In the presence o f excessive collinearity for a particular item, it is likely to 
contain redundant information and should therefore be excluded from the index (Bollen 
and Lennox, 1991). Finally, given the nature o f formative measures, internal consistency 
is inappropriate to assess suitability o f  the indicators. As a result, to determine the quality 
o f the index, one approach is to correlate each indicator with another variable o f interest 
(e.g. a global item summarising the essence o f the construct that the index purport to 
measure). In this process, only indicators displaying significant correlations with this 
external variable to the index are retained (Diamantopoulos and Winklhofer, 2001). 
Another approach to validation is to link the index to other constructs with which it is 
theoretically related (i.e., antecedents and/or consequences). In summary, 
Diamantopoulos and Winklhofer (2001) address an important gap in the methodological 
literature by providing a set o f guidelines for constructing indices based on formative 
indicators in much the same way that Churchill (1979) did for reflective indicator 
constructs.
One o f the key objectives o f this research is to identify the structure o f emotional 
responses towards tourists’ destinations. Accordingly, the two studies reported in this 
thesis (Study 1 and Study 2) adopt a rigorous and methodologically sound approach to 
scale development. To this end, following a review o f the theoretical issues on scale 
development (as discussed above), first, Churchill’s (1979) paradigm was favoured over 
Rossiter’s (2002) procedure and second, a reflective approach to construct measurement 
was adopted as opposed to a formative perspective. While Rossiter (2002) makes an 
important contribution to the measurement literature, it has received many criticisms (e.g. 
Diamantopoulos, 2005; Finn and Kayande, 2005). For example, Finn and Kayande (2005: 
20) note that the “major critique o f the C-OAR-SE procedure is its apparent context 
dependence and lack o f emphasis on empirically validating the conceptualisation o f  
constructs”. Rossiter (2002) sole reliance on content validity (use o f expert judgements) is 
problematic and “empirical validation is necessary because it reveals whether the 
conceptualisation has achieved what was intended” (Finn and Kayande, 2005: 12). As a
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result, given the objective is to develop a destination emotion measure with sound 
psychometric properties (e.g. content validity, criterion related validity, construct validity 
and internal consistency), this research follows the conventional guidelines (see Figure 
5.1) for scale development as outlined by Churchill (1979) and augmented by other 
researchers over the years (e.g. Anderson and Gerbing, 1982; Bagozzi, 1980; Bentler and 
Bonnet, 1980; Gerbing and Anderson, 1988; Nunally and Bernstein, 1994; Peter, 1981).
Furthermore, a reflective approach to scale development was followed in which it is 
assumed that the underlying latent construct (e.g. Joy) causes the observed variation in 
the measures (e.g. I felt a sense o f  excitement). The choice between a formative and a 
reflective specification should be based on theoretical considerations regarding the causal 
relationship between the indicators and the latent variable (Cohen et al., 1990; Fomell et 
al., 1991). Accordingly, based on the extensive review o f the literature on emotions 
(discussed in previous chapters), the scale items (indicators) are seen as an expression o f  
the construct (reflective model) as opposed to be defining characteristics o f the construct 
(formative model). Thus, higher levels o f the emotion Joy (latent construct) towards a 
tourist destination are manifested, for example, in terms o f higher levels o f excitement 
and pleasure (observed variables). Furthermore, since this research intends to account for 
observed variances in the measures by identifying the structure (latent dimensions) o f  
emotional responses towards tourist destinations, a reflective approach to measurement is 
deemed most appropriate (Fomell and Bookstein, 1982). Thus, the emotion items 
(indicators) used in this research are a) viewed as manifestation o f the underlying 
construct (dimensions o f emotional responses towards tourist destinations; b) changes in 
the indicators should not cause changes in the construct; c) changes in the construct are 
expected to cause changes in the indicators; d) indicators share a common theme; e) 
dropping an indicator will not alter the conceptual domain o f the construct; f) a change in 
the value o f one o f the indicators is expected to be associated with a change in all o f the 
other indicators; and g) indicators are required to have the same antecedents and 
consequences (Jarvis et al., 2003). Figure 5.1 presents an overview o f the underlying 
research process.
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Figure 5.1 
Overview of the Research Process
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5.4 Step 1: Item Generation
The scale development process begins with the creation o f items to assess a construct 
under examination (Hinkin et a l, 1997). Since no data analytic technique can remedy to 
serious deficiencies in an item pool, the creation o f the initial pool is considered to be a 
crucial stage in the scale construction (Clark and Watson, 1995). At this early stage, the 
fundamental goal is to sample systematically all content that is potentially relevant to the 
target construct. There are two basic approaches to item development. The fust is 
deductive, also known as “logical portioning”, or “classification from above”. The second 
method is inductive, known as “grouping” or “classification from below” (Hunt, 1991).
Deductive scale development uses a classification schema or typology prior to data 
collection which is then used as a guide to generate items (Schwab, 1980). This approach 
requires a thorough understanding o f the relevant literature in order to develop a 
theoretical definition o f the construct under examination. The definition is then used as a 
guide for the development o f the scale items (Schwab, 1980) and helps to ensure content 
adequacy in the final scales (Hinkin et al., 1997). Conversely, the inductive approach is 
usually used when exploring an unfamiliar phenomenon where little theory exists at the 
outset (Hinkin, 1995). Usually, respondents are asked to freely elicit items about the 
subject o f interest. An example might be to ask respondents the following question 
“D escr ib e  the se t o f  em otions th a t can be a sso c ia ted  to tourist destin ation s”. As a 
common practice, responses are then classified into a number o f categories using content 
analysis based on key words or themes (Hinkin, 1995).
Thus, the process o f creating a pool o f items can be conducted inductively, by generating 
items first, or deductively, beginning with a theoretical definition from which items are 
generated (Hinkin et al., 1997). This study employs both the deductive and inductive 
approaches and the stages in creating the item pool is depicted diagrammatically below 
(Figure 5.2).
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Figure 5.2
Stages in Creating the Emotion Item Pool
Stage 1
5.4.1 Stage 1: Pilot Test of Existing Measures of Emotion
The first stage involved conducting a series o f pilot tests on four commonly used and 
adapted emotion scales from psychology namely: Mehrabian and Russell (1974) 
Pleasure-Arousal-Dominance (PAD ); Izard (1977) Differential Emotion Theory (DES); 
Plutchick (1980) Psychoevolutioanry Theory o f Emotions; and Watson, Clark and 
Tellegen (1988) PANAS scales. Some emotion items from the scales were edited as they 
were not relevant in the context o f tourism destinations (e.g. “awed”, “autonomous”, 
“guided”). After that, a small pilot test was carried out with 20 participants (consisting o f  
university students and academics) to investigate whether these scales are directly 
applicable at gauging tourists’ emotions (refer to Appendix 1 for pilot test questionnaire). 
Content validity o f  the scale items was assessed by asking respondents to specify if they 
would use the emotion adjectives, compiled from the scales, to describe theft feelings 
towards tourism destinations. The outcomes were inconclusive and suggested the need for 
revisions and adaptations. This was in line with Richins (1997:129) assertion that 
“existing measures o f  emotions have important shortcomings when used to assess 
emotions in the consumption context”.
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5.4.2 Stage 2-Qualitative Inquiry: Focus Group and Projective Techniques
Both focus groups and projective techniques are very useful during early stages o f  
research. The following sections review the types and advantages o f  both techniques and 
explain how each method was used in the context o f this research.
5.4.2.1 Focus Groups
Focus groups have their origins from sociology (Merton and Kendall, 1946) and are now 
an increasingly popular primary data collection method in research (Kidd and Parshall,
2000). Focus group is a qualitative technique that allow for the explicit use o f group 
interaction to produce data and insights that would otherwise be less accessible without 
the interaction found in a group (Morgan, 1997). As a qualitative data collection method, 
focus groups usually work best for topics concerning convictions and beliefs o f others. 
Also, focus groups, usually facilitated by a moderator, can tap into the motivation and 
subliminal areas o f the human psyche (Threlfall, 1999). Focus groups are deemed 
particularly useful during early stages o f  research as a means for eliciting issues/ideas 
which can later be used to inform the design o f  larger studies (Vaughn et al., 1996).
In focus groups, it is o f vital importance to use non-directive questions to elicit 
spontaneous expressions among participants. The overall success within any focus group 
depends on the skills o f the moderator as well as the participants’ characteristics and then- 
emotional stake in the research topic (Kidd and Parshall, 2000). In summary, the main 
essence o f a focus group is that it explicitly builds on group interaction to generate 
information and insights which are o f interest to the researcher (Kitzinger, 1994). There 
are three main types o f focus groups: Exploratory, Clinical and Experiencing (Proctor, 
2003). Table 5.3 summarises the types o f focus groups and their characteristics.
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Table 5.3
Types of Focus Groups and Their Characteristics
Characteristics Exploratory Clinical Experiencing
Experience of a real customer No No Yes
Obtaining a high level of interaction 
among the group members is essential No Yes Yes
When a homogeneous group of people is 
required No No Yes
The moderator’s interviewing technique is 
critical No Yes No
A  moderator must have scientific 
credentials Yes Yes No
Observation by management is appropriate No No Yes
Verbatim quotes should be emphasised in 
the reports No No Yes
Source: Adapted from Proctor (2003)
Exploratory focus groups are often used during early phases o f research in order to define 
and/or refine the research problem. For example, focus groups identify questions to be 
included in the main survey or to generate hypothesis for testing. Clinical focus groups 
are used because people’s true motivations and feelings are subconscious in nature and 
research has to probe beneath this level o f consciousness. Such focus group provide data 
for clinical judgement and relies heavily on the moderator skills to uncover participants’ 
inner thoughts and feelings. Finally, experiencing focus groups allow the researcher to 
experience a customer in a real setting environment. For example, it enables a researcher 
to experience the emotional framework within which a product/brand is being used 
(Proctor, 2003).
Irrespective o f its types, in research, focus groups offer a number of advantages as 
summarised below:
■ Focus groups are an economical way o f  tapping the views o f a number Of people 
since respondents are interviewed in groups as opposed to a one to one basis 
(Krueger, 1994).
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■ In contrast to questionnaire studies, focus groups provide information on the 
‘dynamics’ o f attitudes and opinions in the context o f the interaction that occurs 
between participants (Morgan, 1997).
■ Focus groups encourage a greater degree o f spontaneity in the expression o f views 
as compared to alternative methods o f data collection (Sim, 1998).
■ They can provide a ‘safe’ forum for the expression o f views, for instance, 
respondents are not obliged to respond to every question (Vaughn e t a l., 1996).
* There is a sense o f group membership and cohesiveness in which participants feel
supported and empowered (Goldman, 1962; Peters, 1993).
■ Focus groups are usually considered as very cost effective to execute (Threlfall,
1999).
As a result, taking into consideration the opportunities that focus groups offer in early 
stages o f research, for the purpose o f this study, three sets o f focus groups were carried 
out to elicit emotion adjectives that tourists associate with destinations (Agar and 
McDonald, 1995; Milman, 1993). Indeed, researchers in marketing have successfully 
used focus group methodologies in early stages o f research. For example, in their widely 
cited paper, Parasuraman et al, (1985) employed focus group in early explorations o f  
service quality determinants and Winsted (1997) used focus group to investigate cross- 
cultural expectations o f service-related behaviours. Similarly, Milman (1993) illustrated 
the value o f conducting focus groups in tourism for identifying themes relevant to 
destination choice. Focus group methodologies avoid the limitations o f more structured 
techniques allowing unarticulated normative assumptions to be expressed (Bloor et al.,
2001) and allow participants to better identify emotional reactions (Sweeney et al., 1997).
The focus groups explored whether people display emotional responses towards tourists 
destinations previously visited, the nature o f these responses (positive vs. negative 
emotions) and the set o f  emotion adjectives associated with tourist destinations (tourist 
destination specific emotion adjectives). Focus group participants were university 
business students from the School o f Management, University o f Surrey. The practice o f  
using students in research is well documented in the literature (e.g. Calder et al., 1981; 
Burnett and Dunne, 1986; Peterson, 2001). For example, Cadler et al., (1981) argued in 
favour for the use o f college students as subjects in consumer research when the main 
objective o f the research is theoretical in nature. Yuvas (1994) further noted that, while
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the use o f students as surrogates for adults in research might not be suitable under all 
circumstances, the use o f students is appropriate in scale development. Finally, Peterson
(2001), in his meta-analysis, found that student subjects were slightly but consistently 
more homogeneous than those on non-students subjects. Peterson (2001) findings 
empirically support prior conclusions regarding the response homogeneity o f students in 
consumer research.
Furthermore, great care was taken in selecting focus group participants. More 
specifically, purposive criterion sampling was used to obtain subjects across various age 
groups, nationality, and education level. One focus group comprised o f seven 
undergraduate business students studying at the Management School. Participants were 
British nationals within the 18-21 age group. The second focus group consisted o f eight 
postgraduate students o f different nationalities, mostly within the 22-24 age groups. The 
final focus group comprised o f  six doctoral students o f mixed nationalities in the 25-28 
age bracket.
To generate discussion, focus group participants were asked questions such as “ What w as  
the la st tou rist destination  yo u  have v is ite d ?” and “Can yo u  p le a s e  describe  the se t  o f  
em otion al responses th a t com e to  y o u r  m ind when thinldng o f  that tourist destin a tion ?” 
Participants were also prompted to freely elicit emotion adjectives that can be associated 
with tourist destinations in general. Across the three focus groups, for their most recent 
vacation, participants visited a wide variety o f  destinations including popular European 
destinations such as France, Spain, Italy and Belgium. Other destinations visited include 
United States o f America, China, Hong Kong, Germany, South Africa, and Australia. A ll 
the focus groups were hosted and moderated by the researcher. Focus group data were 
content analysed to identify common emotion adjectives which were later used to create 
the item pool (discussed in Section 5.4.3).
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5.4.2.2 Projective Techniques
Projective techniques were originally developed and used in clinical psychology during 
the early twentieth century. Projective techniques, such as, the Rorschach and the 
Thematic Apperception Test, were employed in personality assessment (Rabin, 1981). 
After a decline in their use during the 1960s, they are now widely used in clinical practice 
all over the world (Piotrowsld et al., 1993). During the 1940’s, projective techniques were 
adapted from the clinical settings for use in the field o f marketing (e.g. Smith, 1954). In 
fact, the first reported and most cited study in marketing using projective technique is 
Hake’s (1950) shopping list study. Haire (1950) investigated consumers’ perceptions o f  
an innovative product o f the 1950’s -  Nestcafe instant coffee. Initially, the author 
designed a conventional questionnaire to understand people’ attitudes toward Nescafe 
instant coffee. Respondents were asked “Do you use instant coffee?" (I f  N o) "What do 
you dislike about it?" The author found that most o f  the unfavourable responses fell in to 
the general categoiy o f "I don't like the flavour." Haire (1950: 651) notes that “this is such 
an easy answer to a complex question that one may suspect it is a stereotype, which at 
once gives a sensible response to get rid o f the interviewer” . In fact, respondents were 
concealing theft true motives since instant coffee, at that time, was considered as socially 
unacceptable. Indeed, it represented a departure from "home-made" coffee, and the 
traditions with respect to caring for one's family. Moreover, coffee drinking is a form o f  
intimacy and relaxation that gives it a special character (Haire, 1950).
In order to get behind this facade, Haire (1950) used an indirect approach, in the form o f a 
projective test, to understand consumers ‘true’ attitudes towards instant coffee. Data were 
collected by presenting shopping lists to two groups o f 50 women. Two identical 
shopping lists were prepared with the only exception that one list specified Nescafe 
instant coffee and the second list contained Maxwell House Coffee. Respondents were 
then asked to write a paragraph describing the woman who wrote the shopping list. More 
specifically, the following directions were given to respondents
“Read the shopping list below. Try to project yourself into the situation as far as
possible until you can more or less characterize the woman who bought the
groceries. Then write a brief description o f  her personality and character;
Wherever possible indicate what factors influenced your judgement”
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In his experiment, Haire (1950) found that participants described the woman who bought 
Nescafe instant coffee as being lazy, spendthrift, a poor wife, and as failing to plan well 
for her family. In contrast, when asked directly about their attitudes towards instant 
coffee, respondents blamed its flavour. It is evident that respondents were unwilling to 
reveal their real motives during direct questioning for fear o f being seen as by one's self 
and others in the role projected onto the negative and socially unacceptable description o f  
the Nescafe woman. When asked directly, respondents prefer to conceive their true 
motives and it is difficult for them to say “I don't use Nescafe instant coffee because 
people will think I am lazy and not a good wife”. Based on the findings o f his 
experiments, Hake (1950) concluded that, firstly, motives exist which are below the level 
of verbalisation (socially unacceptable), difficult to verbalise clearly, or sometimes 
unrecognised. Secondly, these motives are intimately related to the purchase decision. 
Finally, it is possible to identify and assess such motives by approaching them indirectly, 
such as, using projective techniques.
In essence, projective techniques are an unstructured, indkect form o f questioning that 
encourages respondents to project then* underlying motivations, beliefs, attitudes or 
feelings regarding the issues o f concern (Kassarjian, 1974). The rationale behind such a 
technique comes from knowledge that people are often reluctant to or cannot reveal then* 
deepest feelings. In other ckcumstances, they are unaware o f those feelings because o f  
psychological mechanisms (Proctor, 2003). Projective techniques are meant to penetrate a 
person’s defence mechanisms and allowing their true feelings and attitudes to emerge. 
Subjects are usually presented with unstructured nebulous situations and asked to 
respond. The more ambiguous the situation, the more respondents project thek emotions, 
needs, motives, attitudes and values as demonstrated by work in clinical psychology 
(Levy, 1994). Malhotra and Birks (2003) recommend that projective techniques should be 
used a) when the requked information cannot be accurately obtained by dfrect 
questioning; and b) to elicit issues that respondents find difficult to conceive and express. 
Webb (1992) believed that projective techniques are useful in the exploratory stage o f a 
research project, when ideas and hypotheses are requked. Linzey (1959) identified five 
categories o f projective techniques based on the type o f responses they elicit: associative, 
construction, completion, choice/ordering and expressive techniques. Each o f the five 
techniques is briefly explained below.
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A sso c ia tive  Techniques
Respondents are asked to respond to a stimulus and this with the first thing that comes to 
their mind. Word association is the most commonly used associative technique and is 
very useful in identifying respondents’ vocabulary (Gordon and Langmaid, 1988). Its use 
is considered to be best in circumstances where the subject can verbalise a response, such 
as in one to one, or group interview(s), as the immediacy o f response is important 
(Catterall and Ibbotson, 2000).
Construction Techniques
Respondents are required to construct a picture or stoiy and are based on the clinical 
Thematic Apperception Test (TAT). Construction techniques encourage the expression o f  
imagination and creativity (Catterall and Ibbotson, 2000). Respondents may be presented 
with a picture and asked to explain what is happening in the picture (Mick e t a l., 1992; 
Sherry e t a l., 1993). Market researchers often ask subjects to personify products and 
brands in words or pictures, like for example, if Head and Shoulders shampoo was a 
person, what would this person be like? (Catterall and Ibbotson, 2000).
C om pletion  Techniques
In completion techniques, respondents are presented with an incomplete stimulus, for 
example, the beginning o f a sentence, and are requested to complete it. Alternatively, 
respondents may be asked to complete thought and speech bubbles in a cartoon drawing. 
Completion techniques have the advantage over construction techniques since they 
generate less complex and more elaborate data since the stimulus material is more 
structured (Catterall and Ibbotson, 2000).
C hoice o r  O rderin g  Techniques
Respondents have to select to from a list o f alternatives, or arrange materials, such as 
pictures or statements, into some order, or group them into categories according to their 
similarities and dissimilarities (Mostyn, 1978). Market researchers use this technique by
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presenting consumers with a variety o f different brands within a product category and ask 
that these be placed into groups (Catterall and Ibbotson, 2000).
E xpressive  Techniques
In expressive techniques, respondents are presented with a verbal or visual situation and 
asked to relate the feelings and attitudes o f other people to the situation. Respondents do 
not express their own feelings or attitudes, but those o f others (Malhotra and Birks, 2003). 
The two main expressive techniques are role playing and third person-technique.
Benefits of Using Projective Techniques
Projective techniques, when used in research, offer several benefits including idea 
generation, versatility, overcoming response barriers, and fiin (Catterall and Ibbotson, 
2000). Projective techniques are very useful for generating insights and ideas and are 
helpful when underlying motivations, beliefs and attitudes, operate at a subconscious 
level, which consumers find difficult to articulate (Webb, 1992; Catterall and Ibbotson, 
2000). Furthermore, projective techniques can be employed with other quantitative and 
qualitative research methods (Catterall and Ibbotson, 2000). For example, word 
association and sentence completion can be incorporated into interviewer administered or 
self completion questionnaires (Oppenheim, 1992). Responses obtained using projective 
techniques, can provide the researcher ideas and new perspectives for later stages o f  
research (W ill et al., 1996).
A  third advantage o f projective techniques is that they enable respondents to express 
opinions and feelings that are difficult to access by direct questioning (Oppenheim, 
1992). At times, in direct questioning, respondents may intentionally or unintentionally 
misunderstand, misinterpret or mislead the researcher (Malhotra and Birks, 2003). 
Cartoon completion methods produced less embarrassment and reluctance from 
respondents to answer sensitive topics (Catterall and Ibbotson (2000). Other authors 
argued that indirect questioning reduced social desirability bias on topics that are subject 
to social influence (Haire, 1950; Fisher, 1993). Moreover, in comparison to long 
structured questionnaires, which can sometimes demotivate respondents to participate 
(Morton-Williams, 1993), projective techniques are more likely to generate interest
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among participants. For Catterall and Ibbotson (2000), given their unusual and intriguing 
nature, projective techniques stretch respondents’ curiosity, imagination and involvement. 
Finally, projective techniques can be fun to complete. The laughter and joking that 
accompanies projective techniques can facilitate self-expression (Gordon and Langmaid, 
1988).
In summary, projective techniques are useful when underlying motivations, beliefs and 
attitudes are operating at a subconscious level (Webb, 1992; Catterall and Ibbotson, 
2000). One o f the main objectives o f  this research was to find out emotional responses 
people expressed towards tourism destinations - emotions which are likely to be present 
at the subconscious level. After reviewing all the different types of projective techniques, 
associative technique was considered as most relevant for this study. Within associative 
techniques, word association is a commonly used one and is very useful at identifying a 
variety o f “consumer vocabulary” (Gordon and Langmaid, 1988). Eight British nationals, 
studying for management courses (4 undergraduates and 4 postgraduates) at the School o f  
Management, University o f Surrey participated in the projective tests exercise. In word 
association, subjects were asked to respond to a stimulus with words that come to mind. 
In this study, the chosen stimulus was a written scenario. More specifically, respondents 
were presented with the following statement:
P lea se  reca ll o f  a  tourism  destin ation  th a t y o u  have v is ited  p rev io u sly . D u rin g  y o u r  
stay, yo u  have experien ced  a se r ie s  o f  em otions. Thinldng o f  th a t destination  in 
term s o f  an overa ll experience, p le a s e  d escrib e  y o u r  em otional respon ses to w a rd  
th a t destination  with the f i r s t  w ords that com e to y o u r  mind.
As a result, some o f the emotion adjectives generated from the word association (such as 
joy, pleasure, happy, excitement) were similar to emotion terms obtained from the focus 
group stages. Based on the focus groups and word association tests, a number o f emotion 
adjectives emerged but findings provided weak support for negative emotions in 
respondents’ emotional experiences towards destinations (only few participants have used 
negative emotions to describe then experience).
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5.4.3 Stage 3: Creation o f Em otion Item  Pool
The final stage involved compiling a list o f emotion adjectives to form part o f the 
questionnaire. The list o f adjectives generated from the qualitative stages (focus groups 
and projective tests) was complemented with other p o s itiv e  emotion items from previous 
researches. Accordingly, a review o f the literature was carried out on typologies treating 
emotions as discrete components (emotion specific approach) (e.g. Izard, 1977; Plutchik, 
1980; Frijda, 1986; Lazarus, 1991; Ortony e t a l., 1988; Smith and Ellsworth, 1985) and as 
overlapping dimensions (valence based approach) (e.g. Mehrabian and Russell, 1974; 
Russell, 1979; 1980; Watson and Tellegen, 1985; Watson e t a l ., 1988). Research on the 
emotional lexicon and prototype analyses from mainstream psychology were useful (e.g. 
Fehr and Russell, 1984; Shaver et al., 1987; Storm and Storm, 1987). Consumer studies 
on emotions were also reviewed in areas o f  advertising (e.g. Holbrook and Batra, 1987; 
Edell and Burke, 1987), consumption emotions (e.g. Richins, 1997) and sales promotion 
(e.g. Honea and Dahl, 2005) among others. Furthermore, studies on emotions in the 
tourism and hospitality literature were relevant (e.g. Mattila, 1999; Sirakaya et al., 2004; 
Zins, 2002; Barsky and Nash, 2002; Muller et al., 1991; Mattila and Enz, 2002; Bigne 
and Andreu, 2004). As a result, combining results obtained from the qualitative stages 
with that identified from the literature, an initial list o f 75 emotion items were retained.
5.5 Step 2: C on ten t A d e q u a c y  A ssessm ent
The second step in the development o f psychometrically sound scales is to judge the face 
and/or content adequacy/validity o f the generated items (Churchill, 1979). Nunally and 
Bernstein (1994) defined content validity as the degree to which a measure’s items 
represent a proper sample o f the theoretical content domain o f the construct. For 
Schriesheim et al., (1993), in item generation, the primary concern is content validity, 
which is viewed as the minimum psychometric requirement for measurement adequacy 
and is the first step in construct validation o f a new measure. Content validity must be 
built into the measure through the development o f items (Hinkin, 1995). However, 
content adequacy is insufficient alone to ensure construct validity but is necessary as a 
b a sic  fou n d a tio n  (Tenopyr, 1977).
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Several methods to assess content adequacy exist in the literature (Nunally, 1978) but two 
dominant procedures emerge among marketing and consumer researchers namely: i) 
assigning items to construct definitions; and ii) evaluating the degree o f  
representativeness o f scale items (Hardesty and Bearden, 2004). In the first approach, a 
panel o f judges is given the definition o f each construct or construct dimension as well as 
a list o f all the items. Judges are then asked to assign each item to one o f the construct 
definitions and if items do not fit the construct definitions, they are assigned to the 
category labelled ‘other’. Traditionally, when using this procedure o f placing items into 
facets or dimensions based on definitions, researchers require that at least 60% o f judges 
assign an item to the desired construct or facet but most deemed a 75% agreement as the 
minimum cut off point in item reduction (Hardesty and Bearden, 2004).
In the second approach, judges are often exposed to individual items and asked to 
evaluate the degree to which items are representative o f a construct’s conceptual 
definition. Researchers adopting this approach in assessing content adequacy, have had a 
preference to use the method employed by Zaichkowsky (1985) whereby each items is 
rated by a panel o f judges as “clearly representative”, “somewhat representative” or “not 
representative” o f the construct o f interest. Other researchers have used a variant o f 
Zaichkowsky’s (1985) procedure. For example, Obermiller and Spangenberg (1998) 
extended Zaichkowsky’s procedure to include four possibilities “very good”, “good”, 
“fair” or “poor” representation o f the construct. However, when researchers use 
Zaichkowsky’s (1985) procedure, several rules for item deletion have emerged (Hardesty 
and Bearden, 2004). In many cases, items were deleted when evaluated by any judge as 
being a poor indicator (e.g. Bearden et al., 1989; Netemeyer et al., 1995; 1996). Others 
have used decision rules that focus on judges overall evaluations. For example, in their 
study, Lichtenstein et al., (1990) retained items if they were rated by at least 80% of the 
judges as at least “somewhat representative” o f the construct.
However, the two approaches discussed above establish content adequacy subjectively 
using a judgement based decision (Kerlinger and Lee, 2000; Nunnally, 1978) and is 
considered problematic (Schriesheim et al., 1993). As Nunally (1978, p.93) notes, the 
judgemental approach to assessing content adequacy “ ... in evitab ly  re s ts  m ainly on  
appea ls to reason regard in g  the adequ acy w ith which im portan t con ten t has been  
sa m p led  a n d  on the adequ acy w ith  which the con ten t has been ca st in the fo rm  o f  ...
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items". Similarly, Schriesheim et al., (1993. p.394) argued that relying on subjective 
evaluations only is not satisfactory as “the shortcomings o f human judgement may result 
in content assessments which are inadvertently biased or which are o f poor quality due to 
other factors”. Rather, the authors proposed that both sorting and factor analytical 
techniques (to quantitatively assess content adequacy) are used. The procedure involved 
asking judges to rate the extent to which items correspond with construct definitions. 
Responses are then factor-analysed and only items that load appropriately are retained to 
form part o f the main questionnaire.
For the purpose o f this study, content adequacy o f the retained emotion items was 
assessed using the second approach discussed above. Three faculty members and two 
doctoral students from the School o f Management evaluated the representativeness o f the 
emotion items at capturing tourists’ responses towards destinations. For this process, a 
variant o f Zaichkowsky’s (1985) procedure was followed in which items were retained 
based on judges overall evaluations o f their representativeness. Items rated by at least 
60% of the judges as at least “somewhat representative” o f the construct were kept. The 
judges not only assessed the thoroughness o f the items as they relate to the construct but 
also evaluated the clarity, intelligibility and directness o f the wording used (Getty and 
Thompson, 1994). As a result o f this process, a final list o f 44 emotion items was retained 
spanning across four primary emotion categories o f L ove, Joy, Surprise and In terest. The 
first three categories are common in most structures as advocated by emotion theorists 
(e.g. Ortony and Turner, 1990; Shaver et al., 1987) and interest is based on Izard (1977).
Furthermore, even though previous stages found weak support for negative emotions, it 
was decided to include both positive and negative valence statements in the survey 
questionnaire: (i) given the exploratory nature o f this study; (ii) to ensure a balanced 
sampling o f emotions adjectives; and (iii) to be consistent with previous research on 
emotions incorporating both positive and negative emotions. Consequently, the four 
primary emotions o f  A nger, F ear, Sadness and Sham e were added. The dimensions were 
consistent with conceptualisations o f  negative emotions as advocated by emotion 
theorists (e.g. Izard, 1977; Shaver et al., 1987; Storm and Storm, 1987) and used in the 
context o f marketing (e.g. Laros and Steenkamp, 20005). A  final list o f 74 emotion items 
were retained spanning across eight primary emotion categories: love, joy, surprise, 
interest, anger, sadness, fear and shame (as depicted in Table 5.4).
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5.6 Step 3: Q u estion n a ire  D es ign  an d  A d m in is tra t ion  -  M a in  S tu dy
The set o f emotion items retained from the previous stages formed part o f a structured 
questionnaire. At this stage, the researcher faces two important decisions (Hinkin et al., 
1997) namely: i) determining the sampling design (technique and size) for the first round 
of data collection; and ii) choosing item scaling and format. The importance and research 
implications of each issue are thoroughly discussed in the following sections. It is 
suggested that scale items are administered with other theoretically related measures in 
order to assess discriminant, convergent and criterion-related validity (Hinkin et al., 
1997). To this end, existing measures o f satisfaction, intention to recommend and overall 
attitude were included in the final questionnaire.
5.6.1 Sample Considerations
The concept o f sampling plays an important role in the process o f identifying, developing, 
and understanding marketing constructs (Hair et al., 2000). Indeed, for the same authors, 
the selection o f the most appropriate sampling design should incorporate seven factors as 
outlined in Table 5.5.
Table 5.5
Critical Factors in Selecting the Appropriate Sampling Design
Selection Factors Questions
Research objectives Do the research objectives call for the use of qualitative or 
quantitative research designs?
Degree of accuracy Does the research call for making predictions of inferences about the 
defined target population or only preliminary insights?
Availability of resources Are there tight budget constraints in terms of financial and physical 
resources?
Time frame How quickly does the research project have to be completed?
Advance knowledge of Are there complete list of the defined target population elements?
the target population How easy or difficult is it to generate the requked sampling frame of 
prospective respondents?
Scope of the research Is the research going to be international, national, regional or local?
Perceived statistical To what extent are accurate statistical projections required and/or
analysis needs testing of hypotheses differences in the data structures?
Source: Hair et al., (2000), p. 357
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The sampling design used for the current study was derived from the above 
considerations. Overall, the researcher incorporated the seven factors presented in Table
5.5 to decide upon the sample technique and size. This was further complemented by 
considering the theoretical components, sampling issues and advantages and 
disadvantages o f the different sampling techniques (Haft et al., 2000). The next sections 
discuss the sampling technique and size adopted in this study.
5.6.2 Sampling Technique
There are two major types o f sampling techniques: probability and non-probability 
sampling (see Figure 5.3). In probability sampling, each sampling unit in the defined 
target population has a known, non-zero probability o f being selected for the sample. 
Probability sampling techniques include: simple random sampling, systematic random 
sampling, proportionate and disproportionate stratified random sampling and cluster 
sampling (Harr et al., 2000). On the other hand, in non-probability sampling, the 
probability o f  selection o f each sampling unit is not known. In fact, the selection o f  
sampling units is based on the researcher’s personal judgement and therefore potential 
sampling error cannot be accurately determined. The main types o f non-probability 
sampling designs include: convenience sampling, judgement sampling, quota sampling 
and snowball sampling (Haft et al., 2000). The main types o f probability and non­
probability sampling techniques are summarised in Figure 5.3
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Figure 5.3
Classification of Sampling Techniques
Source: Adapted from Malhotra and Birks (2003), p. 363
In simple random sampling (SRS), each element has a known and equal probability o f  
selection. Every element is selected independently o f every other element. The sample is 
drawn by a random procedure from a known sample frame (Malhotra and Birks, 2003). 
Simple random sampling is easy to understand, has the least bias and offers the most 
generalisability o f  results (Sekaran, 2003). However, SRS suffers from some limitations; 
the process can be expensive and time consuming (Malhotra and Birks, 2003). In 
addition it is difficult to construct the sampling frame from which the sample will be 
drawn as an entirely updated listing o f the population may not always be available. For 
these reasons, other probability sampling designs are favoured in marketing research.
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In the systematic sampling, the sampling units are chosen by selecting a random starting 
point and then picking every other element (nth) at a uniform interval (Malhotra and 
Birks, 2003). Systematic sampling is similar to SRS in that each element o f the 
population has a known and equal probability o f selection. However, compared to SRS, 
systematic sampling is easier to implement, can increase representativeness and 
reliability. In addition, systematic sampling does not always require a sampling frame 
(Malhotra and Birks, 2003). For these reasons, systematic sampling is often employed in 
market and consumer attitude surveys using consumer mail, telephone and street 
interviews (Sekaran, 2003).
Stratified sampling entails dividing the population into sub-populations, or strata and 
drawing random sampling from each stratum. Strata should be mutually exclusive and 
collectively exhaustive in that every population element is assigned to one stratum and all 
elements o f  the population are allocated (Malhotra and Birks, 2003). The criteria for 
selecting the stratification variables consist o f homogeneity, heterogeneity, relatedness 
and cost. The elements within each stratum should be as homogeneous as possible (i.e., 
very few differences or dispersions on the variable o f interest within each stratum) but at 
the same time, the strata should be heterogeneous (variable). In addition, the choice o f  
stratification variables should be relevant, appropriate and meaningful to the study 
objectives (Sekaran, 2003). Once the population has been stratified, elements are drawn 
using either a simple random sampling or a systematic sampling procedure. Another 
important decision is choosing between p ro p o H io n a te  and d isp ro p o rtio n a te  sampling. In 
proportionate stratified sampling, the size o f the sample drawn from each stratum is 
proportionate to the relative size o f that stratum in the total population. On the other hand, 
disproportionate stratified sampling is the case where the number o f  elements drawn from 
each stratum is not proportionate to the size o f the stratum. Disproportionate sampling 
decisions are made when some stratum or strata are too small or too large. This method is 
also common when it is easier, simpler and less costly to collect data from one or more 
strata than others (Sekaran, 2003). The strengths and weaknesses o f stratified sampling 
and the other sampling techniques are summarised in Table 5.6.
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In cluster sampling, the target population is first divided into mutually exclusive and 
collectively exhaustive sub-populations called clusters. These clusters are assumed to 
contain a diversity o f respondents. A  sample o f clusters is then selected based on 
probability sampling techniques. There are three main types o f cluster sampling: one- 
stage, two-stage and multi-stage. In one-stage cluster sampling, all elements in the 
randomly selected clusters are included in the sample. On the other hand, if a random 
sample o f elements is drawn for each o f the selected, the procedure is known as two-stage 
cluster sampling. Furthermore, in cases where a cluster sample have multiple (more than 
two) stages, this is known as multi-stage cluster sampling. A  common form o f cluster 
sampling is area sampling in which clusters consist o f geographic areas such as counties, 
city/residential blocks or housing district (Sekaran, 2003; Malhotra, 2006).
In convenience sampling, there is no sample design. Information is collected from 
members o f the population who are conveniently available and the selection o f sampling 
units is left primarily to the interviewer (Malhotra and Birks, 2003; Sekaran, 2003). 
Examples o f convenience sampling include: (1) use o f students, church groups and 
members o f social organisations, (2) street interviews, (3) some forms o f  email and 
Internet survey, (4) tear-out questionnaires included in a newspaper or magazine, and (5) 
journalists interviewing ‘people on the street’ (Ho et al., 1997). Convenience sampling is 
the least expensive and least time consuming o f all sampling techniques as sampling units 
are accessible, easy to measure and cooperative. However, convenience sampling suffers 
from serious limitations such as self-selection bias and non-representativeness o f any 
definable population. Convenience samples can be used for exploratory research to 
generate ideas, insights or hypotheses but are not recommended for descriptive or causal 
research (Malhotra and Bilks, 2003). In exploratory studies, convenience sampling may 
represent an efficient and effective means o f obtaining the requked information 
(McDaniel and Gates, 2007).
Judgemental sampling is a form o f convenience sampling in which the population 
elements are purposely selected based on the researcher’s judgement or expertise about 
what constitutes a representative sample (McDaniel and Gates, 2007; Malhotra and Birks, 
2003; Proctor, 2005). Judgemental sampling designs are often used when a limited 
number or category o f people hold the information sought in the research (Sekaran, 
2003). Common examples o f judgemental sampling are test markets and product tests
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conducted in shopping malls. In the case o f test markets, one or a few markets are 
selected based on the researcher’s judgement that they are representative o f  the whole 
population. For product tests, malls are selected based on the researcher’s judgment that 
some particular malls attract a reasonable number o f consumers who fall into the target 
group for the new product being tested (McDaniel and Gates, 2007). As in the case o f  
convenience sampling, judgemental sampling is inexpensive, quick and convenient but 
limit the generalisation o f the findings, usually because the population is not defined 
explicitly (Malhotra and Birks, 2003; Sekaran, 2003).
Quota Sampling ensures that groups, based on demographic or classification factors, are 
adequately represented in the study in the form o f quotas (McDaniel and Gates, 2007; 
Sekaran, 2003). Some common examples o f demographic/classification factors include 
age, sex, family status, occupations and socioeconomic groups (Proctor, 2005). 
Generally, the quota is determined based on the total number in each group in the 
population. The quotas are assigned so that the composition o f the sample is the same as 
the composition o f the population with respect to the characteristics o f interest (Malhotra 
and Bilks, 2003). Sekaran (2003) considers quota sampling as a form o f proportionate 
stratified sampling, in which a predetermined proportion o f people are sampled but on a 
convenience basis. Quota samples offer the researcher convenience in terms o f effort, cost 
but the sample may not be totally representative and hence restricts the generalisation o f  
the study findings. However, quota sampling becomes a necessity in research where a 
subset o f the population in underrepresented. In this case, the use o f quota samples ensure 
that all the subgroups o f the population are adequately represented (Sekaran, 2003).
In Snowball samples, an initial group o f respondents is chosen usually at random and 
subsequent respondents are selected on the basis o f referrals from initial respondents. 
This process may be earned in several waves by obtaining referrals from referrals, thus 
leading to a snowball effect. Snowballing is commonly used to draw a sample from low 
incidence or rare populations (Malhotra and Birks, 2003; McDaniel and Gates, 2007). In 
case o f rare populations, the costs o f finding members may be so high that the researcher 
is forced to use snowball sampling. However, even though probability sampling is used to 
select the initial respondents, the final sample is non-probability and most likely to be 
biased. The referrals will be similar in terms o f demographics and psychographics 
characteristics to the person referring them (McDaniel and Gates, 2007; Malhotra, 2007).
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As a result, the sample might not be a good cross section o f the total population and 
hence limits the generalisation o f study findings.
Accordingly, based on the above considerations, the first study adopts a probability 
sampling procedure in the form o f a simple random design. More specifically, 
respondents were randomly approached on the streets, around shopping malls and train 
stations to participate in the study. Whenever a respondent refused to participate, the 
researcher moved to the next random available one. The use o f a simple random sampling 
(SRS) method will enable the generalisation o f the study results to the U K  outbound 
travel population. The following section summarises some o f the key travel statistics for 
U K  residents visits abroad. The figures are from International Passenger Survey (IPS) 
(Travel Trends, 2006). IPS is a continuous survey carried out by the Office for National 
Statistics (ONS), UK, the results o f which are used by a number o f government 
departments.
In 2005, U K  residents made a record 66.4 million visits abroad, an increase o f 4% on the 
previous year. Holidays were the most popular reason for U K  residents to go abroad 
(66.5%). Business trips (12.9%) and visits to friends and relatives (16.9%) were the next 
most popular reasons for going abroad. Visits abroad by U K  residents for miscellaneous 
reasons (such as shopping, study and medical visits) fell to 4.6%. In terms o f countries 
visited 79.5 % o f all visits abroad made by U K  residents were to Europe representing 
63% o f all spending overseas. In contrast, only 7% o f U K  residents' visits abroad were to 
North America. Spain and France were the most popular countries visited by U K  
residents, with 13.8 million (20.8%) and 11.1 million visits (16.7%) respectively. 
Together, these two countries accounted for 37.5% o f all visits abroad by U K  residents. 
As in previous years, with the exception o f U S A  (6.4%) nine out o f the ten most popular 
countries U K  residents visited in 2005 were in Europe: Irish Republic (6.3%); Italy 
(5.1%); Greece (3.7%); Germany (3.8%); Netherlands (3.3%); Portugal (2.8%); and 
Belgium (2.6%). In terms o f gender, 54.4% o f travel abroad was made by males and 
45.6% by females. Finally, travel abroad by age group were as follows: 16-24 (9.4%); 25- 
34 (20.7%); 35-44 (23.4%); 45-54 (21%); 55-64 (16.1%); 65 and over (9.5%).
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5.6.3 Sample Size
Detemiining the appropriate sample size is not a straight forward task. The researcher 
must consider how precise the estimates must be and how much time and money are 
available to collect the required data (Hair et al., 2000). There has been considerable 
debate over the sample size needed to appropriately conduct tests o f statistical 
significance (Hinkin et al., 1997). A  variety o f  rules have been suggested for determining 
the sample size required to produce a stable solution when performing factor analysis. 
The most popular rules suggest that sample size be determined as a function o f the 
number o f variables.
For example, Roscoe (1975) postulated that sample sizes larger than 30 and less than 500 
are appropriate for most research. However, the same author argued that in multivariate 
research, the sample size should be several times as large as the number o f  variables in 
the study. Indeed, it appears that the number o f variables to be assessed will dictate the 
sample size needed to obtain robust results (Hinkin et al., 1997). On the other hand, 
Comrey and Lee (1992) provide a guide on sample sizes o f 50 as very  p o o r , 100 as p o o r , 
200 as fa ir , 300 as go o d , 500 as v ery  g o o d  and 1000 as excellent. For Tabachniclc and 
Fidell (2001), the general rule o f thumb is to have at least 300 cases for factor analysis.
Early recommendations for item-to-response ratios ranged from 1:4 (Rummel, 1970) to at 
least 1:10 (Schwab, 1980) for each set o f scales to be analysed. Guadagnoli and Velicer 
(1988) challenged such rules and argue that no sound theoretical or empirical basis exists 
for item-to-response ratio recommendations. Instead, in their study, they suggested that 
variable saturation with the factors, indicated by the size o f the factor loadings, along 
with the total sample size and the number o f indicator per factor were important in 
determining the stability o f factor solutions. Guadagnoli and Velicer (1988) concluded 
that a sample size o f 150 observations should be sufficient to obtain an accurate solution 
in exploratory factor analysis, as long as item inter-correlations were reasonably strong. 
For confirmatory factor analysis, a minimum sample size o f 200 has been recommended 
(Hoelter, 1983).
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Nevertheless, Hinkin et al, (1997) believe that all throughout the sampling process, a 
conservative approach should be adopted. For the authors,
‘A s  the num ber o f  item s increases, it  m ay b e  n ecessary  to increase the num ber o f  
responden ts. A s sam ple  s ize  increases, the likelihood o f  a tta in in g  s ta tis tica l 
sign ificance increases, which in turn m ay d is to rt the p ra c tic a l m ean ing  o f  re su lts ' 
(Hinkin et al, 1997: 108).
The above argument implies that the researcher should ensure a right balance between 
practical and statistical significance in determining the sample size (Cohen, 1969). Based 
on the above considerations, a sample size o f 200 was deemed appropriate for the first 
study. Such a sample size enabled the researcher to operate within the constraints o f  
limited time and resources (practical significance), whilst still yielding statistically valid 
conclusions (statistical significance).
5.6.4 Item  Scaling and Scale form at
After deciding on the sampling design, the researcher’s next task was to decide on the 
type o f response format for the emotion items. It is important that the scale generates 
sufficient variance among respondents for statistical analysis (Hinkin, 1995). There are 
four basic types o f scales namely: nom inal, ordinal, in terva l an d  ra tio  (Tull and Hawkins,
1990). These are discussed in the following sections in relation to the study.
N om in al S cales
Nominal scales are comprised o f numbers used to categorise objects or events (Tull and 
Hawkins, 1990). Numbers serve as simple and convenient categoiy labels with no 
intrinsic value, other than to assign respondents to m utually exclusive categories (Sekaran, 
2003). Mutually exclusive means that each observation (person, case, score) cannot fall 
into more than one category (Breakwell et al., 2000).
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O rdin a l S ca les
Similar to nominal measures, ordinal measures categorise things. However, items can be 
classified not only as to whether they share some characteristic with another item but also 
to whether they have more or less o f this characteristic compared to some other object 
(Tull and Hawkins, 1990). Basically, an ordinal scale is used to identify the relative 
position o f an individual in relation to other individuals (Grimm, 1993). Besides, in using 
ordinal scaling, even though the researcher can determine how respondents distinguish 
among themselves, there is no indication o f the magnitude o f these differences (Selcaran, 
2003).
In terva l S cales
Interval scales possess the characteristics o f both nominal scales in that different numbers 
represent different things and ordinal scales in that different numbers reflect more or less 
o f something (Grimm, 1993). In addition, numerically equal distances on interval scales 
represent equal distances in the property being measured (Kerlinger and Lee, 2000). 
Interval scales tap differences, order and quality o f magnitude o f the differences in the 
variable (Sekaran, 2003). Two most commonly used interval scales are the Likert scale 
and the semantic differential. Likert scales, also referred to as the “summated ratings” are 
the most commonly used in survey research using questionnaires (Schmitt and Klimoski,
1991). Lilcert-type rating scales have been widely used for the assessment o f participants’ 
responses and attributes (Weng, 2004). Likert scales consist o f several p o in ts  along a 
continuum that define various amounts or levels o f the measured attribute or variable 
(Hinkin et al., 1997). Likert scales are used with a number of different response formats 
and among the most popular are the frequency (n ever to alw ays), degree or extent (n o t a t  
a ll to very  much), and agreement (stron gly  agree  to stron g ly  d isagree) formats (Clark and 
Watson, 1995). An example o f a seven-point Likert response is given in Figure 5.4.
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Figure 5.4
An Example of a Seven-Point Likert Scale
I  like to relax  when I  am  on vacation:
Strongly D isa g ree Sligh tly N eith er A g ree Sligh tly A g ree Strongly
D isa g ree D isa g ree nor D isa g ree A gree A g ree
1 2 3 4 5 6 7
I  loo k  f o r  a qu iet beach when I  am  on vacation:
S trongly D isa g ree S ligh tly N eith er A gree Sligh tly A g ree Strongly
D isa g ree D isa g ree n or D isa g ree A gree A gree
1 2 3 4 5 6 7
The score for an individual is the total or the average (mean) o f the statement scores 
where “ 1” represents strongly disagree and “7” strongly agree. From the above example, 
a respondent who “strongly agreed” with both statements, would receive a total score o f 
14 or a mean score o f 7. In terms o f response alternatives, researchers recommend the use 
o f five or seven point. Measures with five or seven point scales produce necessary 
variance for examining the relationships between items and scales. Lissitz and Green 
(1975) found that using 5-point and 7-point Likert scales create acceptable coefficient 
alpha (internal consistency) reliability estimates. However, Clark and Watson (1995) 
posit that providing more response alternatives (e.g., a 9-point as opposed to a 5-point 
scale) does not necessarily enhance reliability or validity. In fact, increasing the number 
o f alternatives may reduce validity if  respondents are unable to make the requked subtle 
distinctions along the measurement scale. As such, too many alternatives can introduce an 
element o f random responding that makes scores less valid (Clark and Watson, 1995).
On the other hand, the semantic differential employs a list o f bipolar adjectives and 
adverbs, such as such as good-bad, strong-weak, as end points o f an apparently 
symmetrical continuum (Hak et al., 2000). Normally, respondents are asked to rate an 
attitude object on a series o f five or seven point scales anchored at each end by bipolar 
adjectives or phrases (Osgood et al., 1957). An important issue when using semantic 
differential scales is that positive and negative pole descriptors have to be randomised. 
Past research has demonstrated that in cases where all positive pole descriptors are 
arranged on the left side and the negative pole descriptors on the right side, there is a
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tendency to cause the halo effect bias (W u and Petroshius, 1987) which may occur when 
respondents react more favourably to the positive poles on the left side than to the 
negative poles on the right side (Hair e t a l., 2000). Indeed, to prevent this problem, Garg 
(1996) argues that the researcher should randomly mix the positions o f the positive and 
negative pole descriptors.
R atio  Scales
The ratio scale has the properties o f order, equal distance between units, and a fixed 
origin or absolute zero point (Crocker and Algina, 1986). By having an absolute zero 
point as a meaningful point o f measurement, the ratio scale overcomes the deficiency o f  
the arbitrary origin point in interval scales. Thus, ratio scale not only measures the 
magnitude o f the differences between points on the scale but also taps the proportions in 
the differences (Sekaran, 2003). A  summary o f the scales is given in Table 5.7
Table 5.7
Types of Measurement Scales
Typical Statistics*
Scale Basic Empirical 
Operations
Typical Usage Descriptive Inferential
Nominal Determination of 
equality
Classification: Male- 
female, purchaser- 
non-purchaser, social 
class
Percentages,
mode
Chi-square, 
binomial test
Ordinal Determination of 
greater or less
Rankings: Preference 
data, market position, 
attitude measures and 
other psychological 
measures
Median Mann-Whitney U, 
two-way 
ANOVA, ranlc- 
order correlation
Interval Determination of 
equality of intervals
Index numbers, 
attitude measures, 
level of knowledge 
about brands
Mean, range,
standard
deviation
Product-moment 
correlation, T- 
test, ANOVA, 
factor analysis
Ratio Determination of 
equality of ratios
Sales, units produced, 
number of customers, 
costs
Coefficient of 
variation
All statistics applicable to a given scale are also applicable to any higher scale in the table. For example, 
all statistics applicable to an ordinal scale are also applicable to interval and ratio scales.
Source: Adapted from Stevens (1946), p. 677 - 680
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From the Table 5.7, the statistical power increases as one moves away from nominal scale 
(where subjects or items are grouped under some categories), to the ordinal scale (where 
categories are rank-ordered), to the interval scale (where the magnitude o f the differences 
is tapped), to the ratio scale (which allows the proportion o f the differences to be 
measured) (Sekaran, 2003). For example, all descriptive measures and inferential 
techniques are applicable to ratio-scaled data. However, this produces only a minimal 
gain in analytic technique beyond those available for interval data (Tull and Hawkins, 
1990).
For the purpose o f this study an important issue was to decide on the type and format o f  
the emotion scales. The issue o f  whether to use unipolar (Likert scale) or bipolar items 
(semantic differential) to measure emotions has received little attention in marketing 
(Bagozzi e t a l., 1999) but the debate is well documented in the psychology literature. The 
bipolar perspective holds that feelings that are described by antonyms, for example, 
h appiness and unhappiness, arou sa l and calm , are, in most circumstances, experienced 
and expressed inversely. Three distinct claims o f bipolarity can be found in the 
psychology literature: static bipolarity, dynamic bipolarity and causative bipolarity 
(Green et al., 1999).
Dynamic bipolarity is the tendency for pleasant and unpleasant mood to move in opposite 
directions and to approximately the same magnitude in response to a stimulus (happy or 
sad). Causative bipolarity is the idea that pleasant and unpleasant feelings exert equal and 
opposite influences on other psychological processes, such as thought and behaviour. For 
example, an upsurge in happiness has approximately the same consequences as a 
corresponding decline in sadness (Green e t a l., 1999). Given that the intention is not to 
get into the debate about bipolarity o f emotion and for the ease o f  simplicity, the 
following discussion mainly focuses on static bipolarity.
Static bipolarity holds that affective space is bipolar; that is, the zero-order correlations, 
when corrected for measurement error, between pleasant and unpleasant feelings are 
strongly negative (Russell, 1979, 1980; Russell and Carroll, 1999). The debate about the 
bipolarity o f affect can be traced to Bradburn’s (1969) influential work on subjective well 
being. Since then, a number o f studies have shown that pleasant and unpleasant emotions 
are independent (e.g. Zevon and Tellegen, 1982; Diener and Emmons, 1984; Cacioppo et
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al., 1997). However, all the aforementioned studies rely on a single method to capture 
mood (or attitude) and no allowance is made for measurement errors (random and non- 
random) which has been a longstanding concern for researchers (Bentler, 1969). When 
measurement error is accounted for, a largely bipolar structure o f affect is revealed 
(Green et al., 1993). Furthermore, Barett and Russell (1998) and Carroll et al., (1999), 
have found similar findings, after using sophisticated analyses to correct for both random 
and systematic errors.
Despite some support for a bipolarity structure o f affect in the psychology literature (for 
e.g. Green et al., 1993; Barrett and Russell, 1998), unipolar sca les  w ere  chosen o ver  
b ip o la r  sca les  f o r  severa l reason s. The view that separate positive and negative 
dimensions offer a better representation o f the affective process remains widespread (e.g. 
Cacioppo et al., 1997). Empirical findings have found that positive and negative affects 
have distinct and asymmetrical effects on behaviour (e.g. Cacioppo and Gardner, 1993). 
Yet, in the marketing literature, Bagozzi et al., (1999) put forward that further research is 
needed on the use o f unipolar or bipolar scales but advised in favour o f unipolar emotion 
scale. In addition, Babin et al., (1998) found that positive and negative consumer 
emotions may sometimes, but not always, be distinct for each other. Aaker e t a l., (1986) 
further note the problems in identifying emotional opposites and argue that bipolarity o f  
emotions is difficult to establish.
Furthermore, in terms o f response options, the 74 emotion items were captured on a 7- 
point scale. This is in line with Bagozzi e t a l., (1999) recommendations to use at least five 
and preferably seven to nine point scales to measure emotions. Also, past studies on 
consumer emotions (e.g. Mattila, 1999; Liljander and' Strandvik, 1997; Nyer, 1998; 
Phillips and Baumgarter, 2002) successfully employ a 7-point response format. The 
anchors for the Likert scale were consistent with previous research (e.g. Mano and Oliver, 
1993; Bagozzi e t a l., 1998; Nyer, 1998; Machleit et al., 2000; Machleit and Mantel, 2001; 
Phillips and Baumgarter, 2002; Van Dolen et al., 2004) and ranged from 1 =  “n ot a t a l l ” 
to 7 =  “very  m uch” . In order to minimise potential order effect bias for the lengthy 
emotion scale (74 statements) two different versions o f  the questionnaire were created. In 
one version, section B o f the questionnaire started with “I  f e l t  A c tive” and in the second 
version it was changed to "I f e l t  a  sense o f  E njoym ent” .
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5.6.5 Structure o f the Questionnaire
After determining and refining the appropriate measurement scale to capture the different 
concepts o f interest, the survey questionnaire was structured in four parts. Table 5.5 
summarises the description and objective behind each o f the four sections o f the 
questionnaire (refer to Appendix 2 for a full version o f the questionnaire).
Table 5.8
Summary Description and Objectives for Each Section of the Questionnaire
Sections Description Objectives
Section A Questions relating to the respondent’s 
most recent vacation to a tourist 
destination outside the UK.
To make a smooth introduction of the 
study and to gather some information 
about the holiday trip.
Section B This section contains the emotion scale It was sought to identify the structure of 
emotional responses people have toward 
tourism destinations. This is in line with 
one of the main objectives of the study.
Section C In this section, global measures of 
feelings, satisfaction, intention to 
recommend and image.
The global measures were included to 
test the validity of the scale and to 
establish relationships among the 
variables. For example, intention to 
recommend was used to test the 
predictive validity of the destination 
emotion scale.
Section D The last section contains personal 
information about respondents such as 
their gender, age, highest education 
level attained, occupation, annual 
personal income and nationality.
Information obtained from this section 
was mainly for classification and 
profiling purposes.
Section A  o f the questionnaire relates to respondents’ most recent visit to a tourism 
destination. Respondents were clearly guided to refer to a tourism destination outside the 
UK. This is because the focus o f the study is about British subjects evaluations o f foreign 
destinations. This section comprised o f five easy to answer questions. A  sample o f the 
questions is shown in Figure 5.5.
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Figure 5.5
Sample Questions extracted from Section A  of the Questionnaire
Q.l. Can you please give the name of the country of the last tourist destination you have been?
□
□
□
□
j  Cyprus a
Others (please specify)____________________________________________________________________
Spain □ Portugal □ Belgium
France a Irish Republic □ Germany
United States □ Turkey a Malta
Greece □ Netherlands □ Austria
Italy □ □
Q.2. How long ago was that visit?
Q.3. What is the number of previous visits to that place?
No previous visits □  2 times
1 time □  3 times
Q
□
4 times Q
more than 4 times □
Q.4. What was the main reason of your visit to that destination?
Education 
Leisure/holidays 
Others (please indicate)
□  Sports related □
□  Visiting friends and relatives a
Respondents were asked about the name o f the tourist destination visited, how long ago 
was that visit, the number o f previous visits, reasons of visit and travel companion. The 
prime objective o f these questions was to get respondents to recall as vividly as possible 
their experiences o f the destination visited. Also, the first section was sequenced so that 
respondents are led from questions o f a general nature and easy to answer to 
progressively more difficult ones (Sekaran, 2003). In the literature, this technique is 
termed as the funnel approach (Festinger and Katz, 1966) and is aimed to facilitate 
smooth progress through the questionnaire items.
Section B o f the questionnaire contains the scale measuring emotional responses towards 
destinations. The retrieval hypothesis (Solomon et al., 1999) was used to capture 
respondents’ emotions. Respondents were instructed to recall the last tourist destination 
that they have been on vacation and to rate a set o f emotion statements intended to 
capture the “emotions towards the destination” using self-reports (Isen e t a l ., 2004). Past 
research has established that people are able to recall past emotional experiences 
(retrospective ratings) with reasonable accuracy (e.g. Barrett, 1997). Despite the 
limitations o f  cognitive retrieval, self reports provide an effective, convenient and 
efficient method o f assessment (Parrott and Hertel, 1999). This is especially pertinent
Chapter
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with stimulus-elicited reactions as compared to experimentally induced emotional states 
where physiological or face measures maybe more appropriate (Mano and Oliver, 1993). 
Other authors have successfully used self-report measures of emotion in consumer 
research (e.g. Holbrook and Batra, 1987; Westbrook and Oliver, 1991). In addition, such 
instruments have demonstrated both discriminant and convergent validity with 
physiological measures such as facial expression (Westbrook, 1987). More specifically, 
respondents were given the following instructions:
The following statements are used to describe emotions. We would like you to think of the 
last tourism destination that you have visited. During your stay, you have experienced a 
series of very specific emotions but we would like you to think about that destination in 
terms of an overall experience. Please read the following statements and indicate the extent 
that best describes your feelings toward that tourist destination by circling the appropriate “ 
number on the scale where l=Not at All and 7=Very Much
Respondents had to rate each o f the 74-emotion statements (for e.g. “/ f e l t  a  sen se  o f  
p lea su re”; ‘7  f e l t  a  sen se o f  apprehension”; ‘7 f e l t  rom antic” on a 7 point Likert-type 
scale anchored by 1 —n ot a t a ll to 7= very  much.
Multiple dependent measures were included in Section C o f the questionnaire to assess 
validity and to determine relationships between theoretically related constructs. Figure
5.6 exhibits a sample o f the global measures.
Figure 5.6
Sample Questions Extracted from Section C of the Questionnaire
Q .l Please describe your overall attitude towards the destination by circling the 
appropriate number on the scale.
Disliked -3 -2 -1 0 +1 +2 +3 Liked Very
Very Much Much
Q.3 How likely is it that you would recommend this destination to your 
friends/family as a vacation destination? (C ircle  as appropria te).
Extremely -3 -2 -1 0 +1 +2 +3 Extremely
Unlikely Likely
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The dependent variables were overall attitude, overall satisfaction, intention to 
recommend and overall image, all captured on a 7-point scale.
O vera ll A ttitu d e : Overall attitude towards the destination was measured using the 
statement “Please describe your overall attitude towards the destination by circling the 
appropriate number on the scale” (<disliked  very  much [-3]; liked  very much [+3]).
O vera ll S a tis fa c tio n -. Similarly, overall satisfaction was measured using a seven point 
numeric scale using the statement “Please indicate your overall satisfaction towards the 
destination” (extrem ely d issa tisfied  [-3] and extrem ely  sa tisfied  [+3]).
In ten tio n  to R eco m m en d : Post-visit behaviour was captured using tourists’ intention to 
recommend, as opposed to intention to return. Kozak and Rimmington (2000) suggested 
that intention to return behaviour is not significant for destinations, as tourists look for 
similar but new experiences at different destinations even when a destination have 
fulfilled their expectations. Furthermore, the variable ‘w illingness to  recom m en d ’ has 
been employed as indicators o f behavioural intention in the context o f service quality 
(e.g. Boulding e t a l., 1993; Cronin and Taylor, 1992; Parasuraman e t a l ., 1991). Intention 
to recommend was operationalised using the statement “How likely is it that you would 
recommend this destination to your friends/family as a vacation destination?” (extrem ely  
unlikely [-3]; extrem ely likely [+3]).
O vera ll Im a a e : Finally, overall image was captured using the statement “What is your 
impression o f the overa ll im age o f the destination?” (ex trem ely p o o r  [-3]; extrem ely g o o d  
[+3].
In the last part o f the questionnaire, Section D, questions were designed to profile 
respondents. Figure 5.6 shows a sample o f questions from Section D o f the questionnaire.
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Figure 5.7
Sample Questions Extracted from Section D  of the Questionnaire
1. Gender
Male Q Female Qj
2. Age
16-24 □  25-34 □ 35-44 □
45-54 □  55-64 □ Over 64 . □
3. Highest Educational Level Attained
0  Levels Q  A  Levels □ Diploma □
Bachelor Degree □  Master Degree □ PhD/Post Doctoral □
No qualifications Qj Others (please specify)
Respondents were asked their gender, age, education, personal annual income, occupation 
and nationality. Previous studies on tourist destinations (e.g. image formation; destination 
choice; destination image) also incorporate socio-demographic variables and personal 
factors as classification variables (e.g. Woodside and Lysonslci, 1989; Um  and Crompton, 
1990; Baloglu, 1997).
5.6.6 Questionnaire Adm inistration
Data were collected over a one month period in a U K  city, Guildford. A  total o f 215 
respondents were approached randomly to fill a face to face administered questionnaire. 
Using the retrieval hypothesis (Solomon et al., 1999), respondents were instructed to 
recall their most recent vacation outside the U K  during the past six months and to rate a 
set o f statements intended to capture “emotions towards that destination” using self 
reports (Isen et al., 2004). Research has shown that people are able to recall emotions 
with reasonable accuracy after the fact (Barrett, 1997).
Chapter
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5.7 Step 4: F ac to r A n a ly s is
Factor analysis is the most commonly used analytic technique for data reduction and 
refining constructs (Ford et al., 1986). Factor analysis, including both principal 
component analysis and common factor analysis, is a statistical approach that is used to 
analyse interrelationships among a large number o f variables and to explain these 
variables in terms o f their common underlying dimensions or factors (Haft e t a l., 2006). 
There are two basic types o f  factor analyses: exploratory and confirmatory. Exploratory 
factor analysis (EFA) is commonly used to reduce the set o f observed variables to a 
smaller, more parsimonious set o f variables. On the other hand, confirmatory factor 
analysis (CFA ) is used to assess the quality o f the factor structure by statistically testing 
the significance o f the overall model as well as the relationships among items and scales 
(Hinkin et al., 1997). The primary purpose o f either exploratory or confirmatory factor 
analysis in scale development is to examine the stability o f the factor structure and 
provide information that will facilitate the refinement o f a new measure.
E xp lora tory  F a cto r  A n alysis
Exploratory factor analysis assumes a prominent place in the measure purification process 
(Churchill, 1979; Gerbing and Anderson, 1988) and is useful at reducing a large number 
o f items into a manageable set. It is particularly helpful as a preliminary analysis in the 
absence o f sufficiently detailed theory about the relations o f the indicators to the 
underlying constructs (Gerbing and Anderson, 1988). In summary, exploratory factor 
analysis has two basic uses: identification o f latent constructs and data reduction (Floyd 
and Widaman, 1995). In this study, since the objective is to define the structure o f  
emotional responses toward tourism destinations, exploratory factor analysis will be used 
for its capabilities at identifying latent constructs (i.e. dimensions o f the destination 
emotion scale). The process involved in performing exploratory factor analysis is 
discussed in greater depth later.
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C onfirm atory F actor A nalysis
Although exploratory factor analysis can be quite useful for assessing the extent to which 
a set o f items assesses a particular content domain (or set o f scales), a major limitation o f  
this technique is the inability to quantify the goodness o f fit o f the resulting factor 
structure (Long, 1983; Hair et al., 2006). In response, researchers recommend that new 
scales are subjected to confirmatory factor analysis (e.g. Hinkin e t a l., 1997). 
Confirmatory factor analysis (CFA) is a method for evaluating whether a pre-specified 
factor model provides a good fit to the data and allows for more precision in evaluating 
the measurement model. CFA  departs from exploratory factor analysis mainly in two 
ways: i) it relies heavily on a different method o f estimation, namely, the method o f  
maximum likelihood; and ii) it uses a different set o f standards for evaluating the 
adequacy o f factor solutions (Floyd and Widaman, 1995). Statistical software such as 
LISREL and AM OS offer the opportunity to perform confirmatory analysis. 
Confirmatory factor analysis is most useful in later stages o f scale development to refine 
and improve the instruments (Steenkamp and Trijp, 1991).
5.7.1 Stages in Exploratory Factor Analysis
One o f the main objectives o f this first study is to identify the structure o f emotional 
responses towards tourist destinations. To this end, factor analysis as a multivariate data 
analytic technique will be applied to the data. The use o f factor analysis will enable to 
identify separable dimensions, representing theoretical constructs within the domain 
(Floyd and Widaman, 1995). For the purpose o f this research, when running factor 
analysis, the researcher will follow Hair et al., (2006) seven-stage structured approach, as 
depicted in Figure 5.8.
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Figure 5.8 Stages in Factor Analysis
Source: Adapted from Hair et al., (2006) P a g  e 1178
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5.7.1.1 Stage 1: Objectives of Factor Analysis
The starting point with factor analysis is the research problem. Broadly, there are two 
main applications o f factor analytic techniques (1) to d etec t structure  in the relationships 
between variables (data summarisation) and (2) to reduce  the number o f variables (data 
reduction). In summarising the data, factor analysis, derives dimensions or variates 
(factors), with a minimum loss o f information, that underlie an original set or variables 
(Gorsuch, 1983; Rummel, 1970). Data reduction extends this process by either (i) 
identifying representative variables for use in subsequent analyses or (ii) creating new set 
o f variables (factor scores and summated scales) (Hah e t a l ., 2006). Accordingly, given 
the objectives o f this research, exploratory factor analysis will first be used to identify the 
structure o f emotional responses towards tourist destinations. Once underlying 
dimensions are derived, summated scales o f emotion items will be created for subsequent 
analyses (e.g. correlation, multiple regressions). Exploratory factor analysis is usually 
performed in early stages o f research as it provides a tool for consolidating variables and 
for generating hypotheses. On the other hand, confirmatory factor analysis is more 
sophisticated (usually performed through structural equation modelling) and is used in 
advanced stages o f the research process to test a theory about latent processes 
(Tabachnick and Fidell, 2007).
5.7.1.2 Stage 2: Designing a Factor Analysis
Factor analysis can identify the structure o f relationships among either variables (R  factor 
analysis) or respondents (Q  factor analysis). R  factor analysis analyses a set o f variables 
to identify underlying latent dimensions (not easily observed). On the other hand, when 
factor analysis is applied to a correlation matrix o f individual respondents, this is referred 
to as Q factor analysis. This method condenses large numbers o f people into distinctly 
different groups/segments. However, because o f its computational difficulties, researchers 
avoid utilizing Q factor analysis and instead prefer to use cluster analysis when the 
objective is to group individual respondents (Hah e t a l., 2006). For the puipose o f this 
research, since the focus is primarily on structuring emotion items and to identify latent 
dimensions, R-type o f factor analysis is most appropriate.
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5.7.1.3 Stage 3: Assumptions in Factor Analysis
The critical assumptions underlying factor analysis can be classified as i) conceptual and 
ii) statistical. In factor analysis, conceptual issues such as the character and composition 
o f the variables included in the analysis are more important than meeting statistical 
requirements (one could refer to the old adage “garbage in -  garbage out” at this point). 
The researcher has to ensure that observed patterns are conceptually valid (support from 
previous studies in the literature) and appropriate to study because “the technique has no 
means o f determining appropriateness other than the correlations among variables” (Hair 
et al., 2006: 113).
From a statistical perspective, factor analysis, like any other multivariate analysis, has to 
comply with the assumptions regarding the distributions o f variables in terms o f  
normality and linearity. Normality (as estimated using Skewness and Kurtosis) is 
necessary to assess the statistical significance o f the factors (Haft et al., 2006). In fact, if  
variables are normally distributed, the solution is enhanced and if  normality fails, the 
solution is degraded but is still considered worthwhile (Tabachniclc and Fidell, 2007). 
Furthermore, factor analysis requires that relationships among pairs o f  variables are 
linear. The analysis “is degraded when linearity fails, because correlation measures linear 
relationship and does not reflect nonlinear relationship” (Hair e t a l ., 2006: 613). In 
addition, the researcher has to ensure that the variables are sufficiently inter-correlated to 
produce representative factors and this can be determined using 3 methods: presence o f  
sufficient correlations coefficients greater than 0.30; Bartlett test o f sphericity; and 
measure o f sampling adequacy (M SA ) (Haft et al., 2006; Tabachnick and Fidell, 2007).
The first method to justify the application o f factor analysis is the presence o f sufficient 
correlations in the data matrix. Substantial number o f correlation coefficients greater than 
0.30 in size is required to justify the appropriateness o f factor analysis (Hair et al., 2006). 
Another method o f determining the appropriateness o f factor analysis is through the 
Bartlett test o f sphericity. Bartlett test of sphericity is a ‘statistical test that assesses the 
statistical significance that the correlation matrix has significant correlations among at 
least some of the variables’ (Hair et al., 2006:114). However, because o f  its sensitivity 
and dependence on sample size (TV), the test is likely to be significant with large samples 
even if  correlations among the variables are low. As a result, Tabachnick and Fidell
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(2007) recommended that the test be used only if  there are fewer than five cases per 
variable.
A  third measure to quantify the degree o f inter-correlations among the variables and 
appropriateness o f factor analysis is the measure of sampling adequacy (M SA ). M SA  
quantifies the degree o f inter-correlations among variables and the index ranges from 0 to 
1, where 1 indicating that each variable is predicted without error (Hair et al., 2006). 
Kaiser (1974) proposed the following guidelines for interpreting the M SA: 0.8 or above, 
m eritoriou s; 0.7 or above, m iddlin g’, 0.6 or above, mediocre', 0.5 or above, m isera b le ; and 
below 0.5, unacceptable. M SA  values o f  at least 0.50 and above are requked before 
proceeding with factor analysis (Hak et al., 2006; Tabachniclc and Fidell, 2007).
5.7.1.4 Stage 4: Deriving Factors and Assessing Overall Fit
A  related issue concerns the number o f factors to extract in the FA. In deciding how many 
factors to extract/retain, Hak et al., (2006) suggest that the researcher must combine a 
conceptual foundation (e.g. How many factors should be in the structure?) with some 
empirical evidence (e.g. How many factors can be reasonably supported?). The inclusion 
o f more factors in a solution produces a better fit between observed and reproduced 
correlation matrices and also results in greater percent o f variance “explained”. However, 
the more factors are extracted, the less parsimonious the solution becomes. As a result, 
there is a trade-off between achieving an adequate fit and obtaining a parsimonious set o f  
factors (Tabachnik and Fidell, 2007; Hak et al., 2006). Several criteria exist to determine 
the number o f factors to extract (Gorsuch, 1983; Zwick and Velicer, 1986). Some o f them 
include: Kaiser latent root criterion, percentage o f variance criterion, Scree test criterion 
and a priori criterion,
In the marketing domain, it is common practice to use the “Kaiser latent root criterion” 
(e.g. Alexander and Colgate, 2000; Urban, 2001). Under this approach, factors are 
retained if they explain more o f  the total variance than a single item is capable o f  
explaining (DeVellis, 1991; Sharma, 1996). Each variable contributes a value o f 1 to the 
total eigenvalue and hence only factors with an eigenvalue greater than 1 are considered 
significant; all factors with latent roots less than 1 are considered as insignificant and are 
discarded (Lee and Hooley, 2005). However, Hair et al. (2006) point out that the use o f
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Kaiser criterion is most reliable when the number o f variables is between 20 and 50. If  the 
number o f variables is less than 20, there is a tendency for this method to extract a 
conservative number o f factors. On the other hand, if the number o f variables is greater 
than 50, this criterion is likely to overestimate the number o f factors in the data set.
A  second criterion, the scree test, is used to identify the optimum number o f factors that 
can be extracted before the amount o f variance begins to dominate the common variance 
structure (Cattell, 1966). The scree plot is available through SPSS and is derived by 
plotting the latent roots (Eigenvalues) against the number o f factors in their order o f  
extraction (Hair et al., 2006). In order to decide on the maximum number o f factors to 
retain/extract, the researcher visually inspects the scree plot for the point at which the 
curve first straighten out. Usually, the scree test can result in up to three of more factors 
being considered for inclusion when compared to the Kaiser latent root criterion (Cattell, 
1966). Unfortunately, the scree test is not exact as it relies on researchers’ judgment o f  
where the discontinuity in eigenvalues occurs (Tabachnik and Fidell, 2007). Gorsuch 
(1983) reports that scree test results are more reliable only when sample size is large, 
communalities high and each factor consists o f several items with high loadings.
Another approach, the percentage o f variance criterion, is based on achieving a specified 
(maximum) cumulative percentage o f total variance extracted by the factors. However, 
when using this approach, there is no absolute threshold as to what constitutes the 
“maximum” cumulative percentage o f variance extracted although in the field o f natural 
sciences, a threshold o f 95 percent is desirable. In contrast, in social sciences, 60 percent 
o f total variance extracted (and in some cases less) is deemed satisfactory (Hair et al., 
2006).
A  priori criterion is considered as a simple and reasonable criterion, depending on certain 
circumstances. The researcher already has a clear idea as to the number o f factors to 
extract before undertaking factor analysis. Usually, the researcher instructs the computer 
software to stop the analysis when the desired number o f factors is extracted. A  priori 
criterion is very useful for theory testing about the number o f factors to be extracted and 
to replicate other researcher’s work at identifying similar factors/dimensions (Haft et al., 
2006).
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In summary, it is common for researchers to use a combination o f approaches in 
determining how many factors to extract. Hair et al. (2006) posit that an exact 
quantitative basis for deciding the number o f factors to extract has not been developed. 
Accordingly, when undertaking factor analysis, this research uses several criteria to 
determine the initial number o f factors to retain namely:
■ Factors with eigenvalues greater than 1.0;
■ Enough factors to meet a specified percentage o f variance explained, usually 60% 
or higher; and
■ Factors shown by the scree test to have substantial amount o f variance
Furthermore, as Han et al., (2006) suggested, several alternative factor solutions will be 
considered in order to identify the best structure to represent tourists’ emotional 
responses. More specifically, examining a number of different factor structures, enable 
the researcher to make comparisons in order to arrive at the best representation o f the data 
(Han et al., 2006).
5.7.1.5 Stage 5: Interpreting the Factors
The result o f factor extraction, unaccompanied by rotation, is hard to interpret and not 
sufficient. As a result rotation is used to improve the interpretability and scientific utility 
o f the solution (Tabachnik and Fidell, 2007). Factor rotation is a mathematical attempt to 
simplify the interpretation o f factor loadings (Sharma, 1996). Researchers have the 
opportunity to choose between two methods o f factor rotation: oblique and orthogonal 
(e.g. Cattell, 1978). The main difference between the two methods is that orthogonal 
rotations constrain the “factor axes” to be at right angles to each other (i.e. factors are 
uncorrelated with each other), whereas oblique rotations allow the axes to vary in angle 
(i.e. factors may be correlated with each other). The three major orthogonal approaches 
are Q UARTIM AX, V A R IM A X  and EQUM AX. On the other hand, the common oblique 
rotation methods include: OBLIM IN, PROM AX, ORTHOBLIQUE, D Q UART and 
DOBLIM IN. While no specific rules exist to guide the researcher in selecting a particular 
orthogonal or oblique rotational technique, orthogonal rotation is prevalent in marketing 
and within other disciplines (Stewart, 1981; Sharma, 1996). Accordingly, f o r  the p u rp o se  
o f  this research, orth ogon al ro ta tion  w ill be a p p lied  to  the in itia l f a c to r  solution. More
P a g  e 1183
Methodology I: Chapter
Sameer Ullah Hosany Study 1 Five
specifically, the V A R IM A X  procedure in SPSS will be used. V A R IM A X  rotation 
simplifies factor interpretation by maximising the variance o f the loadings within factors. 
The spread in loadings is maximised: loadings that are high after extraction become 
higher after rotation and low loadings become lower (Tabachnik and Fidell, 2007).
Once the factor matrix is rotated either using orthogonal or oblique rotation, the next step 
is to examine factor loadings o f  the factor pattern matrix. Factor loading refers to the 
correlation between the item and the corresponding factor. The size o f the factor loading 
is a measure o f the importance o f the item in measuring each factor. Factor loadings, like 
correlations, can vary between +1 to -1. I f  an item is closely associated with a factor, the 
factor loading will be high. High loading means that the variable helps to define that 
factor (Haii* et al., 2000). In common with most statistical techniques, the significance o f  
a factor loading is dependent on sample size. However, given the advances in marketing 
research, a factor loading o f 0.3 is generally considered sufficient (e.g. Chae and Hill, 
2000; Stewart and McAuley, 2000). Still, for lower sample size, higher factor loadings 
are desirable for significance. Hail* et al., (2006) provide some guidelines for identifying 
significant factor loadings based on sample size as shown in Table 5.9.
Table 5.9
Guidelines for Identifying Significant Factor Loadings Based on Sample Size
Factor Loading Sample Size Needed for Significance
.30 350
.35 250
.40 200
.45 150
.50 120
.55 100
.60 85
.65 70
.70 60
.75 50
Source: Hair et al., (1998), p. 128
From Table 5.9, with samples o f 350 or more, factor loadings o f 0.30 or greater are 
significant. However, with samples of 200, a factor loading o f 0.40 or greater is needed 
for the same level o f significance, while samples o f 100 requke loadings o f 0.55 or 
greater to be significant. Thus, researchers are advised to take sample size into account 
when evaluating significance o f factor loadings o f individual items (Lee and Hooley,
2005). As can be seen from Table 5.9, considering the samples size o f this study, it is
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deemed appropriate to consider factor loadings o f 0.40 or more as significant and 
interpretable. A  related issue when identifying the significant loading for each variable is 
item “cross loadings” where an item loads significantly on more than one factor. 
Variables with several significant loadings (cross-loading) are problematic when 
interpreting factors. As a result, such variables have to be deleted and the factor model re- 
estimated until the structure is purified and simple to interpret (Haft et al., 2006).
Once significant loadings have been identified and cross loadings items deleted, the 
researcher has to identify for variables that are not adequately accounted for by the factor 
solution. One approach is to examine each variable’s communality, representing the 
amount o f variance an original variable shares with all other variables in the factor 
analysis. Communality values range between 0 and 1 and if values equal or exceed 1, this 
is an indication that the solution is problematic. There is too little data or the number o f  
factors is wrong and addition or deletion o f  factors may reduce the communality below 1. 
On the other hand, very low communality values indicate that the variables are unrelated 
(Tabachnik and Fidell, 2007). As an indication, a communality o f  under 0.5 signifies that 
less than half o f the variance in the item has been taken into account in identifying the 
latent construct (Haft et al., 2006). In psychometric terms, the remaining variance is made 
up o f specific (also known as unique) variance and error variance. It is common practice 
in scale purification through factor analysis to eject items which exhibit low communality 
(e.g. Savery, 1993; Singh, 2000).
5.7.1.6 Stage 6: Validation of Factor Analysis
Validation o f any factor analysis result is essential, in particular when the researcher 
attempts to identify underlying structure among variables. Validity involves assessing the 
degree o f generalizability o f the results to the wider population. In the validation process, 
optimally, the researcher has to adopt a confirmatory perspective using structural 
equation modelling and assess the replicabililty o f the factor results using a different 
sample (Haft et al., 2006). However, collecting data from a second sample is often not 
feasible. Alternatively, researchers can split the data from the original sample into equal 
sizes and re-estimate the factor models, using exploratory factor analysis. In this process, 
the researcher tests for comparability o f  the structures in terms o f factor loadings, 
communalities, and total variance explained. Another aspect o f generalizability is the
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stability o f the factor models and it is advisable to obtain the largest sample possible in 
order to increase the cases-to-variables ratio. Accordingly, in this research, the resulting 
factor structure (destination emotion scale) as derived from Study 1, will be further 
validated using a larger sample (Study 2) to assess both the replicabililty and stability o f  
the obtained factor models.
5.7.1.7 Stage 7: Additional Use of Factor Analysis Results
As a last stage in the factor analysis process, the researcher has the option o f using factor 
analysis not only as a data summarisation tool but also as a data reduction tool. In this 
context, factor analysis will reduce the number o f variables, either through selecting 
surrogate variables or by creating new composite variables (summated scales and factor 
scores). Either option will generate new variables for use, for example, as independent 
variables in regression or discriminant analysis or as dependent variables in multivariate 
analysis o f variance.
The first approach for creating a smaller set o f variables, the researcher can simply 
explore the factor matrix and select the item with the highest loading on each factor to act 
as surrogate variable, representative o f that factor (Hair et al., 2006). However, using 
surrogate variable is over-simplistic and does not address the issue o f measurement error. 
Furthermore, it can result in potentially misleading results by selecting only a single 
variable to represent a complex dimension. Finally, the selection process is not straight 
forward as two or more variables might have significant loadings that are fairly close to 
each other and yet the researcher has to choose only one to be representative o f a 
particular dimension.
Alternatively, the researcher can compute a summated scale, defined as, “a composite 
value for a set o f variables calculated by such simple procedures as talcing the average o f  
the variables in the scale” (Hair et al., 2006: 156). As opposed to the approach o f 
selecting surrogate variables as representative o f the factor, summated scales provide two 
specific benefits: 1) a means o f overcoming, to some extent, measurement error and 2) 
ability to represent the multiple aspects o f a concept in a single measure (Hair et al., 
2006). Measurement error is defined as “the degree to which the observed values are not 
representative o f the actual values due to any number o f  reasons, ranging from actual
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errors (e.g. data entry errors) to the inability o f individuals to accurately provide 
information” (Hair et al., 2006: 136). The summated scale reduces measurement error by 
using multiple indicators (variables) and hence reduces the reliance on a single response. 
A  second benefit o f summated scale is its ability to represent complex facets o f a concept 
parsimoniously in multivariate models and thus ease results interpretation. However, Hair 
et al. (2006) identified foui* issues key to the construction o f any summated scale: 
conceptual definition, dimensionality, reliability and validity. Table 5.10 summarises the 
rules o f thumb for creating summated scales.
Table 5.10
Rules of Thumb for Creating Summated Scales 
Key Issues Description
Conceptual A  summated scale is only as good as the items used to represent the
Definition construct; even though it may pass all empirical tests, it is useless without
theoretical justification
Dimensionality Never create a summated scale without first assessing its unidimensionality 
with exploratory or confirmatory factor analysis
Reliability Once a scale is deemed unidimensional, its reliability score, as measured by
Cronbach’s alpha:
Should exceed a threshold of 0.70, although 0.60 level can be used in 
exploratory research
The threshold should be raised as the number of items increases, 
especially as the number of items approaches 10 or more
Validity With reliability established, validity should be assessed in terms of:
Convergent validity 
Discriminant validity 
Nomological validity
Source: Adapted from Hair et al., (2006), p. 139
From Table 5.10, the starting point for creating any summated scale is its conceptual 
definition which specifies the theoretical basis for the summated scale by defining the 
concept being represented in terms o f its applicability to the research context (Hak et al., 
2006). In academic research, usually, theoretical definitions are based on prior research 
that can be identified from the literature. Furthermore, the items that will form part o f the 
summated scale are subjected to content validity assessment. The ultimate objective is to 
ensure that the selection o f items not only meets empkical criteria but also satisfies 
theoretical and practical considerations (Churchill, 1979; Robinson et al., 1991).
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Another underlying assumption and essential requirement for creating a summated scale 
is that items are unidimensional, meaning that the items are strongly associated with each 
other and represent a single concept (Hattie, 1985). Each summated scale should consist 
o f high item loadings on a single factor (Anderson et al., 1987; Nunnally, 1978). 
Furthermore, the summated scale should display sufficient reliability and validity 
properties. Reliability is an assessment o f the degree o f consistency between multiple 
measurements’ o f a variable. Validity is the extent to which a scale accurately represents 
the concept o f interest (Hair et al., 2006). Reliability and validity are discussed in greater 
depth later in this chapter. The third approach in reducing data obtained from factor 
analysis is to calculate factor scores. Factor scores “represents the degree to which each 
individual scores high on the group o f items with high loadings on a factor” (Haft et al., 
2006: 139). Thus, variables with high loadings on a factor will result in higher factor 
score. Factor scores differ from summated scales in that factor scores are based on the 
size o f all loadings that constitute the factor (as opposed to calculating the mean score o f  
selected items with high loadings).
Having reviewed the three approaches to data reduction and based on the advantages and 
disadvantages o f each approach, this research will compute summated scale for 
subsequent application to other statistical techniques such as correlation and regression 
analyses. Indeed, Haft et al, (2006) hypothesised that if generalizability or transferability 
is desired, summated scales are more appropriate. Furthermore, the researcher will follow 
the guidelines discussed above in order to create a summated scale for the emotion items 
that satisfies the criteria for unidimensionality, reliability and validity.
5.8 Step 5: In te rn a l Consistency A ssessm en t -  R e liab ility
Reliability is the extent to which an experiment, test, or any measuring procedure yields 
the same results in repeated trials (Carmines and Zeller, 1979). An assessment o f 
reliability is vital since, in order to be valid, a measure must be reliable (Kline, 2000; 
Peter, 1979; Spector, 1992). Nunnally (1967: 206) defined reliability as “the extent to 
which [measurements] are repeatable and that any random influence which tends to make 
measurements different from occasion to occasion is a source o f measurement error”. 
Indeed, measurement error can be a source o f a large amount o f variance in measures o f  
latent constructs used in social science research (e.g. Cote and Buckley, 1987; 1988). The
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reliability o f a measure is high when “independent but comparable measures o f the same 
trait or construct o f a given object agree” (Churchill, 1979: 65). High inter-correlations 
between scale items indicate that items are strongly related to the latent construct. Scales 
with high inter-correlations are known as internally consistent (e.g. Kline, 2000; 
DeVellis, 1991; Churchill, 1979).
Reliability is concerned with the proportion o f variance in a measure, which is 
attributable to the true score on the latent construct (DeVellis, 1991). However, it is 
impossible to ascertain the true score o f a subject on a latent construct and the amount o f  
random error (ICerlinger and Lee, 2000). As a result, reliability can never be estimated 
exactly but can only be approximated in a number o f ways (ICerlinger and Lee, 2000; 
Kline, 2000). The different ways are test-retest, parallel-form, inter-item consistency and 
split-half (Oppenheim, 1992; Sekaran, 2003). The approaches in assessing reliability are 
summarised in Table 5.11.
Table 5.11
Approaches to Assess Reliability
Reliability Description
Test-retest reliability Applying the same measure to the same objects a second 
time
Parallel-form reliability Measuring the same objects by two instruments that are 
designed to be as nearly alike as possible
Inter-item consistency reliability Comparing the responses among the various items on a 
multiple-item index designed to measure a homogeneous 
concept
Split-half reliability Dividing the measure into two halves which are as nearly 
parallel as possible and then computing the correlation 
coefficient
Source: Adapted from Tull and Hawkins (1990): 273
The reliability coefficient obtained with a repetition o f the same measure on a second 
occasion is called test-retest reliability (Sekaran, 2003). The basic tenet o f the test-retest 
reliability is to ensure that responses are not too varied across time periods so that a 
measurement taken at any time is reliable (Hair et al., 2006). Basically, the same measure 
is given to a sample o f  respondents at time 1 and is then administered to the same 
respondents later at time 2. The interval between the two administrations may vary from
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a few days to a few years (Breakwell et al., 2000). Correlation coefficients are calculated 
to compare the two sets o f responses and are collectively referred to as the instrument’s 
test-retest reliability. High test-retest coefficients establish the stability o f the measure 
across time (Sekaran, 2003). In general, if  correlation coefficients equal or exceed 0.70, it 
is considered that the test-retest reliability is good (Litwin, 1995). However, the retest 
method suffers a serious limitation; respondents’ memory for the first test influences 
retest responses. For this reason, Nunnally and Bernstein (1994), argue that, with one 
exception, test-retest method should not be used to estimate reliability. In fact, test-retest 
reliability is appropriate only when the attribute being measured does not change over 
time.
Parallel-form reliability is achieved when responses on two comparable sets o f 
measures tapping the same construct are highly correlated (Sekaran, 2003). It involves 
employing differently worded items to measure the same attribute. Items or scales are 
administered to the same population at different point in time and correlation coefficients 
calculated. I f  they are high, the survey instrument is considered to have good altemate- 
form reliability (Litwin, 1995). For example, if two such comparable measures are highly 
correlated (0.8 and above), the measures are reasonably reliable with minimal error 
variance caused by wording, ordering or other factors (Sekaran, 2003). From a practical 
standpoint, however, parallel-form reliability entails some limitations. The procedure 
requires that two set o f measures are developed instead o f one. At the same time, the 
researcher has to ensure equivalence between the two forms (Breakwell et al., 2000).
A  more practical and commonly used method for estimating the reliability o f  a measure is 
to examine its inter-item consistency (Breakwell et al., 2000; Hak et al., 2006). In 
essence, inter-item consistency reliability is achieved when individual items or 
indicators measuring the same construct are highly inter-correlated (Churchill, 1979). The 
most popular test o f inter-item consistency reliability is the Cronbach’s alpha coefficient, 
which tells how well the items measure the same construct (Churchill, 1979; Peter, 1979; 
Nunnally and Bernstein, 1994; Oppenheim, 1996; Sekaran, 2003). Cronbach’s (1951) 
coefficient alpha had been the measure o f choice within marketing for assessing the 
reliability o f a scale (Peter, 1979; Peterson, 1994). In simple terms, coefficient alpha is 
“the proportion o f a scale’s total variance that is attributable to a common source” 
(DeVellis, 1991: 27). A  large coefficient alpha provides an indication o f strong item
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covariance or homogeneity and suggests that the sampling domain has adequately been 
captured (Churchill, 1979). The generally agreed lower limit for Cronbach’s alpha 
coefficient is 0.70 (Nunnally, 1978; Robinson et al., 1991) although coefficient alpha 
value o f 0.50 to 0.60 is sufficient in early stages o f  research (Nunnally, 1978). For 
Oppenheim (1992), coefficient alpha o f 0.85 is required for judging the reliability o f an 
attitude scale. However, in psychometric theory, Breakwell et al., (2000) recommend a 
coefficient alpha as high as 0.90 forjudging the reliability o f  a psychometric test.
Split-half reliability reflects the correlations between two halves o f an instrument 
(Sekaran, 2003). In this method, the instrument is divided in half, usually by placing the 
even-numbered items in one group and the odd-numbered items in another group. A  score 
is obtained for each half o f the test and is then correlated (Nunnally and Bernstein (1994). 
However, there is one fundamental drawback with this technique; different ways o f  
splitting the measures can produce quite different reliability coefficients (Breakwell et al., 
2000).
i
Accordingly, for the purpose o f this research, reliability o f the scales will be assessed 
using inter-item consistency by computing the Cronbach’s alpha statistic. Cronbach’s 
(1951) coefficient alpha had been the measure o f choice within marketing for assessing 
the reliability o f  scales (Peter, 1979; Peterson, 1994). In the literature, “composite 
reliability” coefficient (Fornell and Larcker, 1981; Gerbing and Anderson, 1988) has 
received some use recently but coefficient alpha still remains the primary foundation 
upon which reliability assessment o f marketing scales are based (Lee and Hooley, 2005).
5.9 Step 6: Scale  E va lu a tio n  -  C on stru c t V a lid ity
Construct validation is essential for the development o f quality measures (Schmitt and 
IClimoski, 1991). Valid measurement is the sin e  qua non o f science. In general, the term 
validity refers to the degree an instrument truly measures the constructs which it is 
intended to measure (Peter, 1979; Nunally and Bernstein, 1994; Hail* et al., 2006). Several 
types o f validity assessment techniques exist to test the goodness o f measures and in the 
literature different terms are used to denote them. Sekaran (2003) grouped validity tests 
under three broad categories: content validity, criterion-related validity and construct 
validity. Evidence o f construct validity can be obtained by examining the extent to
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which the scales demonstrate convergent validity, discriminant validity and criterion- 
related validity. The various types o f validity are summarised in Table 5.12.
Table 5.12 
Types of Validity
Validity Description
Content validity Does the measure adequately measure the concept?
Face validity Do ‘experts’ validate that the instrument measures what its name 
suggests it measures?
Criterion-related validity Does the measure differentiate in a manner that helps to predict a 
criterion variable?
Concurrent validity Does the measure differentiate in a manner that helps to predict a 
criterion variable?
Predictive validity Does the measure differentiate individuals in a manner as to help 
predict future criterion?
Construct validity Does the instrument tap concept as theorised?
Convergent validity Does two instruments measuring the concept correlate highly?
Discriminant validity Does the measure have a low correlation with a variable that is 
supposed to be unrelated to this variable?
Source: Sekaran (2003), p. 208
Content validity is the represen ta tiven ess or sa m plin g  adequ acy  o f  the content o f a 
measuring instrument (Kerlinger and Lee, 2000). The pmpose o f content validation is to 
assess whether the items adequately represent a performance domain or construct o f  
specific interest (Crocker and Algina, 1986). This form o f validity, also known as face 
validity, subjectively assesses the correspondence between individual scale items and the 
concept o f interest through expert judges’ evaluations (Hair et al., 2006). Content validity 
is an important step in developing psychometrically sound scale. In the first study, five 
judges (three faculty members and two doctoral students from the School o f  
Management) assessed the content validity o f the emotion items generated in earlier 
stages (refer to section 5.5 on content adequacy assessment). This was in line with Peter 
(1979:143) argument that
‘i f  m easures do n o t have a  high d egree  o f  con ten t valid ity , de term in ed  p r im a rily  
through log ica l analysis, they cannot have a  high degree  o f  con stru ct va lid ity  even  
they m eet em pirica l stan dards ’
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Criterion-related validity is established when the measure differentiates individuals on a 
criterion it is expected to predict (Sekaran, 2003). There are two types o f criterion-related 
validity: predictive and concurrent. Predictive validity asks the question: does the 
measure predict later behaviour? For Tull and Hawkins (1990: 276), ‘predictive validity 
is the extent to which an individual’s future level on some variable can be predicted by 
his performance on a current measurement’. It is concerned with using an instrument to 
estimate some criterion behaviour that is external to the measuring instrument itself 
(Nunnally and Bernstein, 1994). In this research, predictive validity was assessed using 
regression analysis to estimate how well the destination emotion scale predicts 
satisfaction, intention to recommend and attitude towards the destination.
Concurrent validity ‘is the extent to which one measure o f a variable can be used to 
estimate an individual’s current score on a different measure or a closely related variable’ 
(Tull and Hawkins, 1990: 275). Usually, the pattern o f correlations between a measure 
and its validating criteria is examined to assess concurrent validity (Breakwell et al.,
2000). In practical terms, concurrent validity is the scale’s ability to correlate with 
another scale measuring the same construct.
Construct validity is the most complex form o f validity (Tull and Hawkins, 1990; 
Nunnally and Bernstein, 1994). It testifies ‘how well the results obtained from the use o f  
the measure fit the theories around which the test is designed’ (Sekaran, 2003: 207). 
Construct validity is an understanding o f the factors that underlie a measuring instrument 
(Tull and Hawkins, 1990) and can be assessed using factor analysis. Factor analysis 
examines the interrelationships among a large number o f items and then explaining these 
items in terms o f their common underlying dimensions. There are two forms o f construct 
validity: convergent and discriminant validity.
Convergent validity assesses the degree to which two measures o f the same construct are 
correlated (Hair et al., 2006). Usually, the researcher look for an alternative measure for 
the construct o f interest and them correlate them with the summated scale. High 
correlations between the two scales indicate that the scale is measuring the intended 
concept.
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Discriminant validity is determined by demonstrating that a measure does not correlate 
very highly with another measure from which it should differ (Campbell, 1960). In 
simplistic terms, scales that correlate too highly may be measuring the sam e ra th er than 
different constructs (Churchill, 1979). Discriminant validity is indicated by ‘predictably 
low correlations between the measure o f interest and other measures that are supposedly 
not measuring the same variable or concept’ (Heeler and Ray, 1972: 362).
According to Crocker and Algina (1986) and Sekaran (2003), the three widely used 
approaches in establishing validity are through (i) corre la tion a l an a lysis (for establishing 
concurrent, convergent and discriminant validity), (ii) fa c to r  an a lysis, a multivariate 
technique which would confirm the dimensions o f the concept that have been 
operationally defined, as well as indicate which items are most appropriate for each 
dimension (for establishing construct validity), (iii) regression analysis and (iv) the 
m ultitra it-m ultim ethod m atrix  o f correlations derived from the measuring o f concepts by 
different forms and different methods. In this research, regression, correlation and 
analysis are used to establish validity o f the measurement scales. The underlying 
assumptions for regression and correlation analyses are discussed below and factor 
analysis explained earlier (Section 5.7).
Regression analysis is the most widely used dependence technique in research and is used 
to analyse the linear relationship between a dependent variable and multiple independent 
variables (Hair et al., 2000). The two goals o f regression are commonly referred to as 
p red ic tio n  and explanation  (Hutcheson and Sofroniou, 1999). There are three different 
types o f multiple regression analyses: standard regression; sequential (hierarchical) 
regression; and statistical (stepwise) regression (Tabachnick and Fidell, 2007). In 
standard regression, all the independent variables are entered into the equation 
simultaneously. Each independent variable is evaluated in terms o f what it adds to predict 
the dependent variable, over and above that offered by the other independent variables. In 
the sequential (hierarchical regression), independent variables are entered into the 
equation in an order specified by the researcher based on theoretical grounds. 
Hierarchical regression enables the researcher to determine the contribution o f an 
additional independent variable at estimating the dependent variable by looking at the 
significant incremental gain in R 2 value for the model. The last major type o f regression, 
stepwise, is also known as statistical regression. In stepwise regression, the order o f entry
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o f the independent variables in the model is solely based on statistical criteria. Variables 
considered as best predictors o f the independent variable, are first entered in the 
regression model (Tabachnick and Fidell, 2007). Interpreting a regression model requires 
an understanding o f several parameters. The discussion which follows addresses some o f  
the key parameters.
The Coefficient of Determination (R 2) provides descriptive information about the model 
fit (Hutcheson and Sofroniou, 1999). In the case o f multiple regression analysis, the R 2 
measure shows ‘the amount o f variation in the dependent variable associated with (or 
explained by) all o f the independent variables considered together’ (Haft et al., 2000: 
574). The larger the R 2 value, the more o f the dependent variable is associated with the 
independent variables. The R 2 provides an indication o f the explanatory power o f the 
model, but it does not indicate the level significance o f the model (Hutcheson and 
Sofroniou, 1999). The F  statistic is used to assess the statistical significance o f the overall 
regression model. As a rule o f thumb, to be considered statistically significant, F  statistic 
value must be <0.05.
The beta coefficient is the standardised regression coefficient that enables direct 
comparison between coefficients as to theft- relative explanatory power o f the dependent 
variable (Haft et al., 2006). The beta coefficient indicates the type o f relationship 
(positive and negative) and strength o f the relationship between independent and 
dependent variables. The sign o f  the coefficient denotes whether the relationship is 
positive and negative. The strength o f the relationship is determined by the size o f beta 
coefficients and ranges from -1.00 to +1.00. The absolute value o f a standardised beta 
coefficient indicates the relative importance o f the variable in predicting the dependent 
variable (Haft et al., 2006).
A  key issue in regression analysis is the assessment o f multicollinearity, a term used to 
describe a situation where an exploratory (independent) variable is related to one or more 
o f the other exploratory variables in the regression model (Hutcheson and Sofroniou, 
1999). The effects o f multicollinearity can be substantial and its assessment should be 
undertaken in two steps: (1) identification o f the extent o f collinearity and (2) assessment 
o f the degree to which the estimated coefficients are affected (Haft et al., 2006). The two 
most common measures for assessing collinearity are the tolerance value and the
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variance inflation factor (V IF ). Tolerance is defined as “the amount o f variability o f the 
selected independent variable not explained by the other independent variables” (Hair et 
al., 2006: 227). VIF  is an indicator o f the effect that the other independent variables have 
on the standard error o f a regression coefficient and is calculated as the inverse o f the 
tolerance value (Hail* et al., 2006). Very small tolerance values (<0.2) and large VIF (>5) 
denote instances o f higher degrees o f multicollinearity (Hutcheson and Sofroniou, 1999).
The Pearson Correlation coefficient (#*) measures the degree o f  linear association 
between two variables (Hair et al., 2006). It indicates the strength o f  the association 
between a dependent and an independent variable. The correlation coefficient can be 
either positive or negative, depending on the direction o f the relationship between the two 
variables. The values can range from -1 to +1, with +1 indicating a perfect positive 
relationship, 0 indicating absolutely no relationship and -1 indicating a perfect negative 
relationship. Furthermore, the size o f  the correlation coefficients can be used to 
quantitatively describe the strength o f the association. Some guidelines exist for 
characterising the strength based on the correlation coefficient (Hair et al., 2000). Table 
5.13 depicts the rules o f thumb about the strength o f correlation coefficients.
Table 5.13
Rules o f Thumb about the Strength of Correlation Coefficients
Range of Coefficient Description of Strength
±0.81 to ±  1.00 Very Strong
±0.61 to ±0.80 Strong
±  0.41 to ±  0.60 Moderate
± 0.21 to ±  0.40 Weak
±  0.00 to ±  0.20 None
Source: Hair et al., (2000): 563
As Table 5.13 suggests, correlation coefficients between ±.81 and ±1.00 are considered 
very strong. At the other extreme, if the correlation coefficient is between ±.00 and ±.20, 
it indicates no association. Correlation coefficients between ±.41 and ±60 are considered 
as moderate relationship.
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Furthermore, in this research, post-hoc tests were performed on the data using two 
common types o f univariate procedures, the t-test and A N O V A . The /-test assesses the 
statistical significance o f the difference between two groups mean scores for a single 
dependent variable. The use o f a t-test requires interval and ratio data and assumes that 
the sample populations are normally distributed and variances are equal. In order to 
assess the statistical significance o f the differences between two groups in terms o f  the 
dependent variable, the t  statistic is computed and compared against critical value o f the 
t statistic (p  value). I fp  value >0.05, it indicates that the mean scores for the two groups 
are not statistically significant. Alternatively, if p  value <0.05, the researcher can 
conclude that the two groups do exhibit differences on the dependent measure (Hair et al.,
2006). The /-test is easy to use and apply but entails some limitations: (1) it only 
accommodates two groups; and (2) it can only assess one independent variable at a time.
As a result, to overcome these limitations, the researcher can use analysis o f variance 
(A N O V A ). A N O V A  offers the researcher the flexibility to test for statistical differences 
between more than two groups and to simultaneously assess more than one independent 
variable. The independent variable(s) in an A N O V A  must be categorical (non-metric) and 
the dependent variable measured either as interval or ratio scale. In A N O V A , differences 
between the group means are examined with the F-statistic. Larger F-statistic indicates 
significant differences between the groups. Unfortunately, A N O V A  only detect statistical 
differences among groups and does not identify where the differences lies. To assess 
these differences, the researcher has to run p o s t  h oc tests. Several p o s t  hoc tests exist and 
the most common methods are the Tukey and Duncan tests (Hair et al., 2006).
5.10 Step 6: R ep lication  (S tu d y  2 )
The last step in the scale development is to replicate the findings using a different set o f  
data and repeating the scale testing process, as outlined above. I f  the initial sample was 
large enough, it may be possible to split the sample randomly in halves and conduct 
parallel analyses. The replication process should include confirmatory factor analysis, 
reliability analysis and construct validation. For the purpose o f this research, the 
destination emotion scale (DES), will be used in Study 2. Study 2 will seek to replicate 
the factor analysis results and identify relationships with other constructs (antecedents 
and consequences o f emotional responses).
P a g  e j 197
Methodology I: Chapter
Sameer Ullah Hosany Study 1 Five
5.11 C on c lu s ion
The steps in the research process are outlined in this chapter. In order to achieve its 
objectives, the study adopts a rigorous and methodologically sound approach to scale 
development (e.g. Churchill, 1979; Anderson and Gerbing, 1982; Bentler and Bonnet, 
1980; Gerbing and Anderson, 1988; Nunally and Bernstein, 1994; Peter, 1981). The table 
below summarises the various steps in the research process.
Table 5.14
Summary of the Research Process 
Steps Tasks
1. Item Generation
2. Content Adequacy 
Assessment
3. Questionnaire 
Administration
4.Exploratory Factor 
Analysis
5. Internal Consistency 
Assessment
6. Construct Validity
7. Replication
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To generate emotion items, a review o f the literature was 
carried out on emotion scales. This is further complemented 
with focus groups and projective techniques.
The generated pool o f emotion items was subjected to content 
validity using faculty members and doctoral students from the 
School o f Management, University o f  Surrey.
A  questionnaire with the measurement scales was designed and 
administered to a sample o f 215 respondents. Others measures 
such as intention to recommend, satisfaction and overall 
attitude are included to later assess construct validity.
The underlying structure o f emotional responses will be 
identified using exploratory factor analysis.
Internal Consistency o f  the scale will be assessed using 
Cronbach’s Alpha statistic. The minimum threshold point 
alpha =  0.70 for scale reliability will be applied.
Construct validity o f  the emotional scale will be established 
using convergent, discriminant and criterion-related validity. 
Regression and correlation analyses will be performed on the 
data.
The destination emotion scale developed in this study (Study 1) 
is used as input for the main study (Study 2) to replicate the 
results and to test relationships with other constructs 
(antecedents and consequences o f emotional responses).
Ch a pte r  S ix
Findings I: 
Stu d y  1
Sameer Ullah Hosany
Findings: Chapter
Study 1 Six
CHAPTER SIX
FINDINGS: 
STUDY 1
6.0 In troduction
In this chapter, findings o f the first empirical study (Study 1) are presented. The study 
took place in a U K  town, Guildford and data were collected by the researcher over a 
period o f one month. A  total o f 215 respondents were approached randomly on streets 
and around shopping malls to fill a face to face administered questionnaire. After editing 
15 questionnaires were dropped due to excessive missing data. Data were analysed using 
the Statistical Package for the Social Sciences (SPSS 14.0). SPSS provided statistical 
analysis o f the data including factor analysis, reliability estimation, correlation and 
regression analysis, t-test and A N O V A . The first part o f the chapter profiles respondents 
in terms o f their demographic characteristics, followed by a descriptive analysis o f the 
measurement scales. Next, validity and reliability analyses are discussed. The third part 
assesses the relationship between emotions and its theoretically related constructs. 
Finally, the chapter presents the results o f  post-hoc analysis performed on the data and 
discusses findings o f the follow-up study. Table 6.1 provides an overview o f the stages in 
analysing the data.
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Table 6.1 Overview o f the Stages in Analysing the Data
Stages Description
1st Stage
Profile of Respondents - Sample characteristics.
- Checking the overall quality and representativeness of the 
data (t-test and ANOVA).
2nd Stage
Descriptive Analysis - Mean scores and standard deviations of the scale items 
(emotions and dependent measures).
3rd Stage
Exploratory Factor Analysis - Identifying the dimensionality of the destination emotion 
scale.
4th Stage
Reliability Assessment - Assessing the reliability of the destination emotion scale 
as using Cronbach’s Alpha.
5th Stage
Summated Scales - Creating summated scales for the emotion items (as 
derived from factor analysis) to be used in correlation and 
regression analyses.
6th Stage
Scale Validation - Validating the emotion scale using dependent variables 
(overall satisfaction, intention to recommend and attitude 
towards the destination).
7th Stage
Correlation Analysis - Creating a correlation matrix for the study constructs and 
identifying the nature of the relationships (significance, 
direction & strength).
8th Stage
Post-Hoc Analysis - Analysis (correlation, regression and FA) on the data 
using both positive and negative emotion items.
9th Stage
Follow Up Study - Descriptive and correlation analyses performed on the data 
collected from a follow-up sample of 30 respondents.
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6.1 P ro f i le  o f  R e sp o n d e n ts
6.1.1 G en d e r
Figure 6.1 presents the gender distribution o f the sample
Figure 6.1 Sample Representation by Gender (N=200)
■  Male Female
Respondents were almost equally split between males and females at 52 and 48 per cent 
respectively. The sample is representative o f the U K  outbound travel population for 2005 
in terms o f gender: males: 54.4%; females: 45.6% by females (Travel Trends, 2006). 
Furthermore, an independent sample t-test was conducted to compare emotion ratings for 
males and females. Emotions were grouped into 3 categories (Joy, Love and Positive 
Surprise) as per factor analysis (discussed later in the chapter). Table 6.2 presents the t- 
Test outcomes.
Table 6.2
Independent Sample t-Test: Gender and Emotion Ratings (N=200)
N Mean t-statistics p  value
Joy -0.027 0.98
Male 104 5.36
Female 96 5.37
Love -0.287 0.77
Male 104 4.07
Female 96 4.13
Positive Surprise -0.414 0.68
Male 104 4.09
Female 96 4.18
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From Table 6.2, there is no significant difference (p  value >.05) in emotion ratings 
between male and female respondents: Joy (M=5.36; F=5.37; t=-0.027; p - 0.98); Love 
(M=4.07; F=4.13; t=-0.287; /?=0.77); Positive Surprise (M=4.09; F=4.18; t— 0.414; 
/?=0.68). Therefore, these findings establish the homogeneity o f the respondents in the 
sample in terms o f their emotion ratings..
6.1.2 A g e  G ro u p
Figure 6.2 shows the sample representation by age group
Figure 6.2 Sample Representation by Age Group (N=200)
27,0% 16,5% 8,5%  3 0%
■  16-24 25-34 35-44 ■  45-54 ■  55-64 ■  Over 64
In terms o f age group, 27% o f the respondents were between 16 and 24 years o f age, 26% 
were between 25 and 34, 19% were between 35 and 44, 17% were between 45 and 54, 
8% were between 55 and 64 and only 3% over 64. In fact, a majority o f  72% respondents 
were between the ages o f 16 to 44. However, the sample characteristics were not truly 
representative o f the U K  travel population for 2005. Travel statistics in terms o f age 
group for 2005 were as follows: 16-24 (9.4%); 25-34 (20.7%); 35-44 (23.4%); 45-54 
(21%); 55-64 (16.1%); 65 and over (9.5%).
In order to assess whether the non-representativeness o f the sample have an impact on the 
data, one way between-groups analysis o f  variance (A N O V A ) was conducted to explore 
whether respondents’ emotion ratings differ in terms o f age group. Age was divided into 
5 groups (Group 1: 16-24 yrs; Group 2: 25-34 yrs; Group 3: 35-44 yrs; Group 4: 45-54 
yrs; and Group 5: above 54 yrs ). Table 6.3 presents the findings o f the A N O V A  tests.
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Table 6.3
A N O V A  results: Age Groups and Emotion Ratings (N=200)
Emotions Sum of Mean
Squares df Square F statistic Sig.
Between 8.72 2.18 1.89 .113Joy 4Groups
Within
224.34 195 1.15Groups
Total 233.06 199
Between 14.20 3.55Love Groups 4 2.03 .092
Within 341.41 195 1.75Groups
Total 355.60 199
Between 2.58 .646Surprise Groups
Within
4 .32 .865
Groups 394.55 195 2.02
Total 397.13 199
From Table 6.3, there were no statistical differences in emotion scores (£>0.05) for the 
five groups: Joy CF(4>i95)=b89; £>=0.13); Love (F(4,i95)=2.03; £>=0.092); and Surprise 
(F1(4,i95)=0-32; £>=0.865). Therefore, these findings suggest that age has no effect on 
respondents’ emotion ratings and further establish the homogeneity o f the sample.
6.1.3 Highest Educational Leve l Attained
Table 6.4 depicts the sample representation by highest educational level attained. 
Table 6.4
Sample Representation by Educational Level (N=200)
Highest Education Level Percentage
Bachelor Degree 32
Diploma 11
Master Degree 10
O Levels 23
A  Levels 15
PhD 3
Professional Qualifications 1
No qualifications 5
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From Table 6.4, in terms o f highest education level attained, overall, respondents have a 
good standard with 3% holding a PhD degree, 10% a Master degree, 32% a Bachelor 
degree, 11% a Diploma, 15% studied up to A  levels, 23% have studied up to O levels and 
only a small percentage (5% ) do not hold any qualifications.
6.1.4 P e rso n a l A n n u a l  In c o m e
Figure 6.3 Sample Representation by Personal Annual Income (N=192)
■  less than £20 000 £20 000-E24 999 £25 000-E34 999
■  £35 000 and over
Figure 6.3 shows the sample representation by personal annual income in pounds (£) 
Forty eight percent o f respondents earned less than £20 000 annually. O f  these, 13% had 
an annual personal income within the range o f £15 000 to £19 999, 10% between £10 000 
and £14 999 and 25% earned less than £10 000. On the other hand, 40% o f respondents 
received £25 000 or above annually. O f  these, 11% earned between £25 000 and £29 999, 
6% within the range £30 000-£34 999 and 23% above £35 000.
6.1.5 O ccupation
Respondents are represented by occupation in Table 6.5 below.
Table 6.5
Sample Representation by Occupation (N=198)
Occupation Percentage Occupation Percentage
Professional Occupations 27.3 Elementary Occupations 6.1
Managers and senior 17.2 Administrative and 4.0
officials Secretarial Occupations
Associate Professional and 7.1 Process, Plant and Machine 2.0
Technical Occupations Operatives
Sales and Customer Service 8.6 Personal Service 2.0
Operations Occupations
Skilled Trades Occupations 6.1 Others 19.7
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Respondents were from a diversity o f occupation as evidenced from the table above. 
Twenty seven percent o f respondents worked in professional occupations, 17% are 
managers and senior officials, 9% worked in sales and customer service operations and 
6% are employed in skilled trade occupations.
6.2. T h e  H o lid a y  T r ip
This section summarises the main findings o f Section A  o f the questionnaire relating to 
travel characteristics o f respondents for their most recent vacation. Respondents were 
asked a number o f questions including number o f previous visits, main reason o f visit and 
travel companion.
6.2.1 Previous visits
The number o f previous visits is diagrammatically represented in Figure 6.4.
Figure 6.4 Number o f Previous Visits (N=200)
49.0% V D M i 23.0%
■  No previous visits 1-2 times 3-4 times
■  more than 4 times
The sample characteristics reveal that 49% o f respondents were on their first visit to the 
destination evaluated. This might be explained by the fact that tourists try to seek new 
experiences by travelling to destinations previously not visited. Nevertheless, the 
remaining 51% had repeat visits ranging from 1-2 visits (17%), 3-4 visits (11%) and more 
than 4 visits (23%). One way between-groups analysis o f variance (A N O V A ) was 
conducted to explore whether number o f previous visits influence respondents’ emotion 
ratings. Number o f previous visits were divided into 4 groups (Group 1: no previous 
visits; Group 2: 1-2 visits; Group 3: 3-4 visit; and Group 4: more than 4 visits). Table 6.6 
presents the findings o f the A N O V A  tests.
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Table 6 .6
A N O V A  Results: Previous Visits and Emotion Ratings (N=200) 
Emotions
J o y
L o v e
S u rp r is e
Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total
S u m  o f  
S q u a res d f
M e a n
S q u a re F  s ta tis tic S ig .
1.259 3 .420 .355 .786
231.799 196 1.183
233.058 199
9.805 3 3.268 1.852 .139
345.798 196 1.764
355.603 199
13.159 3 4.386 2.239 .085
383.969 196 1.959
397.129 199
From Table 6.5, there were no statistical differences in emotion scores (£>0.05) for across 
the four groups: Joy (/r(3)i96)=0.355; £=0.786); Love ( F (3(i96)= L 8 5 ;  £=0.14); and Surprise 
(F(3,i96)= L96; £=0.09). A s  a result, these findings suggest that previous experience has no 
effect on respondents’ emotion levels.
6.2.2 Purpose o f V is it
The diagram below depicts purpose respondents’ purpose of visit.
Figure 6.5 Purpose of Visit (N=200)
■  Leisure/Holiday Visiting Friends Other
From Figure 6.5, the main purpose of travelling was overwhelmingly for lesiure/holidays 
(75%), with some exceptions such as visiting friends and relatives (13%). Other reasons 
for travel include business (9%) and sports related (3%). The sample data was
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representative of the outbound travel population statistics (Travel Trends, 2006) in which 
holidays were the most popular reason for U K  residents to go abroad (66.5%), followed 
by business (12.9%) and visits to friends and relatives (16.9%).
6.2.3 T ra v e l C o m p an io n
Respondents travel companion is shown in Figure 6 .6 below.
Figure 6 .6 Travel Companion (N=200)
34,0%  20,0%
-
■  Family m Partner With Friends ■  Alone
From Figure 6 .6 , w he n  travelling, respondents revealed that they are mostly accompanied 
by their partners (34%) and family (37%). A  further 2 0 %  stated that they travel with 
friends and 9 %  travel alone.
6.3 D escrip tive  Analysis
This section presents descriptive statistics (mean and standard deviation) for the study 
variables namely emotions, overall attitude, overall image, satisfaction and intention to 
recommend
6.3.1 T h e  Destination E m o t i o n  Scale
O n e  of the study objectives is to provide a descriptive account of the emotional responses 
experienced towards tourist destinations. Table 6.7 provides m ean ratings and standard 
deviation for the 74 emotion items.
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Table 6.7
Emotion Levels: M e a n s  Values and Standard Deviation (SD)
E m o tio n M e a n  (S D ) E m o tio n M e a n  (S D ) E m o tio n M e a n  (S D )
En joym ent 5.79 1.35) A ffe c t io n 4.44 (1 .57 ) H ostility 1.77 (1 .50 )
Happiness 5.70 1.20) A m azem en t 4 .4 2 (1 .8 4 ) A g ita tion 1 .7 3 (1 .3 6 )
Entertained 5.53 1.30) L o v in g 4.35 (1 .90 ) Tensed 1.71 (1 .27 )
Pleasure 5.48 1.45) Enthrallment 4.25 (1 .68 ) U n fu lfilled 1.70 (1 .32 )
C heerfu l 5.42 1.48) Eagerness 4.22 (1 .61 ) A n n oyed 1.69 (1 .46 )
Interest 5.36 1.47) Rom antic 4.18 (2 .13 ) R egret 1.58 (1 .28 )
C om fortab le 5.35 1.45) C aring 4 .1 7 (1 .7 6 ) W orr ied 1.53 (1 .03 )
R e lax in g 5.30 1.70) Passionate 4 .1 4 (1 .8 3 ) Pan icky 1 .5 2 (1 .1 6 )
E xcitem en t 5.30 1.40) E lation 4.08 (1 .72 ) S orrow 1.50 (1 .20 )
Enthusiasm 5.24 1.49) G a ie ty 4.01 (1 .75 ) D isappointm ent 1.48 (1 .06 )
Joy 5.13 1.41) A dora tion 3.98 (1 .69 ) Despair 1 .4 6 (1 .1 9 )
D eligh t 5.05 1.55) Com passion 3.96 (1 .76 ) Scared 1.43 (1 .04 )
Contentm ent 4.95 1.68) P rid e 3.79 (1 .90 ) D ispleasure 1.39 (0 .99 )
Fascinated 4.94 1.60) R e liev ed 3.74 (1 .82 ) Unhappiness 1 .3 7 (1 .1 0 )
Peacefu l 4.89 1.70) Sentimental 3.72 (2 .07 ) Embarrassment 1.37 (0 .96 )
C a lm 4.88 1.74) Surprise 3.61 (1 .81 ) Upset 1.36 (0 .96 )
G ladness 4.87 1.50) A le r t 3.43 (1 .95 ) D is lik e 1.31 (0 .91 )
A c t iv e 4.74 1.78) Trium ph 3.38 (1 .86 ) Distress 1.31 (0 .85 )
C urios ity 4.74 1.60) Tenderness 3.29 (1 .83 ) A fra id 1.31 (0 .65 )
Exh ilaration 4.69 1.56) Aston ishm ent 3.22 (2 .05 ) R e jec tion 1.25 (0 .86 )
W arm -heated 4.63 1.55) Contem pt 2.18 (1 .82 ) D isgust 1.25 (0 .83 )
Am usem ent 4.56 1.63) Iso lation 2.12 (1 .66 ) H um iliation 1.23 (0 .76 )
Jov ia lity 4.52 1.70) Apprehension 2.01 (1 .48 ) Asham ed 1.22 (0 .87 )
Jubilation 4.52 1.70) Nervousness 1.95 (1 .44 ) A g o n y 1.22 (0 .82 )
Inspired 4.49 1.70) Frustration 1.93 (1 .30 )
From Table 6.7, it can be seen that some of the emotions are experienced with greater 
intensity while others, in particular, negative emotions have relatively low mean scores 
(ranging from 1.22 to 2.18). The five emotion achieving the highest mean scores are 
Enjoyment (mean=5.79; SD=1.35), Happiness (mean=5.70; SD=1.20), Entertained 
(mean=5.53; SD=1.30), Pleasure (mean=5.48; SD=1.45) and Cheerful (mean=5.42; 
SD=1.48). The lowest reported negative emotions were: Agony (mean=1.22; SD=0.82), 
Ashamed (mean=1.22; SD=0.87), Humiliation (mean=1.23; SD=0.76), Disgust
(mean=1.25, SD=0.83) and Rejection (mean=l.25, SD=0.86).
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6.3.2 Dependent Measures
M e a n  values and standard deviations of the dependent measures are presented in Table 
6 .8.
Table 6.8
Overall Attitude, Overall Image, Satisfaction and Intention to R ec om m en d :  M e a n  
Ratings and Standard Deviation
N M e a n a S D
F
statistic Sig.
Overall Attitude 197 2.41 0.68 0.74 0.53
Satisfaction 191 2.41 0.86 0.48 0.69
Overall Image 197 2.34 0.72 0.97 0.41
Intention to R ec om m en d 197 2 .2 2 0.85 3.37 0.02
a Items measured on 7 point semantic differential scale ranging from -3 to +3
From Table 6.8 mean scores for the evaluative measures of attitude, image, satisfaction 
and intention to recommend range from 2.22 to 2.41 and standard deviation from 0.68 to 
0.86. More specifically overall attitude and overall satisfaction were rated highest, both at 
a mean score of 2.41 followed by overall image (mean=2.34; SD=0.72) and intention to 
recommend (mean=2.22; SD=0.85). In addition, to explore the impact of previous visits 
on the dependent variables, one-way between-groups analysis of variance ( A N O V A )  was 
conducted. Previous visits were categorised into four groups (Group 1: no previous visits; 
Group 2: 1-2 visits; Group 3:3-4 visits and Group 4: more than 4 visits).
A N O V A  tests reveal that there was no statistical differences in the dependent measures 
scores for the four groups: overall attitude (7+3,i93)= 0.7 4; £>=0.53); overall image 
(7+3,193)~0.97; £>=0.40); satisfaction (7+3>i96):=0.74; p= 0.69). But, there was a statistically 
significant difference in intention to recommend ratings across the four groups 
(F(3,i96y=2.40; £>=0.02). In particular, post-hoc comparisons using the Tulcey H S D  test 
indicated that mean ratings for the “no previous visits” group (M=2.24; SD=0.97) was 
statistically different from the “1-2 visits” group (M=2.73; SD=0.52). This indicates that 
tourists having prior experience (1 - 2  visits) with a destination tend to have more 
favourable intention to recommend behaviour as compared to “first-timers”. Group 3 (3-4
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visits) and Group 4 (more than 4 visits) did not differ significantly from the other groups. 
Overall, the results establish that previous visits have no effect on respondents’ 
evaluations of destinations and further confirm the homogeneity of the sample.
6.4 Scale Purification
Substantive (e.g., breadth of theoretical content coverage by an item) as well as empirical 
considerations were employed throughout the scale purification process (Chin and Todd,
1995). Scale purification is concerned with detailed item analyses, exploratory factor 
analyses, confirmatory factor analyses, initial assessment of the scale reliability, 
unidimensionality, convergent and discriminant validity. Standard (e.g. Anderson and 
Gerbing, 1988; Churchill, 1979; Gerbing and Anderson, 1988; Hair et al., 2006), as well 
as emerging guidance (e.g. Peterson, 2000) in the literature were employed in item 
reduction and assessment of the factor structure.
6.4.1 Item Analysis
The most fundamental assumption in multivariate analysis (e.g. factor analysis) is the 
normality of the data and this refers to the shape of the data distribution for an individual 
metric variable in relation to a normal distribution as benchmark for statistical methods 
(Haft et al., 2006). A  violation of this assumption is likely to result in unreliable 
inferences and misleading interpretations. There are two ways for testing normality: 
graphical and numerical methods. Graphical methods display the distributions of random 
variables while numerical methods present summary statistics of normality. Graphical 
methods have the advantage of being intuitive and easy to interpret, while numerical 
methods are more objective (Hair et al., 2006; Tabachniclc and Fidell, 2007).
In this research, preliminary analyses were run to determine the normality of emotions 
items by means of the two most c o m m o n  numerical parameters: ICurtosis and Skewness. 
ICurtosis is the degree of peakedness or flatness of a distribution w hen compared to a 
normal distribution. Normal distributions have a ICurtosis value near zero. A  positive 
value indicates that the distribution is peaked and flat distributions have a negative value. 
For normal distributions, Kurtosis values should be in the range -1 to +1. O n  the other
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hand, Skewness measures the degree of asymmetry of a data set around its mean score. A  
distribution is symmetric if it looks the same to the left and right of the mea n  value. A  
data set is positively skewed when it contains relatively few large values and tails off to 
the right and a distribution is said to be negatively skewed when is has relatively few 
small values. Skewness values outside the range -1 to +1 indicate a skewed distribution 
(Haft et al., 2006). Skewness and Kurtosis values for the negative emotion items are 
presented in Table 6.9 below.
Table 6.9
Skewness and Kurtosis Values for Negative Emotion Items
M e a n S D Skewness Std. Error 
Skewness Kurtosis
Std. Error 
Kurtosis
Contem pt 2.18 1.82 1.34 0.17 1.05 0.34
Iso lation 2.12 1.66 1.42 0.17 1.07 0.34
Apprehension 2.01 1.48 1.53 0.17 1.56 0.34
Nervousness 1.95 1.44 1.70 0.17 2.45 0.34
Frustration 1.93 1.31 1.55 0.17 1.80 0.34
H ostility 1.77 1.50 2.31 0.17 4.67 0.34
A g ita tio n 1.73 1.36 2.29 0.17 4.97 0.34
Tensed 1.71 1.27 2.23 0.17 5.02 0.34
U n fu lfilled 1.70 1.32 2.20 0.17 4.54 0.34
A n n oyed 1.69 1.46 2.54 0.17 5.97 0.34
R egret 1.58 1.28 2.70 0.17 7.18 0.34
W o rr ied 1.54 1.03 2.94 0.17 10.65 0.34
Pan icky 1.52 1.16 2.68 0.17 7.25 0.34
Sorrow 1.50 1.19 3.15 0.17 10.24 0.34
D isappointm ent 1.48 1.06 2.97 0.17 9.81 0.34
D espair 1.46 1.19 3.36 0.17 11.72 0.34
Scared 1.43 1.04 3.16 0.17 10.86 0.34
D isp leasure 1.40 1.00 3.57 0.17 14.29 0.34
Unhappiness 1.38 1.10 3.68 0.17 14.16 0.34
Embarrassment 1.37 0.96 3.25 0.17 11.14 0.34
Upset 1.37 0.96 3.24 0.17 11.38 0.34
D is lik e 1.31 0.91 4.48 0.17 23.20 0.34
A fra id 1.31 0.65 2.51 0.17 6.41 0.34
Distress 1.31 0.85 3.80 0.17 16.98 0.34
D isgust 1.25 0.83 4.26 0.17 20.31 0.34
R e jec tion 1.25 0.86 4.78 0.17 25.65 0.34
H um ilia tion 1.24 0.76 4.71 0.17 26.66 0.34
A g o n y ‘ 1.22 0.82 4.85 0.17 25.99 0.34
Asham ed 1.22 0.87 4.84 0.17 24.84 0.34
From Table 6.9, the Skewness and Kurtosis values for all negative emotion items fall 
outside the -1 to + 1 range and thus violate the pre-requisite normality assumptions for 
factor analysis. Accordingly, all negative emotion items were excluded from further 
analyses. The absence of high negative valence emotions can be supported by the fact that 
holiday stays offer positive goal-directed emotions. Positive (euphoric) emotions are
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associated with the attainment of a (sub) goal, whereas negative (dysphoric) emotions 
result from problems with ongoing plans and failures to achieve desired goals (Bagozzi et 
al., 1998). Furthermore, the findings are in line with Zins’s (2002) study in which low 
mean scores were reported for the negative affect dimension. As a result, based on these 
preliminary analyses, 44 positive emotions items were retained for further analysis.
6.4.2 Exploratory Factor Analysis
Second, corrected item-to-total correlations of the remaining 44 items were examined. 
Items not having a corrected item-to-total correlation above 0.50 were candidates for 
deletion (e.g. Tian et al., 2001). Consequently, 8 items with corrected item-to-total 
correlation of 0.40 and below were deleted. Following item analysis, the remaining 36 
items were subjected to exploratory factor analysis with Varimax rotation and the scree 
test criterion used to identify the number of factors to extract (Bearden et al., 1989; Hair 
et al., 2006; Nunnally and Bernstein, 1994). The Varimax rotational method was used 
because direct un-rotated solutions are not sufficient. Also, in most cases rotation will 
improve interpretation by reducing the ambiguities accompanying initial analysis.
Preliminary analyses using Kaiser-Meyer-Oliein (KMO=0.93) and Barlett’s test of 
sphericity (significant at the 0.00 level) supported the appropriateness of factor analysis to 
the data. The criterion for the significance of factor loadings was set at 0.40 following the 
suggestion of Hair et al., (2006) for a sample size of 200. Items exhibiting low factor 
loadings (<0.40), high cross loadings (>0.40) or low communalities (<0.30) were 
candidates for elimination. Applying empirical and substantive considerations in item 
trimming, a further 12 items were deleted. A  final 3 factor model emerged with the 
remaining 24 items (Table 6.10).
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Table 6.10
Factor Structure of the Destination Emotion Scale (N=200)
F a c to r  L o a d in gs
Item s M e a n S D J o y L o v e
P o s it iv e
S u rp r ise
C om *
J o y
Cheerfu lness 5.42 1.48 82 73
E njoym ent 5.80 1.35 72 - - 58
Happiness 5.70 1.20 71 - - 64
Pleasure 5.48 1.45 70 - - 62
C om fortab le 5.35 1.45 70 - - 55
Entertained 5.54 1.30 70 - - 59
Enthusiasm 5.25 1.49 68 - - 60
Joy 5.13 1.41 67 - - 62
D eligh t 5.05 1.55 61 - - 63
Contentm ent 4.96 1.68 54 - - 44
L o v e
Tenderness 3.29 1.83 82 75
Sentimental 3.74 2.07 - 74 - 56
L o v in g 4.35 1.91 - 69 - 64
C aring 4.17 1.76 - 69 - 56
A ffe c t io n 4.45 1.58 - 66 - 52
W arm -hearted 4.63 1.55 - 65 - 57
R om antic 4.20 2.11 - 64 - 48
Com passion 3.96 1.77 - 57 - 49
Passionate 4.15 1.84 - 54 - 48
P o s it iv e  S u rp r ise
A m azem en t 4.42 1.84 84 79
Aston ishm ent 3.22 2.05 - - 80 68
Fascinated 4.94 1.60 - - 77 69
Inspired 4.49 1.70 - - 61 53
Surprise 3.61 1.81 - - 56 45
E igen va lu e
E x p la in ed  va r ia n c e  ( % )
5.58
23.25
4.97
20.71
3.60
15.00
+denotes communality. Numbers are magnitudes o f  the factor multiplied by 100. Variance extracted by the 
three factors is 59%. Items loading less than 0.40 omitted.
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From Table 6.10, a three factor solution was adequate according to (a) all communality 
values greater than 0.40; (b) the satisfactoiy amount of variance explained (59%); and (c) 
all eigenvalues greater than 1. Factor loadings were greater than 0.54 and indicate 
reasonably high correlations between the delineated factors and then individual items. 
These findings provide evidence for the construct validity of the destination emotion 
scale (Churchill, 1979). The first dimension was labelled ‘joy’ and explained 23.35% of 
the variance (eigenvalue =  5.58). The Joy dimension groups the emotions cheerfulness, 
enjoyment, happiness, pleasure, comfortable, entertained enthusiasm, joy, delight and 
contentment.
The second dimension was labelled as ‘love’, accounted for 13.3% of the variance and 
grouped the emotions of tenderness, sentimental, loving, caring, affection, warm-hearted, 
romantic, compassion and passionate. In previous studies Love emerged as an important 
dimension (Richins, 1997). The last dimension, which accounted for 1 5 %  of the variance, 
was labelled ‘positive surprise’. Richins (1997) and Westbrook and Oliver (1991) have 
identified positive surprise as emotion categories in their studies. The positive surprise 
dimension consists of five items; amazement, astonishment, fascinated, inspired and 
surprise.
6.5 R e liab ility  Analyses
Reliability indicates the stability and consistency with which the instrument measures a 
concept/construct. The inter-item consistency method, using Cronbach’s alpha 
coefficient, is used to assess reliability of the destination emotion scale and presented in 
Table 6.11.
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Table 6.11
Reliability of the Destination Emotion Scale (N=200)
Dimensions Itemsa Coefficient
a
E F A  Item 
Loading
Corrected
item-total
correlation
Squared
Multiple
correlations
Joy 0.92
Cheerfulness 82 .76 .62
Enjoym ent 72 .69 .53
Happiness 71 .75 .65
Pleasure 70 .74 .59
C om fortab le 70 .63 .48
Entertained 70 .67 .55
Enthusiasm 68 .67 .51
Joy 67 .72 .63
D eligh t 61 .72 .55
Contentment 54 .55 .37
Love 0.89
Tenderness 82 .71 .54
Sentimental 74 .62 .42
L o v in g 69 .73 .59
Caring 69 .67 .50
A ffe c t io n 66 .64 .43
W arm -hearted 65 .68 .48
Rom antic 64 .60 .41
Com passion 57 .60 .43
Passionate 54 .62 .42
Positive A 0/1Surprise U.o4
A m azem en t 84 .78 .63
Astonishm ent 80 .70 .53
Fascinated 77 .71 .55
Inspired 61 .58 .40
Surprise 56 .48 .26
a Measurement based on a 7-point Likert scale where 1 =  “ Not at all”  and 7 =  “ Very Much”
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From Table 6.11, the internal consistency of all the emotion summated scales exceeded 
the m inimum recommended threshold (alpha coefficient >.70): Joy a=0.92; Love a=0.89; 
and Positive Surprise a=0.84. Therefore, the estimated coefficients were deemed reliable 
and it was not necessary to eliminate any items to further improve the scale reliability. A n  
analysis of the item-to-total correlation coefficients for the sub-scales suggests that each 
item has a significant contribution to the measurement of the relevant construct. 
Coefficients ranged from 0.55 to 0.76 for the Joy dimension, 0.60 to 0.73 for the Love 
and from 0.48 to 0.78 for the positive surprise dimension. Furthermore, an examination of 
the Squared Multiple Correlations (SMCs) provides evidence of the strength of the scale 
items in representing the emotion dimensions. S M C s  range were as follows: Joy: from 
0.37 to 0.65; Love: from 0.41 to 0.59; and Positive Surprise: 0.26 to 0.63. Overall, such 
findings indicate that the scale display good internal consistency and considered 
acceptable (Churchill, 1979).
Consequently, given these results, summated scales were created out of the multi-items 
scales. The summated dimensions of Love, Joy and Positive Surprise are used in 
subsequent correlation and regression analyses. At this stage of the analysis, the use of 
summated scales is desirable since the summation results in a portion of the random error 
cancelling out across items. Additionally, a major cause of systematic error in survey 
measures is that dimensions are measured with few items. Generally, the more items in a 
summated measure the more content validity the scale displays and the less systematic error 
is associated with the measure (Hair et al., 2006).
6.6 Scale V a lidation
The purpose of validation is to test h o w  well an instrument measures what it sets out to 
measure. Accordingly, the destination emotion scale was tested for predictive, concurrent, 
convergent and discriminant validity. Predictive validity was assessed using regression 
analysis and convergent and discriminant validity was determined by means of 
correlation analyses.
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6.6.1 Predictive Validity
Predictive validity is defined as the ability of a measuring instrument to estimate some 
criterion behaviour that is external to the measuring instrument itself, and is shown by the 
correlation between the instrument and the criterion variable (Nunnally and Bernstein, 
1994). In order to assess the predictive validity of the destination emotion scale, the 
global measures of overall satisfaction, intention to recommend and attitude towards 
destination were considered as criterion variables. To this end, three regression analyses 
were performed with the emotion dimensions as independent variables and each of the 
global measures considered as dependent variable. Table 6.12 summarises the linear 
regression between emotion dimensions, satisfaction intention to recommend and an 
attitude towards the destination.
Table 6.12
Regressions: Emotions, Satisfaction, Intention to R e c o m m e n d  and Attitude towards 
the Destination.
M o d e l 1 M o d e l  2 M o d e l  3
O v e ra ll In te n t io n  to A tt itu d e  to w a rd s
S a tis fa c t ion R eco m m en d D es tin a tion
D im en sion s B eta t-va lu e B eta t-va lu e B eta t-va lu e
Joy 0.39* 4.55 0.31* 3.43 0.33* 3.88
L o v e 0.01 0.11 0.06 0.66 0.064 0.77
P os it iv e
_ **• 
0.15 1.91 0.008 0.10 0.17** 2.20
Surprise
(Constant) 2.56 2.64 3.40
M u ltip le  R 0.48 0.36 0.49
R2 0.23 0.13 0.24
F F (3,196) =19.40, F (3,196) = 8.99,p=0.00 (3,196) = 20.45, p=0 .00
test/significance p=0.00
* Significant at thep < 0.01 level; ** Significant at thep < 0.05 level
As indicated in Table 6.12, results indicate that the three emotion dimensions were 
statistically significant (p <.00) in predicting visitors’ overall satisfaction, intention to
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recommend and attitude towards the destination. The multiple R coefficients indicate that 
the correlation between emotions and the three dependent measures is strong across the 
models (all multiple R  values >0.35). According to the R2 statistic, 2 4 %  of the total 
variance for estimating an attitude towards the destination is explained by Model 3, 2 3 %  
of total variance for estimating overall satisfaction is explained in Model 1 and 1 3 %  of 
variance for estimating intention to recommend is explained in Model 2. These findings 
establish the predictive validity of the destination emotion scale (Churchill, 1979).
Furthermore, from the amount of variance explained by the models, emotions are better 
indicators of overall satisfaction and an attitude towards destination than intention to 
recommend. However, from Table 6.12, not all the three emotion dimensions were 
significant at predicting the dependent variables. Across the three models, only the joy 
dimension was statistically significant (p<0.01). The emotion positive surprise was 
significant (p<0.05) in Model 1 (overall satisfaction) and Model 3 (an attitude towards 
destination). The love dimension was not significant at predicting overall satisfaction, 
intention to recommend and attitude towards the destination.
In terms of the relative importance of the emotion dimensions in explaining the dependent 
variables, Joy makes the largest contribution across the three models (all beta coefficients 
hold the largest values). A n  examination of t-values reveals an identical order of the 
factors that contribute to overall satisfaction, intention to recommend and an attitude 
towards the destination. The positive sign of the standardised coefficients and t-values 
indicate a positive relationship between the emotion joy, overall satisfaction, intention to 
recommend and an attitude towards the destination.
6.6.2 Relationship between Theoretically Related Constructs: Convergent a n d  
Discriminant Validity
To assess the convergent and discriminant validity of the destination emotion scale, 
correlation analyses were performed between the three emotion dimensions and measures 
of satisfaction, intention to recommend, overall attitude and overall image. Table 6.13 
presents the linear relationships between the study constructs.
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Table 6.13
Linear Relationships between the Study Constructs - Pearson’s Correlation (N=200)
Variables Jo Lo PosSu Satis IntR Att Ima
Joy (Jo) 1
Love (Lo) **0.63 1
Positive Surprise 
(PosSu)
**0.56 **0.54 1
Satisfaction (Satis) **0.47 **0.31 0.36** 1
Intention to 
Recommend (IntR)
**0.35 **0.25 0.21** 0.54 1
Overall 
Attitude (Att)
**0.46 0.36** **0.39 0.70 **0.58 1
Overall 
Image (Ima)
**0.32 **0.24 **0.31 0.59 **0.55 .59 1
** Correlation is significant at the 0.01 level (2 -tailed).
From Table 6.13, the relationship between the three emotion dimensions were moderate 
(ranging between 0.54 and 0.63) and thus establish the discriminant validity of the scale 
(Churchill, 1979). In addition, the three emotion dimensions (joy, love, positive surprise) 
and the theoretically related variables (satisfaction, intention to recommend, overall 
attitude and overall image) are positively correlated and statistically significant at the 0 .0 1  
level. This indicates that higher levels of joy, love and surprise, are associated with higher 
levels of satisfaction, a high propensity to recommend the destination, favourable 
attitudes and positive evaluations of the destination image. At the same time, these results 
further establish the predictive validity of the destination emotion scale.
Overall, the correlations between the three emotion dimensions and the dependent 
variables vary from 0.24 to 0.47 and indicate weak to moderate relationships (Hair et al., 
2000). The magnitude of the relationship between Joy and the four dependent variables 
were stronger (0.47; 0.35; 0.46; 0.32) in comparison to the association between love and 
positive surprise with the same dependent measures. In addition, the correlation between 
the emotion dimensions and the overall measure of attitude was moderate (0.46, 0.36 and 
0.39). As a result, this shows some evidence of convergent validity of the destination 
emotion scale. Finally, correlations between the four dependent variables were not too 
high (coefficients range from 0.54 to 0.70) and consequently establish the discriminant 
validity of the dependent measures.
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6.7 Post Hoc Analysis
Post-hoc analyses were earned out on the negative emotions initially excluded from 
exploratory factor analysis. The purpose of the analysis reported herein is to determine 
the predictive power of emotions and to seek further support for the exclusion of negative 
emotions in the analysis. As part of the post-hoc analyses, correlations and regressions 
will be used to determine whether negative emotion items are related to behavioural 
measures of satisfaction, intention to recommend and overall attitude. Furthermore, 
exploratory factor analysis was undertaken to group the negative emotion items into 
meaningful dimensions.
6.7.1 Correlation Analyses
Spearman’s correlations were performed on the data. Tables 6.14 and 6.15 summarise the 
results of correlation analyses between negative emotions, overall satisfaction, intention 
to recommend and overall attitude.
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From Tables 6.14 and Table 6.15, with some exceptions, correlation coefficients indicate 
weak (R <  0.30 in most cases) association between negative emotions and the dependent 
measures of satisfaction, intention to recommend and overall attitude. The range for 
correlation coefficients between negative emotions and dependent measures were as 
follows: intention to recommend: from -0.08 to -0.31; overall satisfaction: from -0.06 to - 
0.38; and overall attitude: from -0.009 to -0.25. The weak correlation coefficients indicate 
that negative emotions are not statistically related to the dependent measures. As a result, 
these findings provide some statistical evidence to support the exclusion of negative 
valence emotion items in factor analysis.
6.7.2 Exploratory Factor Analysis: Negative E m o t i o n  Items
Exploratory factor analysis was undertaken to group the negative emotion items into 
meaningful dimensions even if they violated the normality assumptions as discussed 
previously. First, corrected item-to-total correlations of the 29 negative emotion items 
were examined. A s  a result, 3 emotion items (contempt, isolation and unfulfilled) with a 
corrected item-to-total correlation less than 0.40 were excluded (e.g. Tian et al., 2001; 
Zaichowsky, 1985). Following item analysis, the remaining 26 items were subjected to 
exploratory factor analysis with the scree test criterion used to identify the number of 
factors to extract (Nunnally and Bernstein, 1994). K M O  test and Bartlett’s test of 
sphericity were calculated to assess the appropriateness of factor analyses to the data. The 
K M O  value was at 0.89 exceeding the “meritorious” limit of 0.80, according to Hair et 
al., (2006). The correlation matrix, assessed using Bartlett’s test, was significant at the 
0.00 level. Both results demonstrate the factorability of the matrices considered. Principal 
component factor analysis with Varimax rotation was employed to identify underlying 
dimensions. The criteria for the significance of factor loadings were set at 0.40 (Hair et 
al., 2006). Items exhibiting low factor loadings (<0.40), high cross loadings (>0.40) or 
low communalities (<0.30) were candidates for elimination until a clean and rigid factor 
structure emerge. As a result of item trimming, a further 14 items were deleted. Table 
6.16 illustrates the 1 2 -item factor structure in which items with factor loading lower than
0.40 were omitted.
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Table 6.16
Factor Structure of Negative Emotion Scale Using Varimax Rotation (N=200)
F a c to r  L o a d in g s
Item s M e a n SD Sh am e F ea r Sadness C om *
S h am e
Asham ed 1.22 0.87 77 - - 63
R egret 1.58 1.28 74 - - 63
H um ilia tion 1.24 0.76 72 - - 64
R e jec tion 1.25 0.86 61 - - 53
Embarrassment 1.37 0.96 61 - - 52
F e a r
N ervousness 1.95 1.44 - 88 - 79
Pan icky 1.52 1.16 - 78 - 78
Scared 1.43 1.04 - 74 - 69
Apprehension 2.01 1.48 69 - 58
Sadness
D isp leasure 1.40 1.00 - - 87 89
D is lik e 1.31 0.91 - - 87 86
D isappointm ent 1.48 1.06 - - 83 79
E ig en va lu e 5.84 1.40 1.09 •
E x p la in ed  v a r ia n c e  ( % ) 24.32 23.08 21.97
C ro n b a c h ’ s A lp h a 0.82 0.85 0.91
* denotes communality. Numbers are magnitudes o f  the factor multiplied by 100. Variance extracted by the 
three factors is 70%. Items loading less than 0.40 omitted.
From Table 6.16, a final 3-factor model emerged with the.remaining 12 items. The three 
factor solution was deemed adequate according to: (a) the acceptable Eigenvalues (all 
greater than 1); (b) the satisfactory amount of total variance explained (approximately 
70%) and (c). all factor loadings were greater than 0.60. The first factor was labelled as 
“Shame” and explained 24.32% of the variance (eigenvalue=5.84) with a reliability 
coefficient of 0.82. The ‘S ha me ’ dimension comprised of the emotion terms ashame,
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regret, humiliation, rejection and embarrassment. The second factor was named as ‘Fear’, 
accounted for 23.08% of the variation in the data with a reliability coefficient of 0.85 and 
constituted of the emotions: nervousness, panicky, scared and apprehension. The last 
factor accounted for 21.97% of the variance with a reliability coefficient of 0.91 and was 
labelled as ‘Sadness’. Sadness comprised of displeasure, dislike and disappointment.
6.7.3 Relationship between Negative Emotions a n d  D ependent M e a su r es
T o  further determine whether negative emotions are related to the dependent measures of 
satisfaction, intention to recommend and overall attitude, three regression analyses were 
performed on the data. Given their high reliability coefficients, items from the Shame, 
Fear and Sadness dimensions, as per factor analysis, were summated and considered as 
independent variables. Satisfaction, intention to recommend and an attitude towards the 
destination were taken as dependent variables in the regression models. Table 6.17 
presents the findings of the regression analyses between negative emotions, satisfaction, 
intention to recommend and attitude towards the destination.
Table 6.17
Regressions: Negative Emotions, Satisfaction, Intention to R e c o m m e n d  and Attitude 
towards the Destination.
M o d e l 1 M o d e l  2 M o d e l  3
O v e ra l l In ten t io n  to A tt itu d e  to w a rd s
S a tis fa c t ion R eco m m en d D es tin a tion
D im en s ion s B eta t-va lu e B eta t-va lu e B eta t-va lu e
Shame -0.04 -0.47 -0.05 -0.49 -0.05 0.49
Sadness -0.43* -5.14 -0.29* -3.16 -0.37* -4.36
Fear -0.06 -0.72 -0.06 -0.67 -0.17 2.01
(Constant) 24.45 20.27 23.52
M u ltip le  R 0.38 0.29 0.32
R2 0.15 0.08 0.10
Ad ju sted  R2 0.13 0.07 0.09
F test/significance "P (3,193) =10.90, /?=0.00 F (3,187) = 5.69^=0.00 F (3,193) = 7.40, p=0.00
* Significant at thep <  0.01 level
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F rom Table 6.17, results suggests that negative emotions were statistically significant in 
predicting visitors’ overall satisfaction (p=0.00), intention to recommend (p=0.00) and 
attitude towards the destination (£7=0.00). However, across the models, multiple R  
coefficients indicate that correlations between negative emotions and the dependent 
measures are moderate (all multiple R  values <0.39). According to adjusted R 2 statistic, 
1 5 %  of the total variance for estimating overall satisfaction is explained by model 1, 7 %  
of total variance for estimating intention to recommend is explained in model 2 and 
model 3 explains 9 %  of variance.
F rom Table 6.17, only sadness was significant (p<0.01) at predicting the dependent 
variables across the three regression models. Accordingly, these results provide some 
support that the emotion of sadness has a significant predictive power at estimating the 
dependent variables. At the same time, across the regression models, sadness makes the 
largest contribution (largest beta coefficients across the models). A n  examination of t- 
values also reveals an identical order of the factors that contribute to overall satisfaction, 
intention to recommend and an attitude towards the destination. The negative sign of the 
standardised coefficients and t-values indicate a negative relationship between the 
emotions and overall satisfaction, intention to recommend and an attitude towards the 
destination.
6.7.4 Relationship b e t w e e n  Positive E mo ti o ns ,  Negative E m o t i o n s  a n d  
D e p e n d e n t  M e a s u r e s
A  series of hierarchical regressions were earned out on the data, as a final attempt to test 
the explanatory power of negative emotions on the dependent variables. First, only the 
positive emotion dimensions (joy, love and surprise) were regressed on the dependent 
variables and in a second model, negative emotions (sadness, shame and fear) are 
introduced in the analysis. Such a procedure enables the researcher to examine the 
contribution of negative emotions at estimating the dependent variables by looking at the 
incremental gain in the R2 value. Table 6.18 summarises the regression between emotions 
(positive and negative dimensions), satisfaction, intention to recommend and attitude 
towards the destination.
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F ro m  Table 6.18, all models were significant (p=0.00) at estimating the dependent 
variables. Furthermore, the statistically significant increase in R2 values in Model 2, 4 and 
6, indicates the predictive power of negative emotions in explaining the dependent 
variables, over and above the effects of positive emotions. Indeed, in the satisfaction 
model, Adjusted R2 value increased by 6%  (from 0.22 to 0.28); 4 %  (from 0.11 to 0.15) in 
the intention to recommend model and 3 %  (from 0.23 to 0.26) in the attitude model. 
Furthermore, across Models 2, 4 and 6, the negative emotion ‘Sadness’ was significant at 
estimating the dependent variables. Thus, these findings offer some partial support for the 
role of negative emotions in explaining the dependent variables.
6 . 8  F o l l o w - U p  S t u d y
Given the mixed evidence from the previous set of analyses on the nature of the 
relationship between negative emotions and behavioural measures and to further 
substantiate earlier findings, a small follow up study was carried out with 30 respondents. 
The design of the follow up study differs from Study 1, given that participants were asked 
to reconstruct personal experiences of dissatisfying holiday vacation. More specifically, 
respondents were instructed as follows:
“Think about any tourist destination that you have visited and for some reasons 
you had a bad experience and that you would not recommend the destination to 
your friends/colleagues/family and/or you would generate negative publicity. I f  
you can think of any destination/place/country/region, please answer the 
following questions ”
Next, respondents were asked as series of questions regarding their prior experience with 
the destination (e.g. time of last visit, frequency of visits and purpose of visit). S ome 
demographic background information about respondents were also collected (e.g. gender, 
age, annual personal income and nationality). Then, participants were asked questions 
about their feelings and behaviours in response to the bad experience (see Appendix 3 for 
a full version of the questionnaire).
Similar to Study 1, respondents were approached randomly in a U K  city (Guildford) 
around shopping complexes, train stations and on the high streets to participate in the 
study. Given the nature and purpose of this study, a small sample size of 30 respondents 
was considered as appropriate at this stage. The demographic profile of the respondents is 
summarised below.
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Table 6.19
Follow U p  Study: Profile of Respondents (N=30)
R esp o n se  C a te g o ry F re q u e n cy  (N =  30 ) P e rc e n ta g e  o f  to ta l
Gender
Male 15 50
Female 15 50
Age
16-24 5 16.7
25-34 8 26.7
35-44 10 33.3
45-54 5 16.7
55 and above 2 6.6
Annual personal income (£)
Less than 10 000 4 13.3
10 000-14 999 5 16.7
15 000-19 999 4 13.3
20 000-24 999 4 13.3
25 000-29 999 1 3.3
30 000-35 000 4 13.3
More than 35 000 2 6.7
Missing 6 20.0
Number of previous visits
No previous visit 24 • 80.0
1-2 times 4 13.3
3-4 times 1 3.3
More than 4 times 1 3.3
Purpose of visit
Leisure/Holidays 24 80.0
Visiting friends and relatives 1 3.3
Sport Related 1 3.3
Others 4 13.4
Travel Companion
Alone 1 3.3
Family 10 33.4
Partner 10 33.3
Friends 6 20.0.
Others 3 10.0 •
F rom Table 6.19, the sample was equally split between males (50%) and females (50%). 
In terms of age group, 16.7 percent of the respondents were between 16 and 24 years of 
age, 26.7 percent were between 25 and 34, 33 percent were between 35 and 44, and 23.3 
percent were 45 or above. Approximately 4 3 %  of respondents earned an annual personal 
income of less than £20,000. The majority of respondents (80%) were at their first visit to 
the destination evaluated and 1 3 %  had 1-2 repeat visits. The main purpose was of visit 
was overwhelmingly (80%) for leisure/holidays reasons and respondents mostly travel 
either with theft partner (33.3%) or with their family (33.4%).
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6.8.1 Questionnaire Design
After having recalled the dissatisfying vacation experience, respondents has to answer a 
number of questions about their thoughts, feelings and actions.
6.8.1.1 Measurement of Emotions
Given the focus of this follow up study was about people’s bad experience towards tourist 
destinations, respondents were instructed to rate a set of negative emotion statements. 
More specifically, participants were given the following instruction:
“The following adjectives are used to describe emotions. During your stay, you have 
probably encountered a series of negative emotion but we would like you to think about 
that destination in terms of your holistic experience. Please indicate the extent that best 
describes your feelings towards that tourist destination where you should circle anywhere 
between 1 = Not at All and 7 = Very Much ”.
The negative emotion used in the follow up study are the items dropped as a result of 
preliminary analysis carried on the Study 1 data and are summarised in Table 6.19.
Table 6.20
Follow U p  Study: Negative Emotion Items in the Questionnaire
I fe lt A f r a id I  fe lt a sense o f  F ru s tra t io n
I fe lt a sense o f  A g ita t io n I  fe lt a sense o f  H o s t ility
I fe lt a sense o f  A g o n y I  fe lt a sense o f  H u m ilia t io n
I fe lt A n n o y e d I fe lt a sense o f  Is o la t io n
I  fe lt o f  a sense o f  A p p re h en s io n I  fe lt a sense o f  N ervou sn ess
I  fe lt a A sh a m ed I  fe lt a sense o f  R e g r e t
I  fe lt a sense o f  C o n tem p t I  fe lt a sense o f  R e je c t io n
I  fe lt  a sense o f  D esp a ir I fe lt S ca red
I  fe lt a sense o f  D isa p p o in tm en t I fe lt a sense o f  S o r r o w
I fe lt  a sense o f  D isgu st I  fe lt  T en sed
I fe lt a sense o f  D is lik e I  fe lt  U n fu lf i l le d
I  fe lt a sense D isp lea su re I fe lt  a sense o f  U n h app in ess
I  fe lt  a sense o f  D istress I  fe lt  U p se t
I  fe lt  a sense o f  E m b a rra ssm en t I  fe lt  W o r r ie d
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From Table 6.20, a list of 28 statements with negative valence emotions was included in 
the final questionnaire.
6.8.1.2 Measurement of Behavioural Responses
The follow up study includes four behavioural measures to capture responses to the 
negative experience and were adapted from Zeelenberg and Pieters (2004). The study 
focus on the three dominant behavioural responses to dissatisfaction: switching, 
complaining and W O M  communication (e.g. Richins, 1987; Oliver, 1997; Zeithaml et al.,
1996). More recently, Zeelenberg and Pieters (2004) found support for a fourth 
behavioural response: inertia, defined as doing nothing in response to a failed service 
encounter. Switching refers to the termination of a relationship with a provider. Past 
research has shown that dissatisfied consumers are more likely to switch than satisfied 
customers (e.g. Loveman, 1998).
Complaining behaviour' occurs w hen customers communicate their discontent explicitly 
to the firm or to a third party (such as a consumer union or government body). Research 
has established that complaining is related to dissatisfaction (e.g. Singh. 1988; Maute and 
Forrester, 1993). W o r d  of Mouth covers all communications of customers with members 
of their social and professional network (Anderson, 1998). W O M  communication can 
arise as a result of both satisfaction (positive W O M )  and dissatisfaction (negative W O M ) .  
In this follow up study, given the nature of the recall experience, the focus was on 
negative W O M  communication. The four different behavioural responses were measured 
using 11 items and explained below. For all items, participants indicate the extent to 
which they engaged in each specific behaviour, on a seven-point scale with anchors [1 ] 
not at all and [7] to a very large extent.
Complaining Behaviour. Four items measured complaining behaviour: “I have 
complained to the service provider”; “I have complained to consumer agencies”, “I have 
filed a written complaint”; “I have complained to other tourists”.
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WOM Communication: Four items assessed W O M  communication: “I have talked with 
friends and acquaintances about this experience”; “I have tallied with m y  partner and/or 
relatives about this experience”; “I have discouraged friends and relatives to travel to that 
destination”; “I have said negative things about that destination to other people”.
Inertia: T w o  items measured inertia: “I did not take any action”, and “I remained 
passive”.
Switching: Lastly, switching was captures using one item: “I will not travel to that 
destination again”.
6.8.1.3 Measurement of Global Measures
Finally, the questionnaire included global measures of dissatisfaction, overall attitudes 
and intention to recommend. Respondents were instructed to think about their 
experiences as a whole rate a series of statements on a 7-point scale.
Dissatisfaction: Dissatisfaction was measured using the statement: “H o w  dissatisfied 
were you with the destination?” on a seven-point scale with anchors [1 ] not at all
dissatisfied and [7] very much dissatisfied.
Attitude: T w o  items captured attitude: “Overall, h o w  good or bad did you feel after this 
experience?” with [1] good and [7] bad; and “Please describe your overall feeling” with 
anchors [-3] disliked very much and [3] liked very much.
Intention to recommend: Finally, respondents intention to recommend was measured 
using the statement “H o w  likely is it that you would recommend this destination to your 
friends/family as a vacation destination?” on a 7-point scale [-3] extremely unlikely and 
[3] extremely likely.
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6.8.2 Descriptive Analysis of the M e a s u r e m e n t  Scales
T h is  s e c t io n  p resen ts  th e  m ea n  v a lu e s  an d  s tan da rd  d e v ia t io n  fo r  th e  m ea su rem en t sca les.
6.8.2.1 The Emotion Scale
T a b le  6.21
Emotion Levels: M e a n  Values and Standard Deviation
Emotion M e a n a S D Emotion M e a n S D
D isappointm ent 4.57 1.79 D espa ir 2.50 1.81
A n n oyed 4.40 1.54 Scared 2.50 2.24
D ispleasure 4.00 2.05 Nervousness 2.37 1.85
Unhappiness 3.80 2.14 A fra id 2.23 1.87
D is lik e 3.67 2.07 H os tility 2.13 1.50
Frustration 3.43 1.87 Pan icky 2.13 1.81
A g ita tio n 3.30 1.82 J o y 2.13 1.53
R egret 3.30 2.00 A g o n y 2.10 1.67
Distress 3.17 1.78 Embarrassm ent 2.07 1.68
U pset 3.17 2.10 S orrow 1.93 1.46
D isgust 3.13 2.11 Contem pt 1.90 1.69
U n fu lfilled 3.10 1.88 L o v in g 1.87 1.36
Apprehension 2.97 1.92 Iso la tion 1.80 1.45
Surprise 2.87 1.91 H u m ilia tion 1.67 1.35
Tensed 2.70 2.02 A sh am ed 1.63 1.25
W o rr ied 2.70 1.97 R e jec tio n 1.43 0.90
“ Items measured on a 7 point scale with l= N o t at all and 7=Very Much
F rom Table 6.21, some of the negative emotions are experienced with greater intensity. 
Respondents felt a greater sense of disappointment (mean=4.57; SD=1.79), annoyance 
(mean=4.40; SD=1.54), displeasure (mean=4.00; SD=2.05), unhappiness (mean=3.80; 
SD=2.14), and dislike (mean=3.67; SD=2.07). Given the dissatisfying nature of the recall 
experience, it is not surprising to find that the emotions of Joy and Love were felt with 
relatively low intensity. M e a n  scores for Joy was 2.13 (SD=1.53) and Love was at 1.8 
(SD=1.36).
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6.8.2.2 T he  Behavioural Response Scales
This section summarises the m ea n  values and standard deviations of the behavioural 
response scales.
Table 6.22
Behavioural Responses: M e a n  Values and Standard Deviations
M e a n a S D
Complaining Behaviour
I have complained to the service provider. 2.43 2.14
I have complained to other tourists. 2.43 1.79
I have complained to consumer agencies. 1.57 1.36
I have filed a written complaint. 1.43 1.41
W O M  Communication
I have talked with m y  partner and/or relatives about this experience. 4.77 1.76
I have tallied with friends and acquaintances about this experience. 4.70 1.18
I have said negative things about that destination to other people. 3.47 2.30
I have discouraged friends and relatives to travel to that destination. 3.23 2.50
Inertia
I remained passive. 3.30 2 .1 0
I did not take any action. 3.17 2.44
Switching Behaviour
I will not travel to that destination again. 4.23 2.36
“ Items measured on a 7 point scale with l= N o t at all and 7=To a Very Large Extent
From Table 6.22, overall, respondents prefer to talk about their bad experience rather than 
to complain as shown by the mean scores. M e a n  scores for W O M  communication range 
between 3.23 to 4.77 and standard deviations in the range 1.18 to 2.50. The statement “I 
have tallied with m y  partner and/or relatives about this experience” achieved the highest 
mean score of 4.77 (SD=1.76). For complaining behaviour, mean scores were in the range 
1.43 to 2.43 and standard deviations from 1.36 to 2.14. The statement “I have complained 
to the service provider” achieved the highest mean score of 2.43 (SD=2.14). M e a n  scores 
for the 2 items measuring Inertia were 3.17 and 3.30 with standard deviations of 2.44 and 
2.10 respectively. Finally, respondents had mixed feelings about their future likelihood of 
travelling to the destination again with a mean score of 4.23 (SD=2.36).
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6.8.2.3 T he  Global Measures: Dissatisfaction, Attitude and Intention to R e c o m m e n d
This section summarises the mean values and standard deviations of the global measures.
Table 6.23
Global Measures: M e a n  Values and Standard Deviations
M e a n S D
Dissatisfaction
Overall, h o w  dissatisfied were you with the destination? a 4.83 1 . 1 1
Attitude
Overall, h o w  good or bad did you feel after this experience? b 
Overall feelings about the destination.c
4.77
4.63
1.13
1 .2 2
Intention to R e c o m m e n d
H o w  likely is it that you would recommend this destination to your 
friends/family as a vacation destination? d 4.67 1 .2 0
a Item measured on a 7-point scale with l=N o t at all Dissatisfied and 7=Very Much Dissatisfied; 
b Item measured on a 7-point scale with l=G ood  and 7=Bad;
0 Item recoded and measured on a 7 point scale with l=L iked  Very Much and 7=Disliked V ery  Much; 
d Item recoded and measured on a 7 point scale with l=Extrem ely L ikely  and 7=Extremely Unlikely;
From Table 6.23, overall, respondents were dissatisfied with their negative experience 
with mean rating of 4.83 (SD=1.11). M e a n  scores for the attitude statements were 4.77 
(SD=1.13) and 4.63 (SD=1.22) respectively and intention to recommend behaviour 
achieved a mean rating of 4.67 (SD=1.20). Overall, this indicates that respondents have a 
negative attitude toward the destination, experienced high levels of dissatisfaction and are 
unlikely to recommend to the destination to their family and friends.
6.8.3 Relationship between Negative Emotions, Behavioural Variables a n d  
Global Mea su r es
In order to assess the relationship between negative emotions and behavioural responses, 
a series of correlation analyses were conducted. Measures of complaining behaviour, 
W O M  communication, inertia and switching were summated. Similarly, the relationship 
between negative emotions and global measures of satisfaction, intention to recommend 
and overall attitude were determined using correlation analyses. Tables 6.24 and 6.25 
present the correlations results testing the relationship between negative emotions and 
global measures and Tables 6.26 and 6.27 reports the linear relationships between 
negative emotions and global the measures.
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From Tables 6.24 and 6.25, with a few exceptions, the negative emotion items are not 
significantly related to measures of word of mouth, inertia, switching and complaining 
behaviour (however, findings should be interpreted with cautious, given the small sample 
size). These results are surprising, given that previous studies have established a 
relationship between negative emotions (e.g. regret and disappointment) and behavioural 
responses to a service failure (e.g. Zeelenberg and Pieters, 2004). Similarly, correlation 
coefficients in Tables 6.26 and 6.27, indicate that negative emotions are not significantly 
related to global measures of satisfaction, intention to recommend and overall attitude. As 
a result, these findings suggest that, statistically, negative emotions are not significant in 
influencing behaviour and global evaluative judgements in the context of tourism.
6.9 Conclusion
This preliminary study has sought to identity the structure of emotional responses towards 
tourist destinations. To fulfil this objective, data were collected via a personally 
administered questionnaire to a random sample of 215 respondents. A  total of 200 
useable questionnaires were retained for the analysis. Prior to running factor analysis, 
item analysis performed on the data revealed the absence of negative emotions in 
respondents’ evaluations of tourist destinations. Mor e  specifically, mean scores on the 
negative emotion items (e.g. disappointment, displeasure) were relatively low. 
Furthermore, Skewness and Kurtosis values indicated that all negative emotion terms 
violated the normality assumptions and was thus not considered appropriate for inclusion 
in factor analysis. Results of exploratory factor analyses found that the structure of 
tourists’ emotional responses towards destinations is represented in terms of three 
dimensions: Joy, Love and Positive Surprise. Reliability analyses indicate that the three 
dimensions were highly reliable with coefficient alpha ranging from 0.84 to 0.92.
Post H oc  Analyses were carried out on the 28 negative emotions items initially excluded 
from factor analysis to identify pattern of correlations, if any, with overall satisfaction, 
intention to recommend and overall attitude. Spearman correlations were performed on 
the data and the results indicate that negative emotions, with some exceptions, are weakly 
correlated with the dependent measures. The negative emotion items were then factor 
analysed to group them into meaningful dimensions. Results indicate that negative 
emotions fall into 3 dimensions: shame, fear and sadness. To further assess the
P a g e | 240
Sameer Ullah Hosany
Findings: Chapter
Study 1 Six
relationship between negative emotion and the dependent measures, three regression 
analyses were performed on the data with the summated dimensions shame, fear and 
sadness as independent variables and satisfaction, intention to recommend and overall 
attitude as dependent variables. Across the regression models, only sadness had 
significant predictive power at explaining the global measures.
Furthermore, a series of hierarchical regressions were carried out on the data, as a final 
attempt to test the explanatory power of negative emotions on the dependent variables. 
Both positive and negative emotions were regressed on satisfaction, intention to 
recommend and attitude judgements. Across the regression models, significant increases 
in R2 are observed w he n  the three negative emotion dimensions (shame, sadness and fear) 
are entered in the models together with positive emotions. Consequently, these results 
offer some partial support for the role of negative emotions in explaining the dependent 
variables. Given the mixed evidence about the relationship between negative emotions 
and measures of satisfaction, intention to recommend and overall attitude, a small follow 
up study was designed.
For the follow up study, data were collected from a sample of 30 respondents. The design 
of the follow up study was different to Study 1 as participants were puiposely prompted 
to recall a dissatisfying vacation experience. More specifically, participants were 
instructed to think about any tourist destination they have visited that, they will not 
recommend to family/fi’iends and they will generate negative publicity. Overall, the 
results suggest that respondents experienced high levels of disappointment, annoyance, 
displeasure and unhappiness. In terms of the behavioural responses to their negative 
experience, respondents mostly engaged in negative word of mouth communication 
(highest mean scores) and to a lesser extent resort to complaining. Furthermore, 
respondents have a negative attitude toward the destination, experienced high levels of 
dissatisfaction and are unlikely to recommend to the destination to their family/friends.
Nevertheless, w hen the negative emotion items were correlated with the behavioural and 
global measures, in most case, statistically weak and insignificant correlation patterns 
were observed. Such results indicate the insignificance of negative emotions in 
influencing post-consumption behaviours. However, given the relatively small sample 
size, these results are only exploratory and require further investigations and
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substantiation. In summary there is converging evidence to support the exclusion of 
negative emotions from factor analysis. Correlations and regression analyses have shown 
that, in the context of tourism, negative emotions have no/low predictive power at 
explaining behaviours and at influencing post-consumption evaluations.
Table 6.28
S u m m a r y  of M a i n  Findings: Study 1
Analysis Main Findings
Profile of G ender: 52%  m ales and 4 8 %  fem ales; A g e  group: 16-24 (2 7 % ); 25-34
Respondents (2 6 % ); 35-44 (1 9 % ); 45-54 (1 7 % ); A b o v e  54 (1 1 % ); Prev iou s visits: first 
v is it (4 9 % ); 1-2 v is its  (1 7 % ); 3-4 visits (1 1 % ); m ore than 4 visits (2 3 % ); 
Purpose o f  v is it: leisure/holidays (7 5 % ); v is itin g  friends and relatives 
(1 3 % ); T ra ve l com panion: Partners (3 4 % ); F am ily  (3 7 % ); Friends (2 0 % ); 
A lo n e  (9 % ).
Descriptive Som e em otions experienced  w ith  greater intensity; N eg a t iv e  va len ce
Analysis em otions h ave  re la tive ly  lo w  m ean scores; F iv e  em otion  w ith  the highest 
m ean scores: en joym ent (M = 5 .7 9 ); Happiness (M = 5 .7 0 ); Entertained 
(M = 5 .5 3 ); P leasure (M = 5 .4 8 ); C heerfu l (M = 5 .4 2 ); L ow es t reported 
n ega tive  em otion : A g o n y  (M = 1 .2 2 ); Asham ed (M = 1 .2 2 ); H um ilia tion  
(M = 1 .2 3 ); D isgust (M = 1 .2 5 ); R e jec tion  (M = 1 .2 5 )
Exploratory N eg a t iv e  em otion  item s w ere  dropped as they v io la te  norm ality
Factor Analysis assumptions; A  three factor solution em erged  accounting fo r  59%  o f  total 
variance exp lained : Joy (2 3 % ); L o v e  (2 1 % ); P os itiv e  Surprise (1 5 % ); 
Factor loadings w e re  re la tiv e ly  high: >0 .54
Reliability C ronbach ’ s co e ffic ien ts  alpha (a )  >  0.70; Joy=0.92; L ove= 0 .8 9 ; and
Assessment P os itiv e  Surprise=0.84
Scale Validation T h e  em otion  d im ensions w e re  statistically s ign ificant (p < 0 .0 0 ) in 
p red icting  satisfaction  (R 2= 2 3 % ); attitude towards the destination 
(R 2= 2 4 % ); in tention to recom m end (R 2= 1 3 % );
Correlation E m otion  dim ensions o f  jo y ,  lo v e  and surprise w ere  p o s it iv e ly  correlated
Analysis w ith  the th eoretica lly  rela ted  variab les o f  satisfaction, intention to 
recom m end, overa ll attitude and overa ll im age. C orre la tion  coe ffic ien ts  
v a ry  betw een  0.24 and 0.47.
Post Hoc Analysis E F A  was run on the n ega tive  em otion  items resulting in to  a 3-factor 
solution w ith  a total variance extracted o f  70% : Sham e (2 4 % ), Fear (2 3 % ) 
and Sadness (2 2 % ). Sadness was statistically s ign ifican t (£ < 0 .0 1 ) at 
estim ating overa ll satisfaction, intention to recom m end and overa ll 
attitude.
Follow U p  Study A  fo l lo w  study was carried on a small sam ple (N = 3 0 ) to investiga te  the 
p red ic tive  p ow er o f  n ega tive  em otions. W ith  som e exceptions, find ings 
ind icate that n ega tive  em otions are not s ign ifican tly  related to behaviou ra l 
m easures o f  w o rd  o f  mouth, inertia, com pla in ing and sw itch ing. S im ilarly, 
nega tive  em otions w e re  not related to eva luative measures o f  intention to 
recom m end, attitude and d issatisfaction
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C H A P T E R  S E V E N
M E T H O D O L O G Y  II: 
T H E  M A I N  S T U D Y
7.0 Introduction
The current chapter describes the underlying methodology adopted to cany the main 
study (Study 2). The previous study (Study 1) identified three salient dimensions, joy, 
love and positive surprise, representing the structure of emotional responses towards 
tourist destinations. Accordingly, the second study seeks to construct a theoretical 
framework to understand these emotional experiences in greater depth. More specifically, 
using cognitive appraisal theories, this study seeks to explain the determinants of tourists’ 
emotions and to assess their relationship with satisfaction, intention to recommend and 
attitude judgements. The second part discusses the conceptual framework which 
underpins this study. All the variables in the proposed theoretical model namely 
emotions, appraisals and post-consumption evaluations are explained. Furthermore, the 
third part spells out the questionnaire design process and data collection method. The part 
of this chapter explains the stages in analysing the survey data. In particular, two 
techniques are central to the analysis: Multivariate Analysis ofVariance ( M A N O V A )  and 
mediated regressions. Both data analytic techniques are discussed in terms of their 
methodological designs and fundamental assumptions.
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7.1 Objectives of the S t u d y
Over the past two decades, theoretical and empirical contributions have established 
emotions as an important and legitimate area of scientific investigation in the marketing 
field (Richins, 1997; Huang, 2001). Although the importance of emotion is widely 
recognised, studies into the determinants and its effects on consumer behaviour have been 
hindered in part due to the lack of a general theory capable of explaining the complex 
nature and phenomenology of emotional responses (Bagozzi et al., 1999). In the 
psychology discipline, scholars have shown great interest to understand emotions from 
numerous perspectives, including, philosophical treaties, physiological theories and 
dimension research. However, in recent years, research in psychology has evolved into a 
more unifying approach to the study of emotions -  the cognitive appraisal theories of 
emotion. Arguably, appraisal theories provide the most convincing and comprehensive 
picture on key theoretical and practical perspectives about the nature of emotions (e.g. 
E k m a n  and Davidson, 1994; Scherer et al., 2001). In essence, appraisal theories define 
emotions as mental states that result from processing, or appraising, personally relevant 
information (e.g. Frijda, 1993; Frijda et al., 1989; Lazarus and Smith, 1988; Ortony et al., 
1988; Roseman et al., 1990; Scherer, 1988; Smith and Ellsworth, 1985). Thus, appraising 
is the processing of infonnation that leads to an emotional response, while appraisals are 
the “conclusions” that are reached through processing and define the emotion experienced 
(Lazarus, 2001).
One of the central tenets of appraisal theory holds that the evaluation process is highly 
subjective, which explains w h y  the very same event can provoke rather different 
emotions. This implies the existence of pronounced individual differences in the 
evaluation process (Scherer, 1997). As such, appraisal theories account for m a n y  of the 
variations in emotions (Johnson and Stewart, 2005). A  rich body of literature exists which 
attempts to specify the particular appraisals of events that elicit different emotions (e.g. 
Arnold, 1960; Frijda, 1986; Lazarus, 1991; Ortony et al., 1988; Scherer, 1984a; Smith 
and Lazarus, 1993; Weiner, 1985). Although these theorists are divided on the issue of 
the precise nature of the relationship between appraisals and emotions, they generally 
agree that (1) most emotion types are associated with different lands of appraisals, and (2) 
these emotion-specific appraisal types are “composed” out of a limited number of basic 
features, components, or values on dimensions (Reisenzein and Hofmann, 1990).
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M ore recently, realising the value of appraisal theories of emotion, a growing number of 
empirical studies (e.g. Nyer, 1997; Ruth et al., 2002) and conceptual studies (e.g. 
Stephens and Gwinner, 1998; Bube and Menon, 2000; Watson and Spence, 2007) have 
emerged in marketing but, with the exception of Dalakas (2005), research in the context 
of tourism remains sparse. Accordingly, building on appraisal theories and established 
literatures on the influence of emotion on post-consumption behaviour in marketing, this 
study seeks to develop a model to understand emotional responses in the context of 
tourism destinations. The focus is not on all possible set of emotional responses but on 
the three destination emotion dimensions as validated in Study 1: Joy, Love and Positive 
surprise.
More specifically the objectives of the study are summarised as follows:
1. To validate the Destination Emotion Scale as developed in Study 1;
2. T o  examine the antecedents and consequences of emotional responses in the 
context of tourism destinations;
3. To develop and test an integral destination emotion model linking antecedents 
(appraisals), emotional responses and post-consumption evaluations 
(satisfaction, intention to recommend and attitude judgements)
7.2 R e s e a r c h  D e s ig n
The study adopts a rigorous and methodologically sound approach in order to fulfil the 
objectives set at the outset of this research. Figure 7.1 presents an oveiview of the 
underlying research process.
P a g e | 245
Sameer Ullah Hosany
Methodology II: Chapter
The Main Study Seven
Figure 7.1
Overview of the Research Process for the M a i n  Study
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7.3 C o n c e p t u a l  F r a m e w o r k
This section discusses the conceptual framework that underpins the current study. First, 
the three emotions of Joy, Love and Positive Surprise, as identified from Study 1 are 
discussed. The second part examines the antecedents of these emotions using the 
cognitive appraisal theories. Finally, the consequences of emotional responses on post­
consumption evaluations such as satisfaction, intention to recommend and attitude 
judgements are presented.
7.3.1 T h e  E mo t i o n  of Joy
Joy and sadness are opposite concepts (e.g., de Rivera, 1977; Russell, 1980) and are 
emotions rarely studied in psychology. The terms ‘Joy’ and *Happiness’ are typically 
used interchangeably. Joy is associated with positive outcomes such as getting something 
desired or desirable. In contrast to the losses and failures that trigger sadness, the 
desirable outcomes that initiates joy is frequently a gain or success in the achievement 
domain (task success, achievement) or in the social domain (receiving esteem or 
affection). Joy emerges (a) when a person subjectively evaluates his or her context to be 
safe and familiar (Izard, 1977); (b) w hen a person’s given task requires little effort 
(Ellsworth &  Smith, 1988); and (c) when a person believes that he/she is making 
reasonable progress toward the realisation of his/her goals (Izard, 1977; Lazarus, 1991). 
Further, joy has been found to be an intrinsic component of peak experiences (e.g. Mathes 
et al., 1982; Yeagle et al., 1989) and have also been associated with playfulness as action 
tendency (Frijda, 1986). According to de Rivera et al. (1989: 1016), joy “functions to 
affirm the meaningfulness of life” C o m m o n  synonyms for joy are overjoyed, enjoyed, 
satisfied, contented, pleased, glad, cheerful, delighted, and enthusiastic among others 
(Lazarus, 1991).
7.3.2 T h e  E m o t i o n  of L o v e
In the psychology literature, love has been studied as a relationship, an attitude, an 
experience and as an emotion. For example, Rubin (1970) defined love as an attitude held 
towards another, which predisposes one to think, feel and act in certain ways towards that 
person. Slcolnick (1978) as cited in Fehr (1988), conceptualised love as constructed
P a g e ]  247
Sameer Ullah Hosany
Methodology II: Chapter
The Main Study Seven
experience built with feelings, ideas and cultural symbols. Love is an important emotion 
although excluded by some psychologists’ list of emotions (e.g. Izard, 1977; Tomkins, 
1984). Indeed in their landmark study of emotion prototypes, Shaver et al., (1987) found 
that love was ranked first (out of a total of 213 emotion words) as representing a good 
example of emotion. Similarly, Love received the highest mean rating in the Fehr and 
Russell (1984) study. Love has some similarity with Joy in that both emotions share two 
c o m m o n  antecedents —  the judgements that the loved one provides something the person 
wants, needs, or likes and the realisation that the target person loves, needs, or appreciates 
the other person (Shaver et al., 1987). There is an extensive vocabulary of love and some 
c o m m o n  terms include adoration, compassion, affection, fondness, liking, attraction, 
caring, tenderness, compassion, and sentimentality, passion, comforting, fondness among 
others (Shaver et al, 1987; Storm and Storm, 1987). From a cognitive appraisal 
perspective, love (or liking) result from an interpretation that an event is pleasant, has 
positive implications for one’s well-being or for the fulfilment of one’s needs and 
needs/wants and has been caused by other (Roseman, 1984).
In the context of consumption, love is so prevalent that when Schultz et al., (1989) asked 
participants about their experiences with objects they had an emotional attachment, love 
was the second most commonly cited emotion. More recently, Carroll and Ahuvia (2006) 
after realising the importance of love, introduced brand love as new marketing construct. 
Brand love is defined as “the degree of passionate emotional attachment a satisfied 
consumer has for a particular trade name” (Caroll and Ahuvia, 2006: 81) and is 
conceptualised to include passion for the brand, attachment to the brand, positive 
evaluation of the brand, positive emotions in response to the brand and declarations of 
love for the brand. The authors’ findings provide support for the usefulness of brand love 
in accounting for differences in satisfied consumers’ emotional responses to brands. More 
specifically, consumers’ love is greater for hedonic and/or self-expressive brands. Finally, 
Caroll and Ahuvia (2006) found that brand love is linked to higher levels of brand loyalty 
and positive word of mouth.
7.3.3 T h e  E m o t i o n  of Surprise
Surprise, a neutrally valence and short-lived emotion, is a response that arises w he n  
something unexpected has encountered (Izard, 1977; Meyer et al., 1997). Several authors
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held that suiprise is a biologically fundamental emotion (e.g Izard, 1977; Plutchilt, 1980). 
Surprise is characterised by either unexpected or misexpected products/services/attributes 
(Ekman and Friesen, 1975; Scherer, 1984a), that is, an “expectancy disconfirmation” 
(Stiensmeier-Pelster et al., 1995) or a “schema discrepancy” (Schutzwohl, 1998). In short, 
suiprise is elicited by unexpected events that deviate from an activated cognitive schema. 
According to schema theories, schemas are organised knowledge structures representing 
concepts such as situations, objects, events and actions at various levels of abstractness 
(Schutzwohl, 1998). A  schema is a type of private, normally informal, inarticulate, 
unreflective theory about the nature of objects, events or situations (Rumelhart, 1984). 
Individuals continuously check whether their schema matches the inputs coming from 
their environment. As inputs diverge from the schema, surprise is elicited (Vanhamme, 
2000).
Although smprise itself is neutral, it is often followed by another emotions that colour it 
either positively, for example, surprise +  joy, or negatively, suiprise +  anger (e.g. E k m a n  
and Friesen, 1975). As a result, this explains w h y  people talk about positive, good or 
pleasant smprise and negative, bad or unpleasant suiprise. Positive smprise is considered 
to be a necessary condition for consumer delight (Rust et al., 1996) and subsequently 
customer retention. Another theoretical causal framework for suiprise is the attributional 
model (Weiner, 1985), suggested in the literature. According to the attributional model, 
unexpected events do not elicit smprise directly but elicit causal search and attributions. 
Smprise is elicited if attributions are by chance, and not otheiwise.
In the marketing literature, studies have reported mixed evidence as to the relationship 
between smprise and satisfaction. For example, Oliver and Westbrook (1993) report an 
indirect support for the surprise-satisfaction link. In their study, the authors clustered 
consumers according to emotion experienced during consumption. Oliver and Westbrook 
(1993) found a cluster of automobile owners with high scores of pleasant smprise 
(delight) which was associated with higher levels of satisfaction. However, V a n h a m m e  
(2 0 00) in his study, found no significant relationship between satisfaction and smprise. 
The author notes the complexity in manipulating the polarity (positive and negative) of 
smprise in marketing.
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7.3.4 Antecedents of E m o t i o n :  Appraisal D i m e n s i o n s
Cognitive appraisal theorists have proposed a range of dimensions to integrate an 
individual’s cognitive process of an event and the emotional response as a result of the 
appraisal process. M a n y  “independently developed, yet highly convergent” (Scherer, 
1988: 91) theories have been proposed regarding what underlying appraisals impact 
emotions (e.g. Frijda, 1986; Roseman, 1984; 1991; Smith and Ellsworth, 1985; Scherer, 
1984a). The dimensions of valence or pleasantness/unpleasantness, certainty, 
controllability and agency/responsibility are c o m m o n  in most frameworks (Frijda, 1987). 
Other studies have found support for expectedness/unexpectedness, coping potential, goal 
congruence, and self-compatibility as appraisal dimensions.
The main objective of this second study was to apply the appraisal theories to understand 
the emotional responses towards tourist destinations as validated in Study 1. However, 
some dimensions, as posited by appraisal theorists, pertained to negative emotions (e.g., 
contempt, guilt or shame) which were not supported in Study 1 and are unlikely to be felt 
toward destinations. Therefore, the final selection of appraisal dimensions for inclusion in 
the study was based on:
i) K ey  appraisal theories in psychology (e.g. Scherer, 1984a; Roseman, 1984, 1991; 
Smith and Ellsworth, 1985; Frijda, 1986);
ii) empirical and conceptual research in the tourism and marketing literatures (e.g. 
Nyer, 1997; Ruth et al., 2002; Dalakas, 2005; Stephens and Gwinner, 1998; Dube  
and Menon, 2000; Johnson and Stewart, 2005; Watson and Spence, 2007)[refer to 
Section 4.4];
iii) appraisal dimensions most likely to be relevant in the context of the overall 
destination experience; and
iv) appraisal dimensions empirically supported and hypothesised to elicit the specific 
emotional experiences of joy, love and positive surprise.
Accordingly, six appraisal dimensions were retained for this study namely: 1) 
pleasantness, 2) goal congruence; 3) certainty', 4) novelty’, 5) self-compatibility’, and 6) 
agency and are discussed in the following sections.
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7.3.4.1 Pleasantness
Pleasantness is regarded as the most fundamental and important appraisal, accounting for 
the majority of variance explained (as m u c h  88% )  in attempts to categorise emotions 
(Smith and Ellsworth, 2005; Ruth et al., 2002). Indeed, pleasantness (although the authors 
used different conceptualisations) is c o m m o n  across the four main appraisal theories 
reviewed, namely in the models of Roseman (1984); Scherer (1984a); Ellsworth and 
Smith (1985) and Frijda, (1986). Pleasantness, which has strong empirical links to 
valence, refers to the initial appraisal of whether the outcome of a situation is good or bad 
(positive or negative) in relation to personal outcomes (Watson and Spence, 2007). A  
pleasant evaluation encourages approach, whereas unpleasantness leads to withdrawal or 
avoidance (Sander et al., 2005). However, m an y  theorists argue that positive/negative 
appraisals alone are not sufficient to distinguish between specific emotions (Roseman, 
1991; Ruth et al., 2002; Smith and Ellsworth, 1985). While the existence of pleasant and 
unpleasant outcomes are strongly supported and undisputed, other appraisals combine 
with pleasantness to evoke emotions (Watson and Spence, 2007).
7.3.4.2 Goal Con gr u en c e
A n  individual’s appraisal of goal congruence involves a basic interpretation of personally 
relevant information. Appraising goal congruence sometimes referred to as motive 
consistency (Roseman et al., 1990) or goal significance (Scherer, 1984a) results in an 
assessment of the degree to which the situation meets expectations or approximates the 
desired state (Clore and Ortony, 2000; Ortony et al., 1988). The appraisal of goal 
congruence determines the valence of emotional response and differentiates between 
positive and negative emotions (Johnson and Stewart, 2005). For example, if the situation 
is motive consistent, this will result in positive emotions and events appraised as motive 
inconsistent elicit negative emotions (Roseman et al., 1990).
Other theorists have introduced the appraisal dimension of goal relevance in conjunction 
with goal congruence in order to account for the fact that not all events are goal-related 
(Johnson and Stewart, 2005; Lazarus, 1991; Nyer, 1997). Goal relevance also kno wn  as 
goal importance refers to the extent to which an encounter touches on personal goals and 
whether an event/situation is relevant to an individual’s well-being (Johnson and Stewart,
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2005). If an event occurs that does not have any implications for someone’s personal 
well-being, it is appraised as goal irrelevant (Lazarus and Folkman, 1984).
7.3.4.3 Certainty
The certainty dimension is included in the models of both Roseman (1984) and Smith and 
Ellsworth (1985). The appraisal of certainty involves assessing the perceived likelihood 
of a particular outcome and its impact on emotion (Smith and Ellsworth, 1985; Frijda, 
1987; Roseman, 1984). Another variant of certainty is understandability, as it m a y  
possible that someone is certain about what is occurring and yet feels that one does not 
understand the event (Mauro et al., 1992). The certainty dimension differentiates 
emotions with a known outcome (e.g. joy and anger) and anticipatory emotions with 
unknown or uncertain outcomes (e.g. hope and anxiety) (Johnson and Stewart, 2005). The 
degree of certainty about a future outcome will determine h o w  someone feels about the 
situation. For example, high levels of uncertainty are associated with emotions of fear, 
hope and surprise (Rosmean, 1984; Smith and Ellsworth, 1985). Certainty about a 
situation/outcome arises from experience or knowledge about having been in similar 
contexts before. In fact, individuals enter every situation with theft o w n  idiosyncratic 
perspectives based on their unique experiences, expectations, beliefs and goals (Johnson 
and Stewart, 2005). Conversely, uncertainty is due to a lack of experience or knowledge 
about a situation, an even or an experience. Ruth et al., (2002) in their study identified 
appraisal of certainty as a significant determinant of consumption emotions.
7 .3 .4 .4  N o v e lty
Novelty refers to the appraisal of change in the environment and encompasses the extent 
to which the event is sudden, predictable and familiar (Scherer, 1988). According to 
Scherer (1984a), novelty is the most primitive evaluation that someone makes of an 
environment. A  novel stimulus draws attention and mobilises processing resources 
(Ellsworth and Scherer, 2003). Scherer (1988) differentiates between three features of 
novelty (i) suddenness or abruptness, often coupled with high stimulation intensity, 
producing an orientation response; (ii) familiarity with the object or event, generally 
based on schema matching; (iii) predictability, as based on past observations of 
regularities and probabilities for specific events. The appraisal of novelty is an important
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determinant of surprise (Scherer, 1984a). However, Roseman et al., (1996) found that, 
although they might be plausible hypotheses, neither novelty (Scherer, 1984a), nor 
unfamiliarity (Scherer, 1998) nor extreme uncertainty (Roseman, 1984) elicit surprise. 
Rather, it was unexpectedness of a stimulus (Izard, 1977; Scherer, 1984a) that reliably 
determines surprise. Unexpectedness refers to whether and event was expected or 
unexpected.
7.3.4.5 Self-Compatibility
According to Scherer (1982), the conformity between one’s thoughts, feelings, actions 
and societal or personal standards are important determinants of one’s emotional state. 
Appraising self-compatibility involves assessing the degree to which an event is 
compatible with one’s moral standards, consisting of two sub-checks (a) external 
standards: compatibility with perceived norms or demands of a salience social group in 
terms of both desirable and obligatory conduct and (b) internal standards: compatibility 
with one o w n  internal standards, such as those of one self-ideal (desirable attributes) or 
internalised moral code (obligatory conduct) (Scherer, 1984a, 1988). Self-compatibility 
appraisal is linked to emotions that indicate the relevance of moral and nonnative 
standards (Johnson and Stewart, 2005). For example, the emotion of shame is associated 
with a violation of a social norm and the emotion of pride is associated with the 
achievement of normative or moral ideals. In the generic marketing literature, self 
concept theoiy closely matches this appraisal. Self-concept has been conceptualised as 
consisting of actual, ideal and social self. The theory of self-congruence suggests that 
consumers evaluate products by referring to their self-concept (Sirgy, 1982). The higher 
the self-congruence, defined as the match between self-image and the product image, the 
higher the probability of displaying favourable behaviour, such as intention to purchase.
7.3.4.6 A g e n c y
Another appraisal that has been shown to influence emotions is agency (Ortony et al., 
1988; Roseman, 1991; Smith and Ellsworth, 1985). Ruth et al. (2002), using multiple 
discriminant analysis, identified agency (other and self) to explain the second highest 
amount of variance in consumption emotions after pleasantness Appraising agency 
involves “the assessment of the various entities (e.g. people, objects, products, etc.) in a
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situation and the role each has played, or might play, in the outcome of the situation” 
(Johnson and Stewart, 2005:14). A  causal agent is “w h o ” or “what” caused a stimulus 
event to happen. The agent m a y  be perceived by the appraiser to be oneself (self-caused), 
someone else (other-caused), or circumstance (circumstance-caused) (Ortony et al., 1988; 
Roseman, 1991; Smith and Ellsworth, 1985). Appraisal of agency is similar to the process 
of attribution of the locus of cause (internal versus external to a person) in Weiner’s 
(1985) attribution theory. Research has established that perceived internal self attributions 
produce self-esteem feelings of pride (after a positive event) or shame (after a negative 
event). However, the appraisal of agency is a key dimension in differentiating among 
negative emotions (Smith and Ellsworth, 1985). The authors concluded that shame and 
guilt are distinguished by appraisals of self-agency; anger, contempt and disgust by 
appraisals of other-agency.
7.3.5 C o n s e q u e n c e s  of E m o t i o n s :  Satisfaction, Attitude J u d g e m e n t s  a n d  
B eh avioural Intentions
Past research has found that cognitive appraisals combine to evoke different consumption 
emotions (Ruth et al., 2002). It is also clear, from previous studies, that emotions impact 
on consumer decision-making (Pham, 1998; P h a m  et al., 2001). Emotional responses to 
the consumption experience are also fundamental for the determination of satisfaction and 
post-consumption behaviours (Liljander and Strandvilc, 1997; M a n o  and Oliver, 1993). In 
fact, the direct link between positive emotion and satisfaction is well established in the 
consumer literature (e.g. Oliver, 1994; Westbrook and Oliver, 1991; M a n o  and Oliver, 
1993). V a n  Dolen et al., (2004) in then study found a significant influence of positive 
emotions on customer encounter and customer relationship satisfaction but no significant 
impact of negative emotion. Encounter satisfaction is conceptualised as the evaluation of 
the events and behaviours that occur during a single, discrete interaction. O n  the other 
hand, the authors view relationship satisfaction as a function of satisfaction with multiple 
experiences or encounter with the firm (Bitner and Hubbert, 1994). The lack of influence 
of negative emotion on satisfaction in van Dolen et al., (2004) study is not surprising 
since previous studies report mixed evidence. S om e  studies have found a significant 
influence of negative emotion on customer satisfaction (e.g. Westbrook, 1987) whereas 
others establish that negative emotion have no effect on satisfaction and to some extent, 
can be tolerated by consumers (e.g. Westbrook and Oliver, 1991).
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Other studies have established the importance of emotions at detennining consumer 
behaviour in the context of retailing. Emotions experienced while shopping have been 
shown to affect a variety of responses such as approach behaviour (Hui et al., 1997), 
spending levels (Donovan and Rossiter, 1982), retail preference and choice (Dawson et 
al., 1990), willingness to buy (Baker et al., 1992) and shopping satisfaction (Machleit and 
Eroglu, 2000). For example, Y o o  et al., (1998) examined the mediating role of retail 
specific emotions on the relationship between store characteristics and store attitudes. 
Results indicate that store characteristics have a pronounced effect on consumers’ in-store 
emotions and that these emotional experiences serve as mediators in the store 
characteristics-store attitudes relationship. Y o o  et al., (1998) findings are consistent with 
Donovan and Rossiter (1982) and Donovan et al., (1994) studies, where significant 
effects of store facilities on in-store emotion are established. More recently, Bigne and 
Andreu (2004) in their study put forward that consumption emotions are closely related to 
satisfaction and mediate behavioural intentions.
Research also suggests that consumer emotions significantly add to the predictive power 
offered by satisfaction in the modelling of post-consumption behaviour, such as intention 
to recommend/revisit. For instance, Nyer (1997) found that emotions such as anger, 
sadness and shame significantly contributed to the prediction of post-consumption 
behaviours of word of mouth, complaining behaviour, intention and repurchase, over and 
above the predictive ability of satisfaction. Muller et al., (1991) investigated the 
emergence and determinants of consumers’ post-consumption emotional responses to a 
pleasure visit to Toronto city. The authors found that positive emotions affect post­
consumption behaviour (intention to revisit) while negative emotions had no such effect.
7.4 C o n c e p t u a l  M o d e l  a n d  H y p o t h e s e s  F o r m u l a t i o n
The proposed model involves three constructs (appraisals, emotions, post-consumption 
evaluations). The exogenous constructs for the model are the levels of appraisals 
(pleasantness, goal congruence, certainty, novelty, self-compatibility and agency) are 
antecedents to the emotional responses of joy, love and positive surprise. Emotional 
responses, in turn, are hypothesised to influence satisfaction, attitude judgements and 
intention to recommend. A n  overall model (based on the theoretical framework discussed 
previously) reflecting these conceptualisations is depicted in Figure 7.2).
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From Figure 7.2, the predictions and proposed paths can be summarised in the following 
hypotheses:
Hi a'. Appraisal of Pleasantness is related to the emotional experience of Joy.
H}b. Appraisal of Pleasantness is related to the emotional experience of Love.
H]c: Appraisal of Pleasantness is related to the emotional experience of Positive Surprise.
H2J. Appraisal of Goal Congruence is related to the emotional experience of Joy.
H2b: Appraisal of Goal Congruence is related to the emotional experience of Love.
H2c' Appraisal of Goal Congruence is related to the emotional experience of Positive 
Surprise.
H3a: Appraisal of Certainty is related to the emotional experience of Joy.
H3b: Appraisal of Certainty is related to the emotional experience of Love.
H3c: Appraisal of Certainty is related to the emotional experience of Positive Surprise.
H4a: Appraisal of Novelty is related to the emotional experience of Joy.
H4b: Appraisal of Novelty is related to the emotional experience of Love.
H4c: Appraisal of Novelty is related to the emotional experience of Positive Surprise.
H3a: Appraisal of Self-Compatibility is related to the emotional experience of Joy.
H5b: Appraisal of Self-Compatibility is related to the emotional experience of Love.
H3c'. Appraisal of Self-Compatibility is related to the emotional experience of Positive 
Surprise.
Hfa. Appraisal of Agency is related to the emotional experience of Joy.
H()b'. Appraisal of Agency is related to the emotional experience of Love.
H(,c'. Appraisal of Agency is related to the emotional experience of Positive Surprise.
Hya\ Emotional experience of Joy is related to Satisfaction.
H7b: Emotional experience of Joy is related to Intention to Recommend.
H7c'. Emotional experience of Joy is related to Attitude toward the Destination.
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Hga- Emotional experience of Love s related to Satisfaction.
Hsb' Emotional experience of Love is related to Intention to Recommend.
Hsc' Emotional experience of Love is related to Attitude toward the Destination.
Hqa. Emotional experience of Positive Surprise is related to Satisfaction.
H%\ Emotional experience of Positive Surprise to Intention to Recommend.
II9c- Emotional experience of Positive Surprise is related to Attitude toward the 
Destination.
Hioa: Emotional experiences mediate the relationship between appraisals and 
Satisfaction.
Hioa'. Emotional experiences mediate the relationship between appraisals and Intention to 
Recommend
Hjoa: Emotional experiences mediate the relationship between appraisals and Attitude 
towards the Destination
7.5 Questionnaire D e v e l o p m e n t
Data for this study were collected via a mail questionnaire. Questionnaires have the 
advantages of reliability, simplicity and the capability to obtain large quantities of data. It 
also simplifies coding, analysis and interpretation (Haft et al., 2007; Malhotra and 
Peterson, 2006). A  wide range of data can be collected using questionnaire including 
beliefs, opinions, intentions, attitudes, behaviour, awareness, motivations and lifestyle 
characteristics to general information on respondents such as gender, age, education and 
income. In conducting a questionnaire-based study, a number of considerations exist and 
include: general design, pre-testing (to validate the questionnaire) and the method by 
which the questionnaire is administered (Hair et al., 2007). Methods of collecting survey 
data using questionnaires fall into two broad categories: self-completion and interviewer 
completion. Self-completion methods include mail surveys, Internet/electronic surveys 
and drop-off7pick up. O n  the other hand, interviewer-completed methods require a direct 
contact with respondents/participants through either face-to-face personal interviews or 
via telephone. The following sections describe the questionnaire development process.
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The questionnaire consists of five major parts: Section A, Section B, Section C, Section D 
and Section E (A copy of the final questionnaire is included in Appendix 5). The research 
instrument consisted of a series of rating scales to capture the study’s main constructs: 
emotional responses, cognitive appraisal dimensions, attitude judgements, satisfaction 
and intention to recommend. In developing the questionnaire, specific considerations 
were followed in terms of the language and wording of questions to ensure that they were 
clear and easy to understand. Also, special attention was given to the sequencing of 
questions. The final questionnaire has an attractive appearance with self directed 
instructions. Each of the sections in the questionnaire is discussed below.
7.5.1 Section A: T h e  Holiday Experience
In Section A, respondents were requked to provide some basic information about thek 
holiday trip. Respondents were clearly instructed to recall thek most recent vacation to a 
tourism destination outside the U K  and this is in line with the study design (i.e. British 
subjects’ evaluation of foreign destinations). Participants were asked a series of questions 
pertaining to thek trip characteristics’ including: name of the country last visited, h o w  
long ago was that visit, the number of previous visits, main reason of visit and travel 
companion. Based on travel statistics, a list of the top 14 popular countries (mostly 
including European countries) visited by British citizens was compiled (e.g. France, 
Spain and Portugal). The benefit of asking respondents about thek past holiday trip is 
twofold: fkst, such a procedure enables subjects to recall thek experiences. Second, the 
researcher can run manipulation checks (e.g. through t-test and A N O V A )  to detect any 
presence of sample bias in the data.
7.5.2 Section B: T h e  Destination E m o t i o n  Scale
Section B  of the questionnake contains the destination emotion scale. Exploratory factor 
analysis in Study 1 identified three salient emotion dimensions: Joy, Love and Positive 
Surprise. O ne of the main objectives of Study 2 is to confirm earlier findings about the 
structure of emotional responses towards tourism destinations. Accordingly, the emotion 
items used m  this study is based on Study 1 exploratory factor analysis results, which 
generated 24 emotion items across the three dimensions of Joy, Love and Surprise. In 
order to have a parsimonious account of tourists’ emotional experiences, 19 out of the 24
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items were retained (based on highest factor loadings) and appropriateness in the context 
of tourism destinations.
Furthermore, in Study 1, mea n  scores for negative emotion items were relatively low and 
correlation coefficients in the post-hoc analysis (refer to Section 6.7) indicated that 
negative emotions were not statistically related to dependent measures (satisfaction, 
intention to recommend and overall attitude). Similarly, findings of the follow-up study 
(refer to Section 6.8) suggest that, negative emotions are not related to behavioural 
measures (complaining behaviour, W O M  communication, inertia and switching). 
However, results of hierarchical regressions (see Table 6.18) show that negative emotions 
slightly add to the predictive power of joy, love and surprise at estimating the dependent 
variables. As such, although small, the significant incremental increase in R2 across the 
regression models, provide a partial support to the predictive power of negative emotions. 
Consequently, given mixed evidence about the presence and explanatory power of 
negative emotions and in order to be consistent with previous studies, some negative 
emotion items were included in the final questionnaire as depicted in Table 7.1.
Table 7.1
List of Emotion Items Retained for Study 2
Dimensions Emotion Items
Joy Enjoym ent, Enthusiasm, Pleasure, Entertained, Cheerfu l, D e ligh t, Joy and
C om fortab le.
Love Tenderness, L o v in g , A ffe c t io n , Caring, Sentimental, W ann-hearted.
Positive Surprise Am azem en t, Aston ishm ent, Surprise, Fascinated, Inspired
Negative Affect Unhappiness, D ispleasure, R egret, Sad, D isappointm ent and Fear
From Table 7.1, Joy was measured using 8 items; Love was captured with 6 items; 
Surprise was measured with 5 items; and Negative Affect operationalised using 5 items. 
Similar to Study 1 and consistent with previous research (e.g. Nyer, 1997), each emotion 
item was then formatted into a 7-point Likert type scale with anchors 1 =  “not at all” to 7 
=  “very much”. Using the retrieval hypothesis (Solomon et al., 1999), respondents were 
instructed to recall their most recent vacation outside the U K  during the past six months 
and to rate a set of statements (e.g., “I  felt a sense of enjoyment', I  felt a sense of
P a g e | 260
Methodology II: Chapter
Sameer Ullah Hosany The Main Study Seven
disappointment) intended to capture “emotions towards the destination” using self reports 
(Isen et al., 2004).
7.5.3 Section C: T h e  Cognitive Appraisal Scale
Section C  of the questionnaire contained the appraisal scale. The categories for appraisal 
dimensions were compiled from relevant appraisal models that have been tested 
extensively in psychological research and empirically supported in the marketing 
literature. O n  the basis of previous research (e.g. Scherer, 1984a; Roseman, 1984; Smith 
and Ellsworth, 1985) a comprehensive number of important appraisal dimensions were 
selected, that are most applicable in the context of a destination experience. The proposed 
dimensions include pleasantness, goal congruence, certainty of understanding the 
situation, degree of novelty, self-compatibility and agency. With the exception of agency, 
more than one item was used for each dimension and the final questionnaire included 17 
statements designed to measure six a priori dimensions. The wording of appraisal items 
and response scales were taken from, or adapted from previous research (e.g. Mauro et 
al., 1992; Smith and Ellsworth, 1985; Ellsworth and Smith, 1988; Roseman et al., 1996). 
Items were arranged in random order in the final questionnaire in order to avoid response 
bias. The statements capturing the six appraisal dimensions are presented below.
Pleasantness: T w o  items were constructed to measure pleasantness: “How enjoyable was 
your overall experience with the destination?” (l=Not at all Enjoyable; 7=Extremely 
Enjoyable) and "How pleasant or unpleasant was your overall experience with the 
destination?” (l=Not at all pleasant; 7=Extremely pleasant).
Goal congruence: Appraisal of goal congruence was measured using four items: “To 
what extent was the overall experience with the destination consistent or inconsistent to 
what you wanted to achieve during this holiday?” (l=Very much inconsistent; 7=Very 
much consistent); "In comparison to what you desired, how consistent or inconsistent was 
the overall experience with the destination?” (l=Very much inconsistent; 7=Very m uc h  
consistent); "To what extent do you see this overall experience with the destination 
important or not important in achieving your goals/needs/desires?” (l=Not at all 
important; 7=Extremely important); and "To what extent has the overall destination
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experience contributed/not contributed in achieving your personal goals in life?" (1—Not 
at all; 7=Very much).
Certainty: The appraisal dimension of certainty was constructed using two items: “ When 
you were at the destination, how well did you understand what was happening around 
you?" (l=No understanding; 7 = A  great deal of understanding); and “ When you were at 
the destination, how sure were you about what was happening?" (l=Not sure at all; 
7=Extremely sure).
Novelty: The novelty dimension comprised of three items: "To what extent did the overall 
experience you had with the destination something you expected or unexpected?" 
(l=Unexpected; 7=Expected); “How usual or unusual was your overall experience with 
the destination?" (l=Unusual; 7=Usual); and "To what extent was the overall experience 
you had with the destination familiar or unfamiliar" (l=Unfamiliar and 7=Familiai).
Self-Compatibility: T w o  items were used to capture the appraisal dimension self —  
compatibility (internal and external): "How did your overall experience with the 
destination affect feelings about yourself such as your self-esteem?" (l=Negatively; 
7=Positively); and "In comparison to the way others may judge you for your choice of 
destination, how consistent or inconsistent was this chosen destination?" (l=Very m uch 
inconsistent; 7=Very m u c h  consistent).
Agency: Finally, agency was measured using four single items (own, management, 
circumstance, others): "To what extent were the feelings you had towards the destination 
as a result of your own actions/behaviours?" (l=Not at all; 7=Very much); "To what 
extent were the feelings you had towards the destination as a result of 
management/employees?" (l=Not at all; 7=Very much); "To what extent were the 
feelings yon had towards the destination as a result of circumstances beyond anyone's 
control?" (l=Not at all; 7=Very much); and "To what extent were the feelings you had 
towards the destination as a result of other tourists as the destination?" (l=Not at all; 
7=Very much).
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7.5.4 Section D: Validation Questions a n d  Related Constructs
Multiple dependent measures were included in Section D  of the questionnaire to assess 
validity and to determine relationships among theoretically related constructs. The 
dependent variables were overall attitude, overall image, satisfaction and intention to 
recommend, all captured on a 7-point Likert scale.
Overall Attitude: For validation puiposes, respondents were asked to evaluate their 
attitudes towards the destination and overall image of the destination. Attitude towards 
the destination was measured using the following statement: “Please indicate your overall 
feelings towards the destination” (disliked very much [-3], liked very much [+3]; and bad 
[-3], good [+3].
Overall image: Overall image was captured using the statement “What is your impression 
of the overall image of the destination” (unfavourable [-3], favourable [+3]; and 
extremely poor [-3] and extremely good [+3]).
Satisfaction: Emotional responses to the consumption experience are fundamental in 
determining satisfaction and post-consumption behaviour (Liljander and Strandvilc, 1997; 
M a n o  and Oliver, 1993). Previous consumer research established a direct link between 
positive emotion and satisfaction (e.g. Oliver, 1994; Westbrook, 1987). Satisfaction 
towards the destination was operationalised using 3 statements: “Please indicate your 
overall satisfaction towards the destination” (extremely dissatisfied [-3] and extremely 
satisfied [+3]; terrible [-3] and delighted [+3]); “Overall, compared to your expectations, 
h o w  would you rate your experience with the destination?” (Much worse than expected [- 
3] and Much better than expected [+3]); and the last statement was “This is one of the 
best destination I could have visited” (strongly disagree [-3] and strongly agree [+3]).
Intention to Recommend: Past research also suggests that consumer emotion is a 
significant determinant in modelling post-consumption behaviour such as intention to 
recommend/revisit (e.g. Muller et al., 1991; Bigne and Andreu, 2004). Intention to 
recommend was captured using the following two statements: “I would say positive 
things about this destination” (strongly disagree [-3] and strongly agree [+3]; and “I
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would recommend this destination to m y  friends/family” (strongly disagree [-3] and 
strongly agree [+3]).
7.5.5 Section E: D e m o g r a p h i c  Profile of Respondents
In, the last part of the questionnaire, Section D, questions was designed to obtain the 
socio-demographic profile of respondents. Previous destination studies incorporate socio- 
demographic variables as classification variables (e.g. Woodside and Lysonslci, 1989; U m  
and Crompton, 1990). Demographic questions included:
Gender
- Age
- Highest Level of education 
Occupation
- Annual Personal Income
- Nationality
7.6 Pre-Test, S a m p l e  D e s i g n  a n d  Questionnaire Administration
The questionnaire was pre-tested using a small sample of five respondents to evaluate 
accuracy and consistency of responses. Respondents not only completed the questionnaire 
but were asked probing questions about every aspect of the instrument including 
instructions, scaling, overall style and format. The pre-test also ensured that each question 
is relevant, clearly worded and unambiguous to answer. As a result, a few statements 
were subsequently refined, more specifically, items from the cognitive appraisal scales. 
All changes were incorporated and the final questionnaire was photocopied and prepared 
for distribution.
The study took place in Guildford, United Kingdom and data were collected over a three- 
month period from April to June 2006. A  mail survey approach was adopted to collect 
data, based on Dillman’s (1978) guidelines (Total Design Method). In order to increase 
respondents cooperation and willingness to participate in the study, the mailing consisted 
of a hand-signed cover letter (see Appendix 4), a questionnaire and a return postage 
envelope. The cover letter briefly explained participants the puipose of the study. The 
letter promised respondents confidentiality and specified that information would be used
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in aggregate form solely for academic purposes. In order to achieve higher response rates, 
special considerations were taken w he n  designing the questionnaire in terms of length, 
layout and format (Kanuk and Berenson, 1975). Moreover, as incentive, respondents were 
given the opportunity to participate in a free draw with the chance of winning £ 10 0 worth 
of Marks and Spencer vouchers. Monetary incentives in mail surveys are seen as an 
effective w a y  to increase response rate (e.g. Armstrong, 1975; Duncan, 1979; Harvey, 
1987; Kanuk and Berenson, 1975; Linsky, 1975).
In order to facilitate the data collection process, a research assistant was hired and trained 
in aspects of questionnaire administration. Over a period of 3 months (from April to June
2006), the research assistant distributed around 3000 questionnaires through household 
mailboxes within the Guildford town. Given its nature, the study adopted a probability 
sampling procedure, in which streets and houses within the Guildford area were randomly 
selected to deliver the survey questionnaire. Probability sample involves the selection of a 
representative sample from the population to ensure objectivity in the selection process. 
Out of the 3000 distributed questionnaire, a total of 564 were returned back, yielding a 
response rate of approximately 19%. O f  these, 44 questionnaires were discarded due to 
excessive missing data, resulting in a final 520 useable responses for analysis.
7.7 D a t a  Analysis: A p p r o a c h  a n d  M e t h o d s
The data analyses followed an eight-stage process, as depicted in Table 7.2, and each 
stage is discussed in the following sections.
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Table 7.2 Overview of the Stages in the Analysis
Stages
1st Stage
Descrintion
Profile of Respondents - Sample characteristics.
- Checking the overall quality and representativeness of 
the data (t-test and A N O V A ) .
2nd Stage
Descriptive Analysis - M ean scores and standard deviations of the scale items (emotion. Cognitive appraisals and dependent measures).
3rd Stage
Seale Purification - Exploratory Factor Analysis to identify the 
dimensionality of the destination emotion scale (DES).
4th Stage
Reliability Assessment - Assessing the reliability of the DES, cognitive appraisal 
scales and dependent measures using Cronbach’s Alpha.
5th Stage
Correlation Analysis - Creating a correlation matrix to assess the inter­
relationship between emotion, cognitive appraisals and 
the dependent measures (significance, direction &  
strength).
6th Stage
Hypothesis Testing - 
Antecedents of Emotional 
Responses
- Testing the hypotheses for the antecedents of emotional 
responses using M A N O V A .
7th Stage
Hypothesis Testing - 
Consequences of 
Emotional Responses
- Testing the hypotheses for the consequences of 
emotional responses using regression analyses.
8th Stage
Post-Hoc Analysis - Post-Hoc Analysis using regression to test whether 
emotion mediates the relationship between cognitive 
appraisals and intention to recommend.
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7.8.1 Stage 1 -  Profile of Respondents
The first stage of the analysis summarises survey respondents using charts and tables. 
Respondents were profiled in terms of their demographic characteristics (gender, age, 
annual personal income, highest education level attained and occupation) and previous 
aspects of travel (country visited, time of visit, number of previous visits, travel 
companion and purpose of travel). Manipulation checks using t-test and A N O V A  were 
performed to assess the overall quality and representativeness of the data.
7.8.2 Stage 2 - Descriptive Analysis
The second stage of the analysis is to get a general overview of the study variables by 
computing frequency counts, percentages, m ea n  scores and standard deviations. The 
frequency distribution of each scale item of the destination emotion scale, cognitive 
appraisal scale and the dependent measures are examined to identify out-of-range, 
missing or extreme values. In addition, the most commonly used statistics associated with 
frequencies: measures of central tendency (mean) and measures of variability (standard 
deviation) were computed to describe all the scale items. Also, tests were run on the data 
to determine whether underlying general assumptions (such as normality) associated with 
further analyses are met. To this end, where applicable, appropriate procedures were 
followed to deal with any assumption violations.
7.8.3 Stage 3 -  Scale Purification: Exploratory Factor Analysis
One of the purposes of this study is to replicate the structure of emotional response 
toward destinations as identified in Study 1. Exploratory factor analysis was performed 
on the emotion scale and followed the guidelines as discussed in Chapter 5. The emotion 
items were subjected to principal component analysis with Varimax rotation and scree 
test criterion to identify the number of factors (Bearden et al., 1989; Hair et al., 2 0 0 6 ; 
Nunnally and Bernstein, 1 9 9 4 ). The Kaiser-Meyer-Olkin test (KM )  and Bartlett’s test of 
sphericity were used to assess the appropriateness of the correlation matrices for factor 
analysis. The criteria for the significance of factor loadings were set at 0 .30 , based on 
Haft et al., (2 0 0 6 ) guidelines for a sample size of 350  or greater. Empirical and 
substantive considerations in item trimming were adopted to reduce the number of items.
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Churchill (1979) suggested that scale variables with low item-to-total-correlations should 
be dropped from the analysis. In addition, items exhibiting low factor loadings (<0.45), 
high cross loadings (>0.40) or low communalities (<0.30) were candidates for elimination 
(Haii* et al., 2006). The adequacy of the final factor-solution was determined according to 
the following criteria: 1) eigenvalues values should be greater than 1; 2) communalities 
values greater than 0.30; 3) total amount of variance explained by the factors; and 4) the 
size of factor loadings.
7.8.4 Stage 4 -  Reliability Assessment of the Scales
For the purpose of this study, internal consistency of the measurement scales (emotion, 
cognitive appraisals, satisfaction, intention to recommend, and attitude an overall image), 
were assessed using Cronbach’s alpha coefficient (e.g. Churchill, 1979; DeVellis, 1991). 
Despite recent criticism on the use of coefficient alpha as a measure of reliability (e.g. 
Boyle, 1991; Rossiter, 2002), Cronbach’s (1951) coefficient alpha remains the widely 
accepted and pervasive statistic within the sphere of marketing for assessing internal 
consistency of a given scale (Peter, 1979; Peterson, 1994). Although no clear standards 
regarding an acceptable level of internal consistency reliability exists, it is not u n c o m m o n  
for researchers to characterise reliabilities in the 0.60s and 0.70s as good or adequate (e.g. 
(Clark and Watson, 1995). In this study, internal consistency of the scales is considered 
reliable if coefficient alpha value is of a m i n i m u m  threshold level of 0.70 (Churchill, 
1979; Hair et al, 2006).
7.8.5 Stage 5 -  Correlation Analyses
Correlation, computed using the correlation coefficient, r, is the basis of m an y  
multivariate analyses (Tabachniclc and Fidell, 2007). In fact, an implicit assumption of all 
multivariate techniques is linearity and is based on correlation measures of association 
(Haii* et al., 2006). Correlation matrices provide an overview of the linear relationships 
between the study variables in terms of significance levels, direction and strength of the 
association. The correlation coefficient ranges between -1.00 to +1.00, with zero 
representing absolutely no association between two variables. Larger correlation 
coefficients indicate stronger levels of association between the linear variables. 
Furthermore, correlation coefficients can be either positive or negative where a positive
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correlation coefficient between X  and Y  implies that increases in the value of X  is 
associated with increases in the value of Y, and vice versa.
The two commonly used measures of correlation are Pearson product-moment and 
Spearman rank-order. Pearson correlation entails several assumptions about the nature 
of the data namely: 1) the two variables are measured using interval or ratio-scaled (that 
is, metric); 2) the relationship between the two metric variables is linear; and 3) the two 
variables are normally distributed. In cases where any of these assumptions are violated, 
then the researcher should use the Spearman rank-order correlation which typically 
results in lower coefficient but is considered as a more conservative statistic (Hak et al., 
2007). Therefore, in this study, correlations using Pearson’s and Spearman’s (where 
appropriate and depending on the nature of the data) among the study variables will be 
computed and a correlation matrix produced to set the stage for subsequent analysis.
7.8.6 Stage 6: Hypothesis Testing: Antecedents of Emotional Responses
Multivariate Analysis of Variance ( M A N O V A )  was used to test the hypotheses relating 
to the antecedents of emotional responses. M A N O V A  is an extension of univariate 
analysis of variance ( A N O V A )  with several dependent variables. M A N O V A  has been a 
powerful and versatile marketing research technique (Novak, 1995). M A N O V A  examines 
the relationship between several categorical independent variables and two or more 
metric dependent variables. While A N O V A  assesses the differences between groups in a 
single metric variable, M A N O V A  examines the dependence relationship between a set of 
dependent measures across a set of groups at the same time. In M A N O V A ,  a new 
dependent variable (variate) opthnally combines the multiple dependent measures into a 
single value that maximises the group differences (Hak et al., 2006). Furthermore, 
M A N O V A  can identify if there is a significant difference between the groups on the new 
composite dependent variable. It also provides univariate results for each of the 
dependent variable separately. O ne  m a y  also perform planned comparison or post hoc 
comparisons to see which values of a factor contribute most to the explanation of the 
dependent variables. There are three basic variations of M A N O V A  (Hak et al., 2006):
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■ The Two-Group Case: Hotelling’s T2 -  This is an equivalent and direct 
extension of the univariate Mest scenario with one dichotomous independent 
variable and multiple dependent variables. The Hotelling’s T2 provides a statistical 
test of the variate from the combined dependent variables, which results in the 
greatest differences between the two groups;
■ The k-Group Case: One-Way MANOVA -  This M A N O V A  application is an 
extension of Hotelling’s I 2 to more than two groups. Here w e  have a single 
nominal independent variable with more than two levels (multi-levels) and each 
participant is measured on several dependent variables.
■ Factorial MANOVA -  In a factorial M A N O V A  design, w e  have treatment 
combinations (multiple nominal independent variables) measured using several 
multiple dependent variables. It offers the advantage of factorial designs in that 
the researcher can assess the interactive or joint effects between the treatments 
(independent variables) on the dependent variables separately and collectively.
7.8.6.1 Assumptions of MANOVA
The tests procedure of M A N O V A  requires considerations of strict statistical assumptions 
(Harris, 2001) namely:
■ Observations must be independent;
■ Variance-covariance matrices must be equal for all treatment groups; and
■ The set of dependent variables must follow a multivariate normal distribution (i.e. 
any linear combination of the dependent variables must follow a normal 
distribution).
In addition to these assumptions, the researcher has to consider several other issues 
namely -  sample size, linearity and multi-collinearity of the variate of the dependent 
variables (Haft et al., 2006; Tabachnick and Fidell, 2007). Each of the assumptions is 
briefly explained in the following sections.
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Unequal Sample Sizes
Like any other multivariate techniques, M A N O V A  is affected by sample size. The 
researcher should be cautious about a number of issues concerning sample sizes needed in 
M A N O V A  (Hair et al., 2006) namely:
■ The m inimum sample size per cell (group) must be greater the number of 
dependent variables;
■ The recommended m i n i m u m  sample size is-20 observations per cell (group);
■ The sample size required to maintain statistical power increases as the number of 
dependent variables increases;
As such, it is recommended that researchers should strive to achieve approximately equal 
sample sizes per cell (group) given that unequal group size results decreased statistical 
' power of the tests.
Independence
In M A N O V A ,  the results can be affected if there is a lack of independence among 
observations. M A N O V A  is not robust w hen the selection of one observation depends on 
another variable. Dependence occurs w he n  responses in each cell (group) are not made 
independently of responses from other groups. Although no tests can provide an absolute 
certainty in identifying dependence, Hair et al., (2006) recommend that the researcher 
explores all likely effects and take corrective measures accordingly.
Homoscedasticity: Equality o f  Variance-Covariance Matrices
The second assumption of M A N O V A  is the equivalence of covariance matrices across 
the groups. Homogeneity of variance assumes that the dependent variables exhibit equal 
level of variance across the range of predictor variables. In multivariate designs with 
multiple dependent measures, in addition to the homogeneity of variance assumption, 
since there are multiple dependent variables, it is requked that thek inter-correlations 
(covariances) are homogeneous across the cells. The evaluation of homogeneity of the 
variance-covariance matrices is conducted using the Box’s M test. If£><0.001, it indicates
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that equality of covariance matrices assumption has been violated. However, violation of 
this assumption has minimal impact if cells (groups) are approximately of equal size (i.e., 
largest group size smallest group size <  1.5). Tabachnick and Fidell (2007) put forward 
that, B o x ’s M  test is extremely sensitive and if sample sizes are equal, one should 
disregard the outcome of the test since robustness of significance tests is expected. O n  the 
other hand, if sample sizes are unequal and B o x ’s M  test is significant at £?<0.001, 
robustness is not guaranteed. As a result, this further highlight the importance of 
maintaining equal sample sizes (Hair et al., 2006). Furthermore, the univariate 
homogeneity of variance can be assessed using Levene’s Test. If Levene’s test is 
significant, then the data fail the assumption of equal group variances.
Sensitivity to Outliers
A  serious limitation of M A N O V A ,  like A N O V A ,  is its extreme sensitivity to outliers (i.e. 
an observation that has one or more values that are distinctly different from the remainder 
of the scores). Like missing data, outliers impact on the validity and it is therefore highly 
recommended to examine the data for both univariate outliers (for each of the dependent 
variables separately) and multivariate outliers. A  simple approach that identifies extreme 
points is the boxplot, defines as “a pictorial representation of the data distribution of a 
metric variable for each group (category) of a non-metric variable” (Haii* et al., 2006:45). 
Once outliers are detected, the researcher can choose to change, transform or eliminate 
them from the analysis as they adversely impact on the overall results (Tabachnick and 
Fidell, 2007). However, the most conservative approach is to eliminate any outliers to 
avoid distorting or misrepresenting the results (Haii* et al., 2006).
Multivariate Normality
In M A N O V A ,  like other multivariate techniques, significance testing is based on the 
assumptions that all the dependent variables follow multivariate normality. Multivariate 
normality implies that “the sampling distributions of the various dependent variables in 
each cell and all linear combinations of them are normally distributed” (Tabachnick and 
Fidell, 2007: 251). Yet, even though this assumption is c o m m o n  for most multivariate 
techniques, no direct test is available for multivariate normality (Hair et al., 2006). As a 
result, it is c o m m o n  for researchers to assess the univariate normality of each variable
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even though the latter does not imply multivariate normality. However, Hair et al., (2006) 
argue that if all variables meet the univariate normality requirements, departures from 
multivariate normality are “inconsequential”. Furthermore, violations of this assumption 
have little impact for large samples. With moderate sample sizes, a modest violation of 
normality is acceptable as long as the violations are not due to outliers (Hair et al, 2006). 
According to Tabachnick and Fidell (2007), a sample size of at least 20 in each cell 
should ensure “robustness”.
Linearity and Multicollinearity among the Dependent Variables
M A N O V A  assumes that there are linear relationships among all pairs of dependent 
variables, all pans of covariates and all dependent variable-covariate pairs in each cell. 
The researcher must assess the data in order to detect any presence of nonlinear 
relationships. W h e n  the relationship deviates from linearity, the statistical power of the 
analysis is compromised (Tabachnick and Fidell, 2007). Covariates m a y  be transformed 
(e.g. log transformation) to establish a linear relationship. Furthermore, w he n  performing 
M A N O V A ,  dependent variables should not have a high degree of multicollinearity, 
which is an indication of redundant dependent measures, as it decreases statistical 
efficiency (Haft et al, 2006). Indeed M A N O V A  achieve best results w h e n  the dependent 
variables are only moderately correlated. The simplest w a y  to identify multicollinearity is 
to run correlations and check the strength of the correlations among the dependent 
variables. Correlation coefficients around 0.80 or 0.90 are indication of the presence of 
multicollinearity in the data and are considered problematic. Another c o m m o n  method to 
determine whether the dependent measures are significantly correlated is Bartlett’s test 
for sphericity. It examines the “correlations among all dependent variables and assesses 
whether, collectively, significant inter-correlations exists” (Hair et al., 2006:432). A  
significant degree of inter-correlation among the dependent variables is denoted by Sig. < 
0.05.
7.8.6.2 Estimation of the MANOVA Model and Assessing Overall Model Fit
After the underlying assumptions have been tested, the next stage is to estimate the 
M A N O V A  models. A  popular and preferred method to estimate A N O V A  and M A N O V A  
models among researchers is the general linear model (GLM) and is available in recent
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SPSS versions (Hair et al., 2006). The G L M  offers two unique advantages in terms of 
flexibility and simplicity in model design. Several multivariate statistics are available to 
test the significance of both main effects and interactions in M A N O V A  models. The four 
most widely used measures for assessing statistical inference are: 1) Roy’s greatest 
characteristics root; 2) Wilk’s lambda; 3) Pillai’s criterion; and 4) Hotelling’s trace. In 
designs with only two groups, multivariate F tests for the four measures are identical but 
in some unique instances, the results will differ for the four measures (Hair et al., 2006). 
If a main effect or interaction is established, the next question is: H o w  much? What 
proportion of the variance of the linear combination of the dependent variables scores is 
associated to the effect? The effect size can be estimated using the statistic provided by 
SPSS: Partial Eta Squared (r;2). Partial eta squared represents the proportion of the 
variance in the dependent variable that can be explained by the independent variable. 
Higher values of r\ indicate higher effect of the independent variable on the dependent 
variable.
The next step is to establish the statistical power of the multivariate tests. In M A N O V A  
designs, power is characterised as “the probability that a statistical test will identify a 
treatment’s effect if it actually exists” (Hair et al., 2006). Statistical power serves as a key 
role in any M A N O V A  designs in both the planning process (i.e. determining the required 
sample size) and as a diagnostic measure of the results (when non-significant effects are 
found). The level of power for any of the four statistical criteria discussed above is 
determined as a function of three considerations namely: 1) the alpha (a) level, the effect 
size of the treatment and the sample size of the groups. Maintaining an adequate 
statistical power is critical and power in the 0.80 range or above is considered acceptable 
(Haii* et al., 2006). Finally, w he n  a main effect is significant in M A N O V A ,  it is important 
to establish which dependent variables are affected individually. T o  this end, the 
univariate F test is used to examine each dependent variable for differences across the 
groups formed by treatment (independent variable). The univariate F  test answers the 
question “Is the model significant for each dependent variable?” and produces an F 
significance level for each dependent variable which enable comparisons.
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7.8.7 Stage 7: Hypothesis Testing: Consequences of Emotional Responses
In order to test the research hypotheses that emotion impact on behaviours, a series of 
regression analyses will be performed on the four post consumption behaviours (overall 
attitude judgement, overall image evaluation, satisfaction and intention to recommend).
In multiple regression analyses, the three emotion dimensions will be the independent 
variables and each of the four behaviour variables considered as dependent variables in 
separate models. In multiple regressions, the researcher can evaluate the relative influence 
of several independent variables on the dependent variables by comparing the size of the 
standardised beta coefficients. Beta coefficients range from -1.00 to +1.00 and the larger 
the absolute value of the beta, the more relative importance it assumes in predicting the 
dependent variable (Haii* et al., 2006).
T o  evaluate the results of a multiple regression analysis, the researcher has to follow the 
following three steps (Hair et al., 2006):
(1) Assess the statistical significance of the overall regression model using the F 
statistic. As a rule of thumb, p values <  0.05 are considered as significant and in 
some cases p values <0.10 are deemed acceptable.
(2) If the F statistic is significant, the next step is to evaluate the strength of the linear 
relationships between the dependent variable and the independent variables using 
the multiple R2 statistics. The R2 represents the amount of variation in the 
independent variable associated with all of the independent variables considered 
together (referred to as the goodness of fit). Multiple R2 ranges from 0 to +1.0 and 
a larger R2 indicate a stronger relationship between the independent variables and 
the dependent variable of interest.
(3) The final step is to examine the statistical significance of regression coefficients 
(betas) for each of the independent variables using the t statistics. If any of the beta 
coefficients is not statistically significant, it is an indication that the variable is not 
a good predictor of the dependent variable and that the relationship is due to 
sampling error.
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Multiple regressions were also used while conducting post-hoc analysis on the data to test 
for any mediator relationships and discussed in the next section.
7.8.8 Stage 8: Post-Hoc Analyses: Meditating Role of Emotional Response
T o  further substantiate earlier findings, a series of Post Hoc analyses were performed on 
the data. Multiple regressions are used to establish whether patterns of appraisals are 
related to the experience of Joy, Love and Positive Surprise. Furthermore, Baron and 
Kenny’s (1986) procedures were followed, to test the mediating role of emotion on the 
effect of cognitive appraisals on intention to recommend. Researchers recommend the use 
of structural equation modelling (SEM) to assess mediation as it allows controlling for 
measurement errors and offers alternative ways to explore the mediation effect (e.g. 
Holmbeck, 1997; Hoyle and Kenny, 1999; Kline, 1998). However, in this research, 
mediation is tested using multiple regressions and justifications for choosing this 
technique over S E M  is discussed later. In fact, multiple regressions are the most c o m m o n  
method for testing mediation (MacKinnon, 2000). The following section reviews the 
literature on moderation and mediation effects in research.
7.8.8.1 Moderation and Mediation Effects
The issues of mediation and moderation have received considerable attention in 
psychology and social science research (e.g. Baron and Kenny, 1986; James and Brett, 
1984; Judd and Kenny, 1981; MacKinnon &  Dwyer, 1993). In addition to estabbsh 
whether a particular independent variable has an effect on the dependent variable, the 
researcher wants to k now about other factors that might affect the magnitude of that 
effect (i.e., moderation) and the process that produce the effect (i.e., mediation) (Judd et 
al., 2001). A  well-known example of mediation in psychology is the extent to which 
intention mediate the effects of attitudes on behaviour (Ajzen and Fishbein, 1980). 
Another example would be to determine whether management training leads to an 
increase in employee satisfaction by influencing employee attitudes towards management 
or by changing behavioural habits. In this example, attitudes and habits are potential 
mediators of the relationship between management training and employee satisfaction.
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Substantial literatures exist on the topics of mediation and moderation (e.g. Aiken and 
West, 1991; Baron and Kenny, 1986; James and Brett, 1984; Judd and Kenny, 1981; 
MacKinnon et al., 2002) and statistical approaches to the analysis of mediation and 
moderation have been discussed extensively in the psychology discipline (e.g. Baron and 
Kenny, 1986; James and Brett, 1984; Judd and Kenny, 1981). Other emerging statistical 
methods exist to determine mediated effects (e.g. Bollen and Stine, 1990). But in the 
literature, mediation and moderation analyses are commonly guided by Baron and Kenny 
(1986) influential procedure. Indeed, Baron and Kenny (1986) paper is one of the most 
cited in modern psychological literature, with nearly 5 300 citations according to the 
Science Citation Index as of September 2004. Consequently, this research adopts the 
approach to mediation analysis as articulated by Baron and Kenny (1986).
Definition of Moderated Effects
According to Baron and Kenny (1986), a moderator specifies w he n  or under what 
conditions a predictor variable influences a dependent variable (moderator effects are 
depicted in Figure 7.3). The authors describe a moderator variable as follows:
“ a qualitative (e.g., sex, race, class) or quantitative ...variable that affects the 
direction and/or strength of a relation between an independent or predictor variable 
and a dependent or criterion variable...a basic moderator effect can be represented as 
an interaction between a focal independent variable and a factor (the moderator) that 
specifies the appropriate conditions for its operation...Moderator variables are 
typically introduced when there is an unexpectedly weak or inconsistent relation 
between a predictor and a criterion variable” (Baron and Kenny, 1986, p.l 174, 1178).
Figure 7.3 A n  Illustration of a Moderation Design
Source: Adapted from Frazier, Tix &  Barron (2004)
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More specifically, from Figure 7.3, a moderator m a y  reduce or enhance the direction of 
the relationship between a predictor variable and a dependent variable, or it m a y  even 
change the direction of the relationship between the two variables from positive to 
negative and vice versa (Holmbeclc, 1997; James and Brett, 1984; Lindley and Walker, 
1993). Thus, a moderator effect is simply an interaction between the predictor and 
moderator variable. Moderator variables can be at the interval, continuous, ratio level and 
can also be categorical (Baron and Kenny, 1986; Lindley and Walker, 1993). Depending 
on the scale (level) of the moderator variable, different statistical analyses are used to test 
moderating effects namely: multiple regression, structural equation modelling (SEM), and 
analysis of variance ( A N O V A )  (Baron and Kenny, 1986; Holmbeclc, 1997).
In cases where the predictor and moderator variables are measured on interval or 
continuous scales, researchers recommend that the variables are kept in their continuous 
form (as opposed to using cut points such as median splits) and to run multiple regression 
analyses to test moderating effects (e.g. James and Brett, 1984; Mason et al., 1996). This 
is because the use of cut points to create artificial groups, results in a loss of information 
and reduction in power to detect interaction effects (Frazier et al., 2004). Moderator 
effects are tested using multiple hierarchical regression and follow a two steps. First, the 
predictor and moderator variables are entered into the regression model (using 
hierarchical, stepwise or simultaneous methods), followed by the interaction term 
(product of the predictor and moderator variables) (Cohen and Cohen, 1983; Aiken and 
West, 1991). If the change in R2 in the model for the interaction term is statistically 
significant, it implies the presence of a moderating effect (Baron and Kenny, 1986; 
Holmbeclc, 1997). O n  the other hand, w he n  both the predictor and moderator variable are 
categorical (dichotomous), A N O V A  procedures is c o m m o n  to test for moderating effects. 
A N O V A  describes both main and interaction effects of the predictor variables. If the 
interaction term is statistically significant, the moderator hypothesis is supported (Kim et 
al., 2001).
Although multiple regression analyses are useful to test moderating effects, structural 
equation modelling (SEM) offers a less biased assessment of the moderator effects (e.g., 
Jaccard and Wan, 1996; Peyrot, 1996; Ping, 1996). Due to measurement errors, 
regression underestimates the effect size of the interaction term. However, S E M  makes 
allowance for such errors in the statistical model. Controlling for measurement errors is
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important because they can attenuate the relationship between two variables (Baron and 
Kenny, 1986; Peyrot, 1996). Several authors (e.g. Aiken and West, 1991; Holmbeck, 
1997; Jaccard et al., 1990) have encouraged the use of S E M  as a w a y  to control 
unreliability in measurement. Moreover, S E M  is desirable when unobserved variables 
(known as “constructs” or “latent” variables) are measured by multiple indicators (Biddle 
and Marlin, 1987; Peyrot, 1996). S E M  can also be used to examine interactions involving 
both categorical and continuous variables (e.g. Bollen and Paxton, 1998; Holmbeck, 
1997; Jaccard and Wan, 1995; Kenny and Judd, 1984).
Definition of Mediated Effects
Moderators address “when” or “for w h o m ” a predictor is more strongly related to the 
dependent variable, a mediator establish “h o w ” or “w h y ” one variable predicts or causes 
an outcome (dependent) variable (Holmbeck, 1997; Lindley and Walker, 1993; Peyrot, 
1996). Baron and Kenny (1986) describe a mediator variable as follows:
“the generative mechanism through which the focal independent variable is able to 
influence the dependent variable of interest... (and) Mediation ... is best done in the 
case of a strong relation between the predictor and the criterion variable” (Baron and 
Kenny, 1986, p. 1173,1178).
Stated more simply, mediation implies a causal hypothesis whereby an independent 
variable causes a mediator which in turn causes the dependent variables (Holland, 1988). 
In contrast to moderating effects, commonly introduced when there is a weak relationship 
between predictor and dependent variables, a significant relationship between the 
predictor and dependent variable must be present before establishing a mediating effect 
(Baron and Kenny, 1986). Graphically, mediation is depicted as follows:
Figure 7.4 A n  Illustration of a Mediation Design
Source: Baron and Kenny (1986)
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From Figure 7.4, the intervening variable M ,  is the mediator as it “mediates” the 
relationship between a predictor, X, and an outcome, Y. Patch cf is the direct effect and 
the mediation effect in which X  causes Y  through Z  is called the indirect/mediated effect. 
The indirect effect represents the portion of the relationship between X  and Y  that is 
mediated by M  and denoted by the paths a and b. The total effect is denoted by the paths 
c ’ +  ab.
The most c o m m o n  and influential description of h o w  to detect mediation statistically was 
offered by Baron and Kenny (1986). Baron and Kenny (1986) propose a three-causal step 
approach to demonstrate mediation and can be tested using the models as follows:
Model 1: Y  =  e X  +  ei
Model 2: M  =  a X  +  e2
Model 3: Y  =  c X  +  a X  +  e3
hi model 1, the independent variable (X) causes the dependent variable (Y) (i.e. c ^  0 in 
Figure 7.4). In model 2, the independent variable (X) causes the mediator variable (M) 
(i.e. a ^  0 in Figure 7.4). Assuming there are significant relationships from Models 1 &  2, 
in Model 3, the mediator (M) causes dependent variable (Y) when controlling for the 
independent variable (X) (i.e. b ^  0 in Figure 6.4). W h e n  the effect of the independent 
variable decreases to zero with the inclusion of the mediator in Model 3, perfect 
mediation (or complete mediation) is established. W h e n  the effect of the independent 
variable on the dependent variable decreases by a nontrivial amount, but not to zero, a 
partial mediation occur (James and Brett, 1984).
The above conditions can be tested with three multiple regression analyses, employing 
similar principles to that used in path analysis (Cohen and Cohen, 1983). In the first 
regression, the significance of relationship between X  to Y  is examined (in the direction 
predicted). In the second model, the significance of the X  to M  path is estimated, after 
controlling for any covariates. Finally, X  and M  are used as predictors in the third 
regression model and Y  is the dependent variable. In Model 3, Baron and Kenny (1986) 
recommend simultaneous entry of the variables as opposed to hierarchical entry.
Simultaneous entry allows for i) controlling the effect of X  (independent variable) while 
the effect of M  (mediating variable) on Y  (dependent variable) is examined, and ii)
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controlling the effect of M  while the effect of X  on Y  is examined (Baron and Kenny, 
1986; Holmbeck, 1997). The results are then compared, that is, the relative effect of X  on 
Y  (when M  is controlled in the Model 3) to the effect of X  on Y  (when M  is not 
controlled in Model 1). If the path X  to Y  in Model 3 is reduced to zero, there is strong 
evidence for a single, dominant mediator and if the X  to Y  path is not zero, it indicates 
the existence of multiple mediating variables (Kim et al., 2001). The degree to which the 
effect is reduced (i.e. the change in regression coefficients in Model 3 versus Model 1) 
indicates h o w  powerful the mediator is (Baron and Kenny, 1986; Holmbeck, 1997).
Mediation can also be tested using structural equation modelling (SEM), applying the 
same logic as in multiple regressions (Baron and Kenny, 1986; Hoyle and Smith, 1994). 
Structural Equation Modelling offer several advantages, namely: it can control for 
measurement error; provides information on the degree of fit of the entire model; and is 
more flexible than regression (Frazier et al., 2004). For example, the researcher can 
include multiple predictor variables, multiple outcome variables and multiple mediators 
in the model, as well as unobserved (latent) variables (Brown, 1997; Holmbeck, 1997; 
MacKinnon, 2000; Quintana and Maxwell, 1999). Moreover, models involving latent 
variables with multiple indicators inherently correct for measurement error by estimating 
c o m m o n  and unique variance separately. This, in turn, increases the likelihood that 
indirect effects, if present, will be discovered.
Yet, despite the benefits that S E M  provides, there is a high level of complexity associated 
with its usage given that it requires a deeper knowledge about underlying conditions and 
assumptions (Chin, 1998). For example, S E M  applications rely on normal theory 
methods, such as m a x i m u m  likelihood (ML) and generalised least squares (GLS) when 
estimating model parameters and testing model goodness of fit. Both M L  and G L S  are 
derived on the assumption that the data are multivariate normal (MVN), assumption that 
is more restrictive that univariate normality. A s  such, when data are not multivariate 
normal, the “desirable properties of normal theory estimators m ay  not be realised” 
(Tomarken and Waller, 2005: 40) and this could potentially invalidate the interpretation 
and conclusions of the S E M  analysis (Chin, 1998). Another issue is that S E M  are mostly 
beneficial for relatively “well defined theoretical frameworks of moderate complexity in 
which each construct is measured by a fairly compact set of indicators” Baumgartner and 
Homburg (1996: 158). Indeed, as the number of factors, the number of levels within
P a g e  | 281
Sameer Ullah Hosany
Methodology II: Chapter
The Main Study Seven
factors and the number of measures increase, the model becomes more complex. As a 
result, a larger number of parameters have to be estimated, and thus increase the 
likelihood of improper solutions or non-convergence (Bagozzi and Yi, 1989). 
Furthermore, Baumgartner and Homburg (1996: 158) advise “to refrain from formulating 
models that are too grandiose because the analysis easily degenerates into an exercise in 
data mining, resulting in models with suspect statistical properties and questionable 
substantive implications”.
Therefore, in light of the preceding discussions, because the data violated the multivariate 
normal assumption and given the high level of complexity of the proposed model, S E M  
was not deemed an appropriate form of analysis. Furthermore, S E M  is not the most useful 
technique in early stages of research (Baumgartner and Homburg, 1996). Rather, multiple 
regressions were performed to examine mediating effects. In testing for mediation, 
guidelines as put forward by Baron and Kenny’s (1986) influential work are followed. To 
conclude, moderators and mediators serve different functions in research and accurate 
interpretation of these functions is important. Table 7.3 summarises the major points 
differentiating moderator and mediator variables.
Table 7.3
Contrasting Moderator and Mediator Variables in Causal Models
Moderator variables 
(see Figure 7.3)
Mediator variables 
(see Figure 7.4)
Why used T o  establish when/under what 
conditions a p red ictor variab le  
in fluences a dependent variab le
T o  establish h ow  and w h y  a 
relationship betw een  a pred ictor 
variab le  and a dependent 
variab le  exists
Position in model A lw a ys  at the le v e l o f  p red ictor 
variab les
L ies  betw een  pred ictor (X )  and 
dependent variab le ( Y )
Type of variable In terva l, continuous, ratio or 
categorica l
Interval, continuous or ratio
Statistical test M u ltip le  regression , A N O V A ,  
S E M
M u ltip le  regression, S E M
Statistical
significance
I f  interaction  betw een  
independent variab le  and 
m oderator is s ign ifican t
I f  path X  to Y  becom es 
insign ificant after introduction 
o f  M  (m ed iator) and X  to M  and 
M  to Y  are s ign ificant
Source: Adapted from Kim, Kaye and Wright (2001)
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A  moderator variable specifies w hen or under what conditions a predictor variable 
influences the dependent variable; a 'mediator explains h o w  or w h y  a relationship exists 
between the predictor and dependent variable. Moderating effects can be tested using 
multiple regressions, S E M  or A N O V A ;  similarly, mediation can be tested using multiple 
regression and SEM .  However, multiple regressions remain the most c o m m o n  method in 
research to test for both moderating and mediating effects even though emerging 
guidelines recommend the use of S E M  (e.g. MacKinnon, 2000; Frazier et al., 2004).
7.9 Conclusion
The main objective of this study is to understand the antecedents and consequences of 
emotional responses towards tourist destinations. This chapter explains the research 
methodology adopted to fulfil the aforementioned objective. First, the conceptual 
framework that underpins the main study was discussed. More specifically, the three 
emotion dimensions (joy, love and surprise), as identified from Study 1 are conceptually 
explained. Furthermore, antecedents of these emotional responses were investigated using 
the empirically supported cognitive appraisal theories. Appraisal theories define emotion 
as a mental state that results for appraising events/situations along a number of 
dimensions. In the psychology literature, m an y  independent theories have been developed 
and each of them proposing different sets of appraisal dimensions. However, for the 
puipose of this research, six appraisal dimensions were retained, namely: pleasantness, 
goal congruence, certainty, novelty, self-compatibility and agency. The selection of 
appraisal dimensions for inclusions in the study was based on several criteria including: i) 
key appraisal theories in psychology; ii) empirical and conceptual research in the tourism 
and marketing literatures; iii) appraisal dimensions most applicable in the context of an 
overall destination experience; and iv) appraisal dimensions empirically supported to 
elicit the specific emotional experiences of joy, love and positive surprise. Each of the six 
dimensions was then discussed. Next, the relationship between emotional responses on 
post-consumption evaluations such as satisfaction, intention to recommend and attitude 
judgements were presented.
In the second part, the questionnaire development process and administration were 
explained. Data were collected via a mail survey approach and over a period of three 
months, 3000 questionnaires were distributed through mailboxes within the Guildford
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town, UK. Out of the 3000 distributed questionnaires, a total of 564 were returned back, 
yielding a response rate of approximately 19%. The last section describes an eight-stage 
process that was followed to analyse the data and provides an in-depth discussion of two 
key analytical techniques namely: Multivariate Analysis of Variance ( M A N O V A )  and 
mediated regressions. The designs and underlying assumptions of each technique are 
highlighted in the context of this research.
Ch a p t e r  E ig h t
F in d in g s  II: 
St u d y  2
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CHAPTER EIGHT
FINDINGS: 
STUDY 2
8.0 Introduction
This chapter presents the findings of the main study carried out on a sample of 520 
British respondents. The study took place in Guildford, U K  and data were collected over 
a three-month period from April to June 2006. Data were analysed using the Statistical 
Package for the Social Sciences (SPSS 14.0). SPSS provided statistical analysis of the 
data including factor analysis, reliability estimation, correlation and regression analyses, 
t-test, A N O V A  and M A N O V A .  The first part of the chapter profiles respondents’ in 
terms of their demographic and travel characteristics. In the second section, descriptive 
statistics of the scales are presented. The third part deals with psychometric properties 
(item analyses, construct validity and scale reliability) of the measurement scales. The 
last part of the chapter tests the research hypotheses and presents the finding of post hoc 
analyses.
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8.1 Profile of Respondents
This section profiles the study respondents in terms of their demographic characteristics 
as summarised in Table 8.1 below.
Table 8.1 Demographics Profile of Respondents
R espon se  C a te g o ry F req u en cy  (N ~ 520 ) P e rc e n ta g e  o f  T o ta l
Gender
M ale 188 36.2
Female 331 63.8
Age
16-24 48 9.3
25-34 95 18.4
35-44 92 17.8
45-54 103 19.9
55-64 97 18.8
O ver 64 82 15.9
Annual personal income (£)
Less than 15 000 140 30.3
15 000-24 999 104 22.5
25 000-34 999 72 15.6
35 000-44 999 65 14.1
45 000-54 999 21 4.5
O ver 55 000 60 13.0
Highest Educational Level Attained
PhD 18 3.5
M aster Degree 76 14.9
Bachelor Degree 160 31.4
Diplom a Level 77 15.1
A  Levels 56 11.0
O  Levels 60 11.8
Professional Qualifications 30 5.9
N o Qualifications 32 6.3
Number of previous visits
No previous visit 211 40.7
1-2 times 129 24.9
3-4 times 58 11.2
M ore  than 4 times 121 23.3
How long ago was that visit?
W ith in  last 3 months 173 33.5
4-6 months 87 16.8
7-11 months 155 30.0
1-2 years 53 10.3
2-3 years 23 4.4
M ore  than 3 years 26 5.0
Travel Companion
Alone 43 8.3
Partner 211 40.6
Fam ily 173 33.3
Friends 78 15.0
Others 15 2.9
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8.1.1 Gender
Figure 8.1 presents the gender distribution of the sample
Figure 8.1 Sample Representation by Gender (N-519)
■  Male Female
F ro m  Figure 8.1, a higher proportion of respondents were females (64%). The sample is 
not very representative of the U K  outbound travel population for 2005 in terms of gender: 
males: 54.4%; females: 45.6% females (Travel Trends, 2006). As a result, an independent 
sample t-test was conducted to determine whether males and females statistically differ in 
their emotion ratings. Emotions were grouped into 3 categories (Joy, Love and Positive 
Surprise) as per factor analysis (discussed later in the chapter). Table 8.2 presents the t- 
Test results.
Table 8.2
Independent Sample t-test: Gender and Emotion Ratings (N=520)
N Mean t-statistics p value
Joy 0.74 0.46
M a le 187 5.14
F em a le 330 5.34
Love 0.75 0.45
M a le 187 3.52
F em a le 330 3.77
Positive Surprise 0.44 0.66
M a le 187 3.62
F em a le 329 3.68
F ro m  Table 8.2, there is no significant difference in emotion ratings between male and 
female respondents: Joy (male=5.14; female=5.34; t=0.74; p=0A6); Love (male=3.52; 
female=3.77; t=0.75; p=0.45); Surprise (male=3.62; female=3.68; t=0.443; £>=0.658).
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Therefore, these findings indicate that, although the sample was not representative in 
terms of gender, for the purpose of interpretation and generalisability, it was not a 
problem given that emotion ratings between males and females were not statistically 
significant. Additional tests on the data, described later, further confirm the homogeneity 
of the sample.
8.1.2 Age Group
Figure 8.2 shows the sample representation by age group.
Figure 8.2 Sample Representation by A g e  Group (N:=517)
■J4 20,0% 19,0% 16.0%
■  16-24 25-34 35-44 ■  45-54 ■  55-64 ■  Over 64
In terms of age group, from Figure 8.2, 9 %  of respondents were between 16 and 24 years 
of age, 1 8 %  were between 25 and 34, 1 8 %  were in the range 35-44, 2 0 %  were between 
45 and 54, 1 9 %  were between 55-64 and 1 6 %  were over 64. In fact, 4 5 %  of respondents 
were between the ages of 16-44 and 5 5 %  over 44 years old. The sample characteristics 
were representative of the U K  outbound travel population. Travel statistics in terms of 
age group for 2005 were as follows: 16-24 (9.4%); 25-34 (20.7%); 35-44 (23.4%); 45-54 
(21%); 55-64 (16.1%); 65 and over (9.5%). In summary, according to the statistics, 
53.5% of the U K  travel population was in the age 16-44 and 46.5% over 44 years old 
(Travel Trends, 2006).
Sameer Ullah Hosany
Findings II: Chapter
Study 2 Eight
8.1.3 Highest Education Level Attained
Respondents are represented by the highest education level attained in Table 8.3 below.
Table 8.3
Sample Representation by Educational Level (N=509)
Highest Education Level Percentage
B a ch e lo r  D egree 31.4
D ip lo m a 15.1
M aste r  D eg re e 14.9
O  L e v e ls 11.8
A  L e v e ls 11.0
P ro fess ion a l Q u a lifica tion s 5.9
P h D 3.5
N o  q u a lifica tion s 6.3
F rom Table 8.3, respondents reached a good standard of education with 31.4% holding a 
Bachelor degree, 15.1% a Diploma, 14.9% a Masters degree, 11.8% have studied up to 
O-Levels, 1 1 %  up to A  Levels, and 3.5% hold a P h D  degree. In addition, a further 5.9% 
hold professional qualifications and only 6.3% of the study respondents do not have any 
academic qualifications.
8.1.4  Personal A n n u a l Incom e
Figure 8.3 shows the sample representation by personal annual income (£)
Figure 8.3 Sample Representation by Personal Annual Income (N=462)
30,3% 14,1% 17,5%
■  less than £15 000 £15 000-E24 999 £25 000-E34 999
■  35 000-44 999 ■  £45 000 and over
F rom Figure 8.3, 5 3 %  of respondents earned less than £25 000 annually. O f  these, 3 0 %  
had an annual personal income less than £15 000 and 2 3 %  had income within the range 
of £15 000 to £24 999. O n  the other hand, 4 7 %  earned £25 000 or above annually. O f  
these, 1 6 %  received between £25 000 and £34 999, 1 4 %  within the range £35 000-£44 
999 and 1 7 %  had an annual personal income above £45 000.
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8.1.5 Occupation
Respondents are represented by occupation in Table 7.3 below. 
Table 8.4
Sample Representation by Occupation (N=511)
Occupation Percentage Occupation Percentage
Pro fessional O ccupations 34.4 Sales and Custom er S erv ice  
Occupations
2.9
M anagers and Sen ior O ffic ia ls 15.9 Sk illed  Trades Occupations 2.5
Adm in is tra tive  and Secretaria l 8.4 E lem entary O ccupations 1.6
Occupations
A ssoc ia te  P ro fess ion a l and 6.3 Process, Plant and M ach in e 0.6
Techn ica l Occupations Operatives
Personal S erv ice  Occupations 3.5 Others 23.9
Respondents were from a diversity of occupation as evidenced from Table 7.3 above. 
Approximately 34 percent of respondents worked in professional occupations, 1 6 %  are 
managers and senior officials, 8 %  are in administrative and secretarial occupations.
8.2 The H o lid ay  T r ip
This section summarises the profile of survey respondents according to their most recent 
vacation to a tourist destination outside the U K.  Country visited, number of previous 
visits, main reasons of visit and travel companion are presented.
8.2.1 C ountry Visited
Table 8.5 below presents respondents’ most recent destination visited.
Table 8.5
Last Tourist Destination Visited (N=520)
Countries Percentage Countries Percentage
Spain 14.42 Cyprus 1.92
France 13.27 Irish R epu blic 1.73
U n ited  States 7.88 Austria 1.73
Italy 6.92 Netherlands 1.35
G reece 6.35 B elg iu m 0.77
Portugal 4.23 M alta 0.77
Turkey 2.69 Other 33.85
G erm any 2.12
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Table 8.5 shows that a high proportion of respondents (53%) have visited countries 
within Europe itself for their last holiday. This can be explained by the ease of travel 
across the European Union. O f  these, Spain (14%) and France (13%) are the two most 
popular destinations. The U S A  accounted for 7.9% of the respondents’ destination 
choice. The ‘other’ category includes destinations like Australia, China, Thailand, Korea, 
Japan, India, Malaysia, South Africa, Kenya, and Mauritius a m o n g  others. Overall, the 
findings indicate that a number of destinations were evaluated.
8.2.2 Time of Visit
The chart below shows the time elapsed since respondents last visited the destination.
Figure 8.4 Sample Representation by Time of Visit (N=517)
■  < 3 month 3-6 month 7-12 month
■  >1 yr but less than 2 yrs ■  more than 2 years
F ro m  Figure 8.4, 3 4 %  of respondents had their visit to the destination evaluated less than 
3 months and 4 7 %  had their visit within the last 3-12 months. Only 9 %  had their visit 
dated 2 years or more. This indicates that the majority (81%) of respondents participated 
in the survey within a year of their visit to a tourist destination. Furthermore, one w a y  
between-groups A N O V A  was conducted to explore whether time elapsed since 
respondents last visit, measured by “h o w  long ago was that visit” has an impact on 
emotion ratings. Time elapsed was divided into 5 groups (Group 1: within the last 3 
months; Group 2: 3-6 months; Group 3: 7-12 months; Group 4: 1-2 years; Group 5: more 
than 2 years). Table 8.6 presents the results of A N O V A  tests.
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Table 8.6 ANOVA Results: Emotion Ratings and Time of Visit
E m o tio n s S u m  o f  
S q u a res d f
M e a n
S q u a re F S ig .
J o y B e tw een  G roups 8.08 5 1.62 1.37 0.23
W ith in  G roups 599.33 509 1.18
T o ta l 607.41 514
L o v e B e tw een  G roups 15.11 5 3.02 1.56 0.17
W ith in  G roups 986.68 509 1.94
T o ta l 1001.79 514
S u rp r is e B e tw een  G roups 2.96 5 0.59 0.29 0.92
W ith in  G roups 1052.63 508 2.07
T o ta l 1055.59 513
F rom Table 8.6, there were no statistical difference in emotion scores (p>0.05) for the six 
groups: Joy (7+5,509)= 1.37; p -0.23); Love (7+5,509)= 1.56; /?=0.17); Surprise (7+5,5o8)=0.29; 
p -0.92). Overall, these results indicate time elapsed since the visit has no impact on 
evaluations as respondents were able to recall their emotions with reasonable accuracy 
after the fact (Barrett, 1997).
8.2.3 Previous Visits
The number of previous visits to tourist destinations is represented in Figure 8.5.
Figure 8.5 N u m b e r  of Previous Visits (N=519)
41.0% m m  JJ m 23,0%
________ - - ........ .............. - ...... ... -.... . . ^ ........
■  No previous visits 1-2 times 3-4 times
■  more than 4 times
F ro m  Figure 8.5, a large proportion of respondents (41%) were on their first visit to the 
destination evaluated. The remaining 5 9 %  had repeat visits ranging 1-2 visits (25%), 3-4 
visits (4%) and more than 4 times (23%).
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8.2.4 Purpose o f Visit
Figure 8.6 below depicts the purpose of visit.
Figure 8.6 Purpose of Visit (N=520)
■  Leisure/Holiday Visiting Friends Other
F rom Figure 8.6, the main purpose of travelling was overwhelmingly (75%) for 
leisure/holidays reasons with some exceptions such as visiting friends and relatives 
(13%). Other reasons to travel include sports related (5%) and education (4%). In 
addition, the sample data were representative of the outbound travel population statistics 
(Travel Trends, 2006) in which holidays were the most popular reason for U K  residents 
to go abroad (66.5%), followed by business (12.9%) and visits to friends and relatives 
(16.9%).
8.2.5 Travel Companion
Respondents travel companion is shown in Figure 8.7 below.
Figure 8.7 Travel Companion (N=520)
■  Partner Family With Friends ■  Alone ■  Other
F rom Figure 8.7, respondents were mainly accompanied with their partner (41%) and 
family (33%). A  further 1 5 %  revealed that they were with friends for their recent vacation 
and a small proportion (8%) of respondents has travelled alone.
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8.3 Descriptive Analysis
This- section summarises and comments on the descriptive part of the analysis. The 
general aim of this section is to allow the researcher to have an overall picture of the 
findings. To this end, measures of central tendency (mean) and measures of dispersion 
(standard deviations) have been computed for the measurement scales.
8.3.1 The Destination Emotion Scale
M ea n  values, standard deviation, skewness and kurtosis values of the Destination 
Emotion Scale are presented in Table 8.7.
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From Table 8.7, mean scores for emotion adjectives range from 1.44 to 5.81 and standard 
deviation from 0.94 to 1,94. It can be seen that some of the emotions types are 
experienced with greater intensity while others, more specifically negative emotions have 
relatively low mean scores and is in line with the findings of the first study. The five 
emotions achieving the highest mean scores are Enjoyment (M=5.81; SD=1.09), 
Comfortable (M=5.48; SD-1.27), Pleasure (M=5.46; SD=1.29), Cheerful (M=5.44; 
SD=1.31) and Enthusiasm (M=5.15; SD=1.36). O n  the other hand, negative valence 
emotions had relatively low mean scores ranging from 1.44 to 1.63. The lowest reported 
negative emotions were: Unhappiness (M=1.44; SD=0.94), Displeasure (M=1.53; 
SD=T.10), Fear (M=1.54; SD=1.05), Sad (M=1.54, SD=1.13) and Regret (M=1.63, 
SD=1.15).
Furthermore, similar to Study 1, normality of the emotion items was assessed using the 
two numerical parameters: skewness and kurtosis (both values should be in the range -1 
to +1 for variables to be considered as a normal distribution). From Table 8.7, skewness 
and kurtosis values for negative emotion items fall outside the -1 to +1 range. Given that 
the normality of variables is pre-requite to multivariate analyses, violation of this 
assumption can lead to misleading interpretations (Hair et al., 2006). As a result, once 
again, all negative emotion items were subsequently excluded from the analysis.
8.3.2 T h e  Cognitive Appraisal Scales
Mean values and standard deviations of the cognitive appraisal scales are presented in 
Table 8.8.
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Table 8.8
Appraisal Scales: Mean, Standard Deviation, Skewness and Kurtosis (N=520)
M ean SD Skewness K u rtos is
Pleasantness
H ow  enjoyable was your overall experience w ith the 
destination? 6.06 1.10 -1.08 1.09
H ow  pleasant or unpleasant was your overall experience 
w ith the destination? 5.98 1.10 -1.19 1.04
N ove lty
T o  what extent was the overa ll experience you had w ith the 
destination something you expected or unexpected? 5.27 1.46 -1.01 0.58
H ow  usual or unusual was your overall experience with the 
destination? 5.18 1.51 -0.84 0.05
T o  what extent was the overall experience you had w ith the 
destination fam iliar or unfamiliar? 4.87 1.66 -0.65 -0.32
G oa l C on gru en ce
T o  what extent was the overall experience w ith  the 
destination consistent or inconsistent to what you wanted to 
achieve during this holiday? 5.68 1.33 -1.02 1.07
In comparison to what you  desired, how  consistent or 
inconsistent was the overall experience w ith the destination? 5.51 1.34 -1.11 1.08
T o  what extent do you  see this overa ll experience w ith the 
destination important or not important in achieving your 
goals/needs desires? 4.89 1.70 -0.68 -0.32
T o  what extent has the overall destination experience 
contributed/not contributed in achieving your personal goals 
in life? 3.91 1.95 -0.12 -1.09
A gen cy
T o  what extent were the feelings you  had towards the 
destination as a result o f  your ow n actions/behaviour? 4.66 1.68 -0.68 -0.28
T o  what extent were the feelings you  had towards the 
destination as a result o f  management/employees 
actions/behaviour? 4.09 1.98 -0.32 -1.09
T o  what extent were the feelings you  had towards the 
destination as a result o f  circumstances beyond anyone's 
control? 3.42 1.75 0.19 -0.95
T o  what extent were the feelings you had towards the 
destination as a result o f  other tourist at the destination? 3.07 1.89 0.48 -1.01
C erta in ty
W hen you were at the destination, how  w ell did you 
understand what was happening around you? 5.82 1.13 -1.08 1.08
W hen you were at the destination, h ow  sure w ere you  about 
what was happening? 5.64 1.27 -1.07 1.05
S e lf  C om pa tib ility
In comparison to the w ay  others may ju dge  you for your 
choice o f  destination, how  consistent or inconsistent were 5.07 1.59 -0.86 0.27
this to the chosen destination?
H ow  did your overall experience w ith the destination affect 4.89 1.48 0.61 0.25
feelings about yourself, such as your s e lf  esteem?
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From Table 8.8, mean scores for the appraisal scale items range from 3.07 to 6.06 and 
standard deviation from 1.10 to 1.98. Overall, the Pleasantness dimension was rated 
highest and Agency the lowest. More specifically, the statement "How enjoyable was your 
overall experience with the destination” was rated highest (mean=6.06; SD=1.10) and the 
statement "To what extent were the feelings you had toward the destination as a result of 
other tourist at the destination?” was rated lowest (M=3.07; 1.89). M e a n  values for each 
dimension were as follows: between 5.98 and 6.06 for pleasantness; 4.87 to 5.27 for 
novelty; 3.91 to 5.68 for goal congruence; 3.07 to 4.66 for agency; 5.64 to 5.82 for 
certainty and from 4.89 to 5.07 for self-compatibility. Furthermore, an inspection of 
skewness and kurtosis values reveal no major deviations from normality and there was no 
need to transform the data.
8.3.3 T h e  Dep en d en t  Mea su r es
M ean values and standard deviation of the dependent measures are presented in table 8.9 
Table 8.9
Overall Attitude, Overall Image, Satisfaction and Intention to R e c o m m e n d :  M e a n  
and Standard Deviation (N=520)
M e a n ” S D F  s ta tis tic S ig.
O v e ra ll  A tt itu d e 2.28 1.03 2.59 0.06
D is lik ed  V e ry  M uch/Liked  V e ry  M u ch 2.31 1.03
Bad/Good 2.24 1.13
O v e ra ll  Im a g e 2.18 1.13 2.38 0.07
Unfavourable/F avourab le 2.23 1.16
E xtrem ely  Poor/Extrem ely  G o o d 2.13 1.15
S a tis fa ction 1.75 1.10 0.74 0.53
E xtrem ely  D issatis fied/Extrem ely  Satis fied 2.21 1.04
T  errib le/Delighted 2.10 1.13
M uch w orse  than expected/M uch better than
expected 1.50 1.26 •
This is one o f  the best destinations I cou ld  have
visited 1.21 1.66
In ten tion  to  R e co m m e n d 2.05 1.25 1.12 0.34
I w ou ld  say pos itive  things about this destination 2.18 1.17
I w ou ld  recom m end this destination to m y
friends/fam ily 1.92 1.41
a Items measured on 7-point semantic differential; Overall Attitude: Disliked Very Much [-3]/Liked Very 
Much [+3]; and Bad [-3]/Good [+3 ]; Overall Image: Unfavourable [-3]/Favourable [+3 ]; and Extremely 
Poor [-3]/Extremely Good [+3 ]; Satisfaction: E xtrem ely  D issatisfied  [-3 ]/E xtrem ely  Satisfied  [+ 3 ]; 
T err ib le  [-3 ]/D eIighted  [+ 3 ]; M u ch  w orse  than expected  [-3 ]/M uch better than expected  [+ 3 ]; and 
Intention to  R ecom m end : S tron g ly  D isagree  [-3]/ S trong ly  A g re e  [+ 3 ],
From Table 8.9 mean ratings for the evaluative measures of attitude, image, satisfaction 
and intention to recommend range from 1.75 to 2.28 and standard deviation from 1.03 to
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1.25. More specifically overall attitude was rated highest at a mean score of 2.28 
(SD=1.03) followed by overall image (mean=2.18; SD=1.13); intention to recommend 
(mean=1.75; SD=1.10); and satisfaction (mean=1.75; SD=1.10). In addition, in order to 
explore the impact of previous visits on the dependent variables, one-way between- 
groups analysis of variance ( A N O V A )  was conducted. Previous visits were divided into 
four groups (Group 1: no previous visits; Group 2: 1-2 visits; Group 3: 3-4 visits and 
Group 4: more than 4 visits). A N O V A  tests reveal that there were no statistical 
differences in the dependent measures scores for the four groups: overall attitude 
(7+3)5i3)= 2 .5 9 ; p - 0.06); overall image (/+3,493)=2.38; £>=0.07); satisfaction (i+3s5i5)=0.7 4 ; 
£>=0.53); and intention to recommend (7+3,515)“  1.12; £>=0.34). As such, these findings 
suggest that previous experience has no effect on respondents’ overall evaluations of 
destinations visited and further confirm the homogeneity of the sample.
8.4 Scale Purification
Scale purification encompasses detailed item analyses, construct validity and scale 
reliability. Construct validity involves the testing of convergent and discriminant validity 
(Churchill, 1979). To this end, an exploratory factor analysis with principal component 
extraction and Varimax rotation was applied to the scales. The rotational method was 
used because direct un-rotated solutions are not sufficient and in most cases rotation will 
improve interpretation by reducing some of the ambiguities accompanying preliminary 
analysis (Hair et al., 2006). Besides, although no specific rules have been developed to 
guide the researcher in choosing between a particular orthogonal or oblique rotational 
technique (Hair et al., 2006), the orthogonal rotation method was used. This is because 
the ultimate goal of the analysis is not to reduce the number if items into manageable set 
of factors but to identify theoretically meaningful constructs.
In addition, the Cronbach’s Alpha coefficient is used to assess the reliability of the scales 
inter-item consistency. Inter-item consistency reliability is achieved when individual 
items or indicators measuring the same construct are highly inter-correlated (Churchill, 
1979). A  large coefficient alpha of 0.70 for exploratory measures (Nunnally and 
Bernstein, 1994) provides an indication of strong item covariance or homogeneity and 
suggests that the sampling domain has been adequately captured (Churchill, 1979).
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8.4.1 Construct Validity of the Destination E mo ti o n  Scale
Exploratory factor analysis with principal component extraction and Varimax rotation 
was undertaken on the data to identify the underlying dimensions. The criterion for the 
significance of factor loadings was set at 0.30, based on the guidelines suggested by Hair 
et al., (2006) for a sample size of 350 or greater. The Kaiser-Meyer-Olkin ( K M O )  value 
was at 0.92 (exceeding the meritorious limit of 0.80) and Bartlett’s test of sphericity was 
significant at the 0.00 level. Both results demonstrate the factorability of the matrices 
being considered (Hair et al., 2006). Items exhibiting low corrected item-to-total 
correlation (<0.40), low factor loadings (<0.45), high cross loadings (>0.40) or low 
communalities (<0.30) were candidates for elimination (Hair et al., 2006). After initial 
inspection, the statement “/ felt Inspired" was deleted due to high cross loadings. A  final 
three-factor model was estimated with the remaining 18 items (Table 9.12). The three- 
factor solution was deemed adequate according to the following criteria: a) all three 
factors have Eigenvalue greater than 1; b) all communalities were greater than 0.30 (all 
ranged from 0.51 to 0.79); c) amount of variance explained by the three factors (67%) 
was deemed satisfactory; and d) factor loadings are high and are indicative of a well- 
defined structure. As such, these results provide evidence for construct validity of the 
destination emotion scale (Churchill, 1979). Table 8.10 illustrates the 23-item factor 
structure.
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Table 8.10
Factor Structure of the Destination Emotion Scale (N=520)
Items M e a n S D Joy Love Positive
Surprise
C o m *
Joy
Enjoyment 5.79 1.09 85 -  ' - 74
Pleasure 5.44 1.29 80 - - 71
Cheerful 5.43 1.31 80 - - 72
Enthusiasm 5.15 1.37 76 - - 68
Comfortable 5.48 1.27 73 - - 65
Entertained 4.99 1.42 69 - - 53
Delight 5.00 1.53 68 - - 68
Joy 4.77 1.58 62 - - 67
Love
Tenderness 2.79 1.70 - 80 - 70
Loving 3.78 1.94 - 77 - 72
Affection 4.25 1.80 - 72 - 63
Caring 3.56 1.71 - 71 - 62
Sentimental 2.91 1.86 - 70 - 51
Warm-hearted
Positive
Surprise
4.56 1.50 60 64
Astonishment 3.06 1.76 - - 86 79
Amazement 3.86 1.82 - - 85 78
Surprise 3.17 1.65 - - 73 59
Fascinated 4.49 
Eigenvalue
Explained variance (%)
1.67
8.20
28.8
2.16
21.47
69
1.62
16.36
63
* denotes communality. Numbers are magnitudes o f  the factor multiplied by 100. Variance extracted by the 
three factors is 67%. Items loading less than 0.30 omitted.
The first factor ‘Joy’ explained 28.8% of the variance (eigenvalue=8.20) and groups the 
following emotions: enjoyment, enthusiasm, pleasure, entertained, cheerful, delight, joy 
and comfortable. The second dimension, ‘Love’ accounted for 21.47% of the total 
variance (eigenvalue=2.16) and groups the emotions of tenderness, love, affection, caring, 
sentimental and warm-hearted. The last dimension, ‘Positive Surprise’ explained 16.36% 
of the total variance (eigenvalue=1.62) and consists of the four items: amazement, 
astonishment, surprise and fascination.
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Furthermore, Table 8.11 summarises the measurement properties of the destination 
emotion scale across both samples (Study 1: N=200; and Study 2: N=520). Results 
depicted in Table 8.11, provide evidence that emotion measures are unidimensional, with 
each item reflecting one underlying dimension (Bollen, 1989; Gerbing and Anderson, 
1988). Coefficient alpha estimates for both Sample 1 and Sample 2 range from 0.84 to 
0.92 are were considered acceptable. Factor loadings were high across both samples (all 
exceeding .60) and were all significant. Therefore, w e  have evidence of the convergent 
validity of the destination emotion scale (Anderson and Gerbing, 1988).
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8.5 Reliability Analyses
Reliability is the assessment of the degree of consistency between multiple measurements 
of a variable (Hair et al., 2006). The inter-item consistency method, using Cronbach’s 
alpha coefficient, is use to assess the reliability of the scales. This section presents 
reliability analyses for the destination emotion scale (Table 8.12), cognitive appraisal 
scale (Table 8.13) and the dependent measures (Table 8.14).
8.5.1 Reliability: The Destination Emotion Scale
Table 8.12 shows the reliability of the three sub-scales, mean ratings, standard deviation, 
factor loadings, item-to-total correlation and squared multiple correlations.
Table 8.12
Reliability of the Destination Emotion Scale (N==520)
Items” M e a n S D Coefficient
a
Item
Factor
Loading
Corrected
item-total
correlation
Squared
Multiple
correlation
Joy 0.92
Pleasure 5.44 1.29 76 0.79 0.64
Cheerful 5.43 '1.31 73 0.79 0.68
Enjoyment 5.79 1.09 80 0.77 0.63
Delight 5.00 1.53 66 0.74 0.58
Enthusiasm 5.15 1.36 79 0.74 0.58
Joy 4.77 1.58 64 0.72 0.56
Comfortable 5.48 1.27 61 0.69 0.58
Entertained 4.99 1.42 73 0.63 0.47
Love 0.88
Loving 3.78 1.94 77 0.76 0.61
Tenderness 2.79 1.70 79 0.71 0.56
Caring 3.56 1.71 74 0.70 0.52
Affection 4.25 1.80 75 0.69 0.51
Warm-hearted 4.56 1.50 62 0.67 0.45
Sentimental 2.91 1.86 67 0.56 0.33
Positive 0.84
Surprise
Amazement 3.86 1.82 85 0.78 0.66
Astonishment • 3.06 1.76 85 0.76 0.65
Fascinated 4.49 1.67 66 0.59 0.37
Surprise 3.17 1.65 71 0.58 0.35
a Measurement based on a 7-point Likert scale where 1 =  “Not at all”  and 7 =  “ Very Much”
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From Table 8.12, internal consistency of the destination emotion sub-scale exceeded the 
minimum recommended threshold level (alpha coefficient >.70) and was therefore 
reliable (Churchill, 1979). As a result, there was no need to eliminate any items from the 
scales to improve their reliabilities. A n  analysis of item-to-total correlation coefficients 
shows that each item had a significant contribution to the measurement of the relevant 
emotion scale. Coefficients ranged from 0.63 to 0.79 for the Joy dimension, 0.56 to 0.76 
for the Love dimension, and from 0.58 to 0.78 for Positive Surprise. Squared multiple 
correlation ranges were as follows: 0.47 to 0.68 for Joy; 0.33 to 0.61 for Love; and 0.35 
to 0.66 for Positive Surprise. Such results indicate that the destination emotion scale 
displays good internal consistency and is considered as acceptable (Churchill, 1979). As a 
result, items were summated to create a composite factor and were treated as indicators of 
the underlying construct in subsequent analyses.
8.5.2 Reliability: The Cognitive Appraisal Scale
Similar to the destination emotion scale, internal consistency (reliability) of the appraisal 
scales was estimated using the Cronbach’s alpha statistic. Table 8.13 shows the reliability 
of the appraisal scales, mean scores, standard deviation, corrected item-to-total and 
squared multiple correlations.
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T a b le  8 .13
R e l ia b i l i t y  o f  th e  C o g n i t i v e  A p p r a is a l  S c a le s  (N = 5 2 0 )
C o rrec ted Squared
C ogn itiv e  A p p ra isa ls3 M ean SD  C oe ffic ien t item -tota l M u ltip le
a co rre la t ion corre la tion
Pleasantness 0.87
H ow  enjoyable was your overall 
experience with the destination?
6.06 1.10 0.76 0.58
H ow  pleasant or unpleasant was your
5.98 1.10
0.76 0.58
overall experience w ith the destination?
N ove lty 0.69
T o  what extent was the overall
5.27 1.45 0.54 0.29
experience you had w ith  the destination
something you expected or unexpected?
H ow  usual or unusual was your overall 5.20 1.49 0.50 0.26
experience w ith the destination?
T o  what extent was the overall
4.86 1.66 0.47 0.23
experience you  had w ith  the destination
familiar or unfamiliar?
G oa l C ongru ence 0.77
T o  what extent was the overall
experience w ith the destination
5.68 1.33 0.54 0.46consistent or inconsistent to  what you
wanted to achieve during this holiday?
In comparison to what you  desired, how
5.51 1.34 0.60 0.51consistent or inconsistent was the overall
experience w ith the destination?
T o  what extent do you see this overall
experience w ith the destination 4.90 1.70 0.58 0.37
important or not important in achieving
your goals/needs desires?
T o  what extent has the overall
3.92 1.95 0.52
destination experience contributed/not 0.32
contributed in ach ieving your personal
goals in life?
C erta in ty 0.85
W hen you were at the destination, how
w ell did you  understand what was 5.82 1.13 0.74 0.54
happening around you?
W hen you were at the destination, how
sure were you about what was 5.64 1.27 0.74 0.54
happening?
a Due to poor correlations among the scale items, reliability estimates for agency and self-compatibility 
dimensions are not reported as the statements designed to capture these appraisals were treated as single­
item measures.
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From Table 8.13, the internal consistency of the cognitive appraisal scales exceeded the 
minimum recommended threshold level (alpha coefficient >.70) with the exception of 
novelty (a=0.69) which only marginally below the 0.70 level. Overall, the scores 
estimated by these scales were reliable (Churchill, 1979). A n  analysis of the item-to-total 
correlation coefficients for the sub-scales suggests that each item had a significant 
contribution to the measurement of the relevant construct. Correlation coefficients were 
0.76 for the pleasantness dimension, from 0.47 to 0.54 for novelty, from 0.52 to 0.60 for 
goal congruence and 0.74 for certainty sub-scale. Squared multiple correlations were as 
follows: 0.58 for pleasantness; 0.23 to 0.29 for novelty; 0.32 to 0.51 for goal congruence; 
and 0.74 for the certainty scale. Such result offer strong indication that the scale display 
good internal consistency and is therefore acceptable (Churchill, 1979).
8.5.3 Reliability: Global Dep en d en t  Measures
The internal consistency of the global measures was estimated using the Cronbach’s 
alpha statistic. Table 8.14 shows the reliability of the global measures, mean scores, 
standard deviations, corrected item-to-total and squared multiple correlations.
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Table 8.14
R e l ia b i l i t y  o f  th e  G lo b a l  E v a lu a t io n s  S c a le s  (N = 5 2 0 )
D im en sion s Ite m s ” M e a n SD C o e ffic ie n t
a
C o r re c te d
item -to ta l
c o r re la t io n
S q u a red
M u lt ip le
c o r re la t io n
O v e ra ll
A tt itu d e
D is lik ed  V e ry  
M uch/Liked  V e ry  M u ch
2.31 1.03
0.89
0.79 0.63
Bad/G ood 2.24 1.13 0.79 0.63
O v e ra ll
Im a g e
0.96
U nfavourable/F avourable 
E xtrem ely  Poor/Extrem ely 
G ood
2.23
2.13
1.16
1.15
0.92
0.92
0.85
0.85
S a tis fa ct ion 0.88
E xtrem ely  ’
D issatisfied/Extrem ely
Satisfied
2.21 1.04 0.82 0.76
T  errib le/D elighted 
M u ch  w orse  than 
expected/M uch better than 
expected
This is on e  o f  the best 
destinations I cou ld  have 
v is ited
2.10
1.50
1.21
1.13
1.26
1.66
0.77
0.67
0.67
0.73
0.46
0.46
In ten tion  to 
R eco m m en d
I w ou ld  recom m end this 
destination to m y 
friends/fam ily 
I w ou ld  say pos itive  
things about this 
destination
1.92
2.18
1.41
1.17
0.93
0.87
0.87
0.75
0.75
a Items measured on 7 point semantic differential scale ranging from -3 to +3
From Table 8.14, the internal consistency of overall image (a=0.89), overall attitude 
(a=0.96), overall satisfaction (a=0.88) and intention to recommend (ct=0.93) exceeded the 
m inimum recommended internal consistency threshold (alpha coefficient >.70). Item-to- 
total correlation coefficients suggest that each item had a significant contribution to the 
measurement of the relevant construct. This is an indication that the scale display good 
internal consistency and was acceptable (Churchill, 1979).
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8.6 Pot-Hoc Analysis: C o rre la tio n  Analyses
As post-hoc analyses, correlations coefficients were computed for the destination emotion 
(Table 8.15) and cognitive appraisal scale items (Table 8.16). Also, the inter-relationship 
between emotions, appraisals and dependent measures of satisfaction, intention to 
recommend, and tourists’ overall attitude to the destination were assessed (Table 8.17). 
Correlation coefficients give an overall sense of the significance, direction and strength of 
the relationship between the independent and dependent variables within the study. 
Correlations matrices (Table 8.15, Table 8.16; and Table 8.17) are presented in the 
following sections.
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From Table 8.15, the inter-correlations among the items for the Joy dimension are 
moderate to strong with coefficients ranging from 0.40 to 0.72. Similarly, for the Love 
dimension, inter-correlations among the items are moderate to strong with coefficients 
ranging from 0.40 to 0.69. Finally, for the surprise dimension, correlation coefficients 
range from 0.41 to 0.78 and indicate moderate to strong relationships among the items. In 
summary, these findings establish the discriminant validity of the destination emotion 
scale.
From Table 8.16, correlations for appraisal items were acceptable for four of the six 
dimensions, but low for the two others. Items for pleasantness and certainty had both 
relatively high correlations (r=0.80 and 0.73 respectively); novelty range from 0.42 to 
0.70; correlations for goal congruence were in the range 0.33 to 0.65. However, the items 
for the dimensions of self-compatibility and agency had low correlations (0.35 for self­
compatibility and from 0.03 to 0.19 for agency). Due to poor inter-correlations for the 
two dimensions, items designed to represent these appraisals were subsequently treated as 
single-item measures rather than summary constructs.
From Table 8.17, correlation coefficients between the emotion dimensions (Joy, Love and 
Positive Surprise) and the dependent measures (attitude, satisfaction and intention to 
recommend) were acceptable. Out of the three emotion dimensions, Joy exhibits the 
strongest relationship with global evaluations of attitude (r=0.57); satisfaction (r=0.55); 
and intention to recommend (r=0.49). At the same time, these correlations further confirm 
the predictive validity of the destination emotion scale. In terms of the relationship 
between appraisal dimensions and the dependent measures, pleasantness displayed the 
strongest relationship (attitude: 1-0.75; satisfaction: r=0.76; and intention to recommend: 
r=0.66) followed by goal congruence (attitude: 1-0.52; satisfaction: 1-0.51; and intention 
to recommend: r=0.48).
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8.7 Hypothesis Testing: Antecedents o f Em otional Responses
The antecedents of emotional responses towards tourist destinations were tested using 
multivariate analysis of variance ( M A N O V A ) .  M A N O V A  is commonly used to identify 
main and interaction effects of categorical variables on multiple dependent interval 
variables. However, in this research, M A N O V A  will only be performed to determine the 
main effect of one independent variable (e.g. pleasantness) 011 the set of dependent 
variables (emotions). The inclusion of interaction effects (by including more than one 
cognitive appraisal dimension), when running the M A N O V A  procedure, would have 
added an additional layer of complexity and would have resulted in interpretation 
difficulties. Also, the objective of the study is to understand the antecedents of emotional 
responses separately using cognitive appraisal dimensions and including interaction terms 
was considered to be beyond the scope of this investigation.
Furthermore, data had to be transformed since M A N O V A  design requires that 
independent variables are categorical. More specifically, the appraisal scale items were 
measured 011 a 7-point scale and were thus transformed into dichotomous variables. The 
procedure involves splitting the sample at some point on the measurement scale to create 
two separate groups (high and low). One c o m m o n  approach is to split the scale at the 
sample median, thereby defining high and low groups on the variable (MacCallum et al., 
2002). Alternatively, the scale m a y  be split at some other point based on the data (e.g. one 
standard deviation above the mean) or at a fixed point designated a priori. Accordingly, 
for the purpose of this research, the median split procedure was performed on the 
cognitive appraisal scales to derive categorical classifications of high versus low appraisal 
conditions. Median splits remain the most popular method of dichotomisation in 
marketing (Irwin and McChelland, 2003). Frequencies were computed for the scale items 
to identify median scores. Using the SPSS procedure, respondents with scores greater 
than or equal to the median on the cognitive appraisal scale were categorised in the high 
appraisal group. Similarly, subjects with scores below the median were classified in the 
low appraisal group. While the practice of dichotomizing continuous predictor variables 
is c o m m o n  in marketing and social sciences, it has received much criticism (e.g. 
MacCallum et al., 2002; Irwin and McChelland, 2003). The limitations of using median 
split are fully acknowledged and discussed in the final chapter.
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8.7.1 The Appraisal of Pleasantness as Antecedent ofEmotion
In order to test the above hypothesis, one-way Multivariate Analysis of Variance 
( M A N O V A )  was conducted with the three emotions (Joy, Love and Surprise) as 
dependent variables. The independent variable, pleasantness, was re-coded into a non­
metric (categorical) variable: low versus high level of pleasantness. Table 8.18 provides a 
summary of the descriptive statistics examining group profiles (low versus high level of 
pleasantness) on each emotion.
Table 8.18
Descriptive Statistics Examining Group Profiles (Low versus High Level of 
Pleasantness)
C o g n it iv e  A p p ra is a l:  
P leasan tn ess
N M e a n SD
Joy L o w  le v e l o f  pleasantness 289 4.84 0.94
H ig h  le v e l o f  pleasantness, 218 5.97 0.70
T o ta l 507 5.31 1.02
L o v e L o w  leve l o f  pleasantness 289 3.34 1.21
H ig h  le v e l o f  pleasantness 218 4.22 1.38
T o ta l 507 3.72 1.36
Pos itive  Surprise L o w  le v e l o f  pleasantness 289 3.40 1.32
H igh  le v e l o f  pleasantness 218 4.04 1.44
Tota l 507 3.67 1.42
From Table 8.18, a visual inspection reveals that respondents in the high level of 
pleasantness group experienced high levels of Joy (mean=5.97; SD=0.70), Love 
(mean=4.22; SD=1.38); and Surprise (mean=4.04; SD=1.44). O n  the other hand, 
respondents in the low pleasantness condition experienced lower levels of Joy 
(mean=4.84; SD=0.94), Love (mean=3.34; SD=1.21); and Surprise (mean=3.40; 
SD=1.32). The task of M A N O V A  is to examine these differences and assess the extent to 
which these differences are significantly different, both individually and collectively. The 
most critical assumption in M A N O V A  concerns the homogeneity of the variance- 
covariance matrices among the two groups. Table 8.19 show the multivariate and 
univariate measures for testing homoscedasticity.
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Table 8.19 Multivariate and Univariate Measures for Testing Homoscedasticity of 
Pleasantness
Univariate Tests of Homoscedasticity
Levene’s Test of Equality of Error Variances
Dependent Variable F dfl dfl Sig.
Joy 16.78 1 505 0.00
Love 5.29 1 505 0.02
Surprise 4.09 1 505 0.04
Multivariate Test of Homoscedasticity
Box’s Test of Equality of Covariance Matrices
Box’s M 49.80
F 8.25
df\ 6.0
dfl 1515754
Sig. 0.00
Test for Correlation Among the Dependent Variables
Bartlett's Test of Sphericity
Likelihood Ratio 0.00
Approx. Chi Square 427.72
D f 5
Sig. 0.00
The first analysis assesses the univariate homogeneity of variance across the two groups. 
From Table 8.19, in the Levene’s tests for equality of error variances, the significance 
levels indicate the possible existence of heteroscedasticity for the emotion variables: Joy 
(sig. level=0.00), Love (sig. Level=0.02); and Surprise (sig. level=0.04). However, given 
the relative sample sizes in each group, corrective measures were not needed. The next 
step is to assess the dependent variables collectively by testing the equality of the entire 
variance-covariance matrices. In Table 8.19, the Box’s M  test for equality of the 
covariance matrices shows a significant value (0.00), indicating significant difference 
between the two groups (unpleasantness and pleasantness) on the three dependent 
variables collectively. Thus, the Box’s M  test results violated the equivalence of 
covariance assumption, indicating the possible existence of heteroscedasticity. However, 
since a violation of this assumption has minimal impact if the groups are approximately 
equal in size (largest group size + smallest group < 1.5), once again, corrective remedies 
were not needed (Hair et al., 2006).
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The next step is to determine whether the dependent measures are significantly correlated. 
The most widely used test is Bartlett’s test for sphericity which examines the correlations 
among all dependent variables and assesses whether collectively, significant inter­
correlation exists. From Table 8.19, the Barlett’s test of sphericity (sig.=0.00) indicates 
that a significant degree of inter-correlation exists among the dependent variables. The 
final issue involves examining observations with extreme values (outliers). A  simple 
approach that identifies extreme points for each group is the use of boxplots as depicted 
in Appendix 6 (Figure 6.1). A n  examination of the boxplots show no extreme points for 
love, surprise and one for joy (observation 426). After addressing the critical assumptions 
relating to M A N O V A ,  the next step is to assess whether the appraisal conditions exhibit 
statistically significant differences for the three emotion, first collectively (multivariate 
tests) and then individually (univariate tests). Table 8.20 contains the multivariate and 
univariate tests assessing the effect of pleasantness on emotion.
Table 8.20 Multivariate and Univariate Tests) ;Effect of Pleasantness on Emotion (Joy, 
Love and Surprise)
Multivariate Tests
Statistical Test Value F  df Error
df
Sig. n2 ObservedP o w e r 3
Pillai's Criterion 0.31 75.97 3 503 0.00 0.31 1.00
Wilks' Lambda 0.69 75.97 3 503 0.00 0.31 1.00
Hotelling's Trace 0.45 75.97 3 503 0.00 0.31 1.00
Roy's Largest Root 0.45 75.97 3 503 0.00 0.31 LOO
a Computed using alpha = 0.05
Univariate Tests (Between-Subjects Effects)
Dependent S u m  of df M e a n F Sig. n2 ObservedVariable Squares Square P o w e r 3
Joy 161.67b 1 161.67 226.19 0.00 0.31 LOO
Love 98.17° 1 98.17 59.15 0.00 0.11 LOO
Surprise 57.39d
a ____ ._J • 1 . /ft /ft- br,
1 57.39
2 J! . . r,2
30.01
/ft -ft/ft/ftft Cr
0.00
ft2 /ft . ,
0.06
✓ A «• . t
1.00 
ft d
a Computed using alpha =  0.05; bR2 = 0.31 (Adjusted R2 = 0.308); °R2 =  0.11 (Adjusted R2= 0.103); dR2 = 
0.06 (Adjusted R2= 0.054)
Table 8.20 contains the four most commonly used multivariate tests (Pillai’s criterion, 
Wilks’s lambda, Hotelling’s trace and R o y ’s largest root). Each of the four measures 
indicates a significant main effect (p<0.001; rj2=03\) of pleasantness on the combined 
dependent variables (emotion). Although the multivariate tests establish the relationship 
between pleasantness and emotions, the effect was further assessed separately for each
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emotion dimension as illustrated by the univariate tests in Table 8.20. As it can be seen, 
the univariate F tests for each dimension are significant, indicating that the appraisal of 
pleasantness has an effect on Joy: F( 1,505)=226.2, rj2=03\; Love JF(1,505)=59.15, 
rj2=0.11; and Surprise F(l,505)=30.01; r/2=0.06. The power of the statistical tests was 1.0, 
demonstrating that sample sizes and the effect size were sufficient. These results confirm 
the hypothesis that appraisal of pleasantness has an effect on emotion.
In summary, one-way between-groups M A N O V A  was performed to determine the effect 
of pleasantness on Joy, Love, and Surprise. Preliminary results testing for the 
assumptions of normality, linearity and homoscedasticity were satisfactory. M A N O V A  
results reveal a significant main effect (p<0.001; ^2=0.31) of pleasantness on the 
combined dependent variables (emotion). The effect of pleasantness on joy, love and 
surprise were further supported with univariate F tests. A n  inspection of the mean scores 
indicated that respondents with high levels of pleasantness experienced high levels of Joy 
(M=5.97; SD=0.70), Love (M=4.22; SD=1.38); and Surprise (M=4.04; SD=1.44).
8.8.2 The Appraisal of Novelty as Antecedent ofEmotion
In order to test the above hypothesis, one-way M A N O V A  was conducted with the three 
emotions (Joy, Love and Surprise) as dependent variables. The independent variable, 
novelty, was re-coded into a non-metric (categorical) variable: low versus high level of 
novelty. Table 8.21 provides a summary of the descriptive statistics examining group 
profiles (low versus high level of novelty) on each emotion.
Table 8.21
Descriptive Statistics Examining Group Profiles (Low versus High Level of Novelty)
C o g n it iv e  A p p ra is a l:  
N o v e lty
N M e a n SD
Joy L o w  le v e l o f  n ovelty 251 4.98 1.13
H ig h  le v e l o f  n o ve lty 266 5.55 0.91
To ta l 517 5.28 1.06
L o v e L o w  le ve l o f  novelty 251 3.36 1.25
H igh  le v e l o f  n ovelty 266 3.98 1.44
Tota l 517 3.68 1.38
P os itive  Surprise L o w  leve l o f  n ovelty 251 3.80 1.41
H ig h  le v e l o f  n ove lty 266 3.54 1.42
To ta l 517 3.66 1.42
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From Table 8.21, a visual inspection reveals that respondents in the high novelty 
condition experienced higher levels of Joy (M=5.55; SD=0.91), Love (M=3.98; 
SD=1.44), whereas respondents in the low novelty group exhibited higher level of 
Surprise (M=3.80; SD=1.41). Next, homoscedasticity were assessed using multivariate 
and univariate measures as summarised in Table 8.22.
Table 8.22 Multivariate and Univariate Measures for Testing Homoscedasticity of 
Novelty
Univariate Tests of Homoscedasticity
Levene’s Test of Equality of Error Variances
Dependent Variable F dfl dfl Sig.
Joy 8.00 1 515 .005
Love 8.22 1 515 .004
Surprise 0.16 1 515 .685
Multivariate Tests of Homoscedasticity
Box’s Test of Equality of Covariance Matrices
Box’s M 34.44
F 5.70
dfy 6
dfl 1904293
Sig. 0 .00
Test for Correlation among the Dependent Variables
Bartlett’s Test of Sphericity
Likelihood Ratio 0.00
Approx. Chi Square 481.14
Df 5
Sig. 0.00
From Table 8.22 in the Levene’s tests for equality of error variances, the dependent 
variable Surprise showed non-significant results and confirmed homoscedasticity. In the 
case of Joy (sig. level=0.005) and Love (sig. level=0.004), the significance levels for 
these variables indicate the possible existence of heteroscedasticity. However, given the 
relative sample sizes in each group and the presence of homoscedasticity for Surprise, no 
changes were needed for Joy and Love. The next step is to assess the dependent variables 
collectively by testing the equality of the entire variance-covariance matrices. In Table 
8.22, the Box's M  test for equality of the covariance matrices shows a significant value 
(0.00), indicating significant difference between the two groups (low and high) on the 
three dependent variables collectively. Thus, the Box’s M  test results violated the
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equivalence of covariance assumption, highlighting the possible existence of 
heteroscedasticity. However, since violation of this assumption has minimal impact if the 
groups are approximately equal in size (largest group size = smallest group < 1.5), no 
corrective measures were not needed.
Next, Bartlett’s test for sphericity indicates a significant (sig.=0.00) degree of inter­
correlation among the dependent variables. The final issue involves examining outliers 
using boxplots as depicted in Appendix 6 (Figure 6.2). An examination of the boxplot for 
each dependent measure shows no extreme points for surprise, love and seven for Joy 
(observations 27, 181, 241, 365, 354, 437 and 515). When examining these extreme 
points, no observation was an extreme value on all the three dependent measures, nor did 
any observation have an extreme value that requires exclusion. After addressing the 
critical assumptions, the next step is to assess the impact of novelty on the three emotion 
dimensions, first collectively (multivariate tests) and then individually (univariate tests). 
Table 8.23 contains the multivariate and univariate tests assessing the effect of novelty on 
emotion.
Table 8.23 Multivariate and Univariate Tests: Effect of Novelty on Emotion (Joy, 
Love and Surprise)
Multivariate Tests
Statistical Test Value F D f Error
df
Sig. n2 ObservedP o w e r 1
Pillai's Criterion 0.14 26.73 3 513 0.00 0.14 1.00
Wilks' Lambda 0.87 26.73 3 513 0.00 0.14 1.00
Hotelling's Trace 0.16 26.73 3 513 0.00 0.14 1.00
Roy's Largest Root 0.16 26.73 3 513 0.00 0.14 1.00
“Computed using alpha = 0.05
Univariate Tests (Between-Subjects Effects)
Dependent S u m  of df M e a n F Sig. n2 ObservedVariable Squares Square P o w e r 1
Joy 42.07b 1 42.07 40.12 0.00 0.07 1.00
Love 49.65° 1 49.65 27.48 0.00 0.05 1.00
Surprise 8.46d 1 8.46 4.19 0.04 0.01 1.00
“Com puted using alpha =  0.05; b/?2 = 0 .072 (Adjusted R2 ii © b -j © o R2 = 0.051 (Adjusted R2= 0.049); V  =
0 .008  (Adjusted R2=  0 .006)
From Table 8.23, each of the four measures (multivariate tests) indicates a significant 
main effect (p<0.001; rj~=0.14) of novelty on the combined dependent variables
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(emotion). Although the multivariate tests establish the relationship between novelty and 
emotion, the effect was further assessed separately for each emotion dimension. As it can 
be seen from Table 8.23, the univariate F tests for each dimension are significant, 
highlighting that appraisal of novelty has an effect on Joy: E(l,515)=40.12, £=0.00; 
£2=0.07; Love F(l,515)=27.48, £=0.00; ;/2=0.05; and Surprise F(l,515)=4.19, £=0.04; 
?/2=0.01. However, as indicated by the partial eta squared (rj2) values, the effect of novelty 
on the emotion dimensions independently was very small.
In summary, M A N O V A  was performed to determine the effect of appraisal of novelty on 
Joy, Love and Surprise. Results reveal a significant main effect (p<0.001; //2=0.14) of 
novelty on emotions. W h e n  the results for the dependent variables were considered 
separately, univariate F tests were significant but the effect size was small. A n  inspection 
of the mean scores indicated that respondents in the high novelty condition experienced 
higher levels of Joy (M=5.55; SD=0.91), Love (M=3.98; SD=1.44), whereas respondents 
in the low novelty group exhibited higher level of Surprise (M=3.80; S D = 1 .41).
8.8.3 The Appraisal of Goal Congruence as Antecedent of Emotion
In order to test the effect of goal congruence on the three emotion dimensions, one-way 
M A N O V A  was carried out on the data. The independent variable, goal congruence, was 
re-coded into a non-metric (categorical) variable: low versus high goal congruence. Table 
8.24 provides a summary of the descriptive statistics examining group profiles (low 
versus high goal congruence) on each emotion.
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T a b le  8 .24
Descriptive Statistics Examining Gro up  Profiles (Low versus High Goal 
Congruence)
Cognitive Appraisal: Goal 
Congruence
N Mean SD
Joy L o w  goa l congruence 297 4.88 1.00
H igh  goa l congruence 216 5.89 0.74
Tota l 513 5.30 1.04
L o v e L o w  goa l congruence 297 3.27 1.26
H igh  goa l congruence 216 4.26 1.31
Tota l 513 3.69 1.37
Pos itive  Surprise L o w  goa l congruence 297 3.32 1.30
H igh  goa l congruence 216 4.13 1.44
Tota l 513 3.67 1.42
From Table 8.24, respondents in the high goal congruence condition experienced higher 
levels of Joy (M=5.89), Love (M=4.26) and Surprise (M=4.13). On the other hand, 
respondents in the low goal congruence group experienced lower levels of Joy (M=4.88), 
Love (M=3.27); and Surprise (M=3.32). Next, homoscedasticity were assessed using 
multivariate and univariate measures.
Table 8.25 Multivariate and Univariate Measures for Testing Homoscedasticity of 
Goal Congruence
Univariate Tests of Homoscedasticity_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _
Levene’s Test of Equality of Error Variances
Dependent Variable F 4ft dfl Sig.
Joy 19.24 l 511 0 .00
Love 0.3 l 511 0.57
Surprise 1.84 l 511 0.18
Multivariate Test of Homoscedasticity
Box’s Test of Equality of Covariance Matrices
Box’s M 34.56
F 5.72
4 ft 6.0
d fl 1476931
Sig. 0 .00
Test for Correlation a m o n g  the Dependent Variables
Bartlett’s Test of Sphericity
Likelihood Ratio 0.00
Approx. Chi Square 403.92
D f 5
Sig. 0.00
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The first analysis assesses the univariate homogeneity of variance across the two groups. 
From Table 8.25, in the Levene’s tests for equality of error variances, Love and Surprise 
showed non-significant results. In the case of Joy, significance level indicates the possible 
existence of heteroscedasticity. However, given the relative sample sizes in each group 
and the presence of homoscedasticity for Love and Surprise, no changes were necessary 
for Joy. The next step is to assess the dependent variables collectively by testing the 
equality of the entire variance-covariance matrices. In Table 8.25, the Box's M  test for 
equality of the covariance matrices shows a significant value (0.00), and thus violated the 
equivalence of covariance assumption. However, violation of this assumption has 
minimal impact if the groups are approximately equal in size.
Furthermore, from Table 8.25, Bartlett’s test for sphericity (sig =0.00) indicates that a 
significant degree of inter-correlation exists among the dependent variables. The final 
issue involves detecting outliers and boxplots were used to identify extreme points for 
each group as depicted in Appendix 6 (Figure 6.3). A n  examination of the boxplots show 
four extreme points for Joy (observations 292, 302, 387, 465) but no outliers appear for 
Love and Surprise. After addressing the critical assumptions, the next step is to assess the 
effect of goal congruence on the three emotion dimensions, first collectively and then 
individually. Table 8.26 contains the multivariate and univariate tests.
Table 8.26 Multivariate and Univariate Tests: Effect of Goal Congruence on Emotion 
(Joy, Love and Surprise)
Multivariate Tests: Effect of Goal Congruence on Emotion
Statistical Test Value F  Df Error
df
Sig. V2 ObservedP o w e r 3
Pillai's Criterion 0.25 55.77 3 509 0.00 0.25 1.00
Wilks' Lambda 0.75 55.77 3 509 0.00 0.25 1.00
Hotelling's Trace 0.33 55.77 3 509 0.00 0.25 1.00
Roy's Largest Root 0.33 55.77 3 509 0.00 0.25 1.00
“ Computed using alpha = 0.05
Dependent S u m  of df M e a n F Sig. v 2 ObservedVariable Squares Square P o w e r 3
Joy 132.73b 1 132.73 161.54 0.00 0.24 1.00
Love 121.66° 1 121.66 73.74 0.00 0.13 1.00
Surprise 82.37d 1 82.37 43.91 0.00 0.08 1.00
a Computed using alpha = 0.05; b/F = 0.240 (Adjusted R2 = 0.239); CR2 = 0.126 (Adjusted R2=  0.124); dR2 =
0.079 (Adjusted R 2=  0.077)
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From Table 8.26, the four multivariate tests indicate a significant main effect (p<0.001; 
0=0.25) of goal congruence on the combined dependent variables (emotion). Although 
the multivariate tests establish the relationship between goal congruence and emotion, the 
effect was further assessed separately for each emotion dimension. From Table 8.26, the 
univariate F  tests for each dimension are significant, indicating that the appraisal of goal 
congruence has an effect on Joy: F(1,515)= 161.54, £=0.00; ^2=0.24; Love 
F(l,515)=73.74,£=0.00; 0=0.13; and Surprise F(l,5 15)=43.91, £=0.00; //2=0.08.
Overall, one-way between-groups M A N O V A  was performed to determine the effect of 
appraisal of goal congruence on Joy, Love and Surprise. Preliminary results testing for 
the assumptions of normality, homogeneity of variance-covariance matrices, linearity and 
multicollinearity were satisfactory. M A N O V A  results reveal a significant main effect 
(p<0.001; 0=0.25) of goal congruence on the combined dependent variables (emotion). 
Furthermore, univariate F tests were significant, indicating that the appraisal of goal 
congruence has an effect on Joy, Love and Surprise. A n  inspection of the mean scores 
indicated that respondents in the high goal congruence condition experienced higher 
levels of Joy (M=5.89; SD=0.74), Love (M=4.26; SD=1.31) and Surprise (M=4.13; 
SD=1.44). O n  the other hand, respondents in the low goal congruence group experienced 
lower levels of Joy (M=4.88; SD=1.00), Love (M=3.27; SD=1.26); and Surprise 
(M=3.32; SD=1.30).
8.8.4 The A ppraisal o f C erta in ty  as Antecedent o f Em otion
Similar to previous analyses, one-way M A N O V A  design was created with the three 
emotions (Joy, Love and Surprise) as dependent variable. The independent variable, 
certainty, was re-coded into a non-metric (categorical) variable: low versus high certainty. 
Table 8.27 provides a summary of the descriptive statistics examining group profiles (low 
versus high certainty) on each emotion.
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Table 8.27 Descriptive Statistics Examining G ro up  Profiles (Low versus High Level
of Certainty)
Cognitive Appraisal: N  Mean SD
Certainty
Joy L o w  certainty 208 4.90 0.98
H igh  certainty 303 5.58 0.95
Tota l 511 5.30 1.02
L o v e L o w  certainty 208 3.35 1.17
H igh  certainty 303 3.93 1.43
Tota l 511 3.70 1.36
Pos itive  Surprise L o w  certainty 208 3.64 1.25
H igh  certainty 303 3.69 1.53
Tota l 511 3.67 1.42
From Table 8.27, respondents in the high certainty condition experienced higher levels of 
Joy (M=5.58; SD=0.95), Love (M=3.93; SD=1.43) and Surprise (M=3.69; SD=1.53). 
Conversely, respondents in the low certainty condition experienced lower levels of Joy 
(M=4.90; SD=0.98), Love (M=3.35; SD=1.17); and Surprise (M=3.64; SD=1.25). Next, 
the assumptions relating to M A N O V A  are addressed in Table 8.28.
Table 8.28 Multivariate and Univariate Measures for Testing Homoscedasticity of 
Certainty
Univariate Tests of Homoscedasticity_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _
Levene's Test of Equality of Error Variances
Dependent Variable F dfl dfl Sig.
Joy 0.30 1 509 0.59
Love 12.10 1 509 0.00
Surprise 13.20 1 509 0.00
Multivariate Test of Homoscedasticity
Box's Test of Equality of Covariance Matrices
B ox ’s M 32.91
F 5.45
df\ 6
dfl 1344539Sig. 0.00
Test for Correlation a m o n g  the Dependent Variables
Bartlett’s Test of Sphericity
Likelihood Ratio 0.00
Approx. Chi Square 457.96
Df 5
Sig. 0.00
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The first analysis assesses the univariate homogeneity of variance using Levene's tests. 
From Table 8.28, the dependent variable Joy showed non-significant result. In the case of 
Love and Surprise, Levene’s test indicates the possible existence of heteroscedasticity in 
the data but no corrective measures were needed, given the presence of homoscedasticity 
for Joy. In addition, from Table 8.28, the B ox ’s M  test show a significant value (0.00), 
indicating the possible existence of heteroscedasticity. However, violation of this 
assumption has minimal impact if groups are approximately equal in size.
Next, another test should be made to determine whether the dependent measures are 
significantly correlated. Bartlett’s test for sphericity examines the correlations among all 
dependent variables and assesses whether collectively, significant inter-correlation exists. 
Referring to Table 8.27, the Barlett’s test of sphericity indicates a significant degree of 
inter-correlation among the dependent variables. The final issue involves identifying 
possible outliers in the data using boxplots as depicted in Appendix 6 (Figure 6.4). A n  
examination of the boxplots reveals three extreme points for Joy (observations 22, 335 
and 388) but none for Love and Surprise. There was no need to exclude any cases from 
the sample data. After addressing the assumptions of M A N O V A ,  the next step is to assess 
the effect of certainty on the three emotion dimensions, first collectively and then 
individually. Table 8.29 contains the multivariate and univariate tests.
Table 8.29 Multivariate and Univariate Tests: Effect of Certainty on Emotion (Joy, 
Love and Surprise)
Multivariate Tests: Effect of Certainty on Emotion
Statistical Test Value F D f Error
df
Sig. ri2 ObservedP o w e r 3
Pillai's Criterion 0.12 23.70 3 507 0.00 0.12 1.00
Wilks' Lambda 0.88 23.70 3 507 0.00 0.12 1.00
Hotelling's Trace 0.14 23.70 3 507 0.00 0.12 1.00
Roy's Largest Root 0.14 23.70 3 507 0.00 0.12 1.00
a Computed using alpha = 0.05
Univariate Tests (Between-Subjects Effects)
Dependent S u m  of df M e a n F Sig. 7 2 ObservedVariable Squares Square P o w e r 3
Joy 56.63b 1 56.63 60.65 0.00 0.11 1.00
Love 41.36° 1 41.36 23.26 0.00 0.04 1.00
Surprise 0.27d 1 0.27 0.13 0.72 0.00 0.05
“Computed using alpha = 0.05; bR2 = 0.106 (Adjusted R2 =  0.105); CR2 = 0.044 (Adjusted R2=  0.042);d/?2 =
0.000 (Adjusted R2=  0.002)
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From Table 8.29, each of the multivariate tests (Pillai’s criterion, Wilks’s lambda, 
Hotelling’s trace and R o y ’s largest root) indicates a significant main effect (p<0.001; 
0=0.12) of certainty on the combined dependent variables (emotion). Although the 
multivariate tests establish the relationship between goal congruence and emotion, the 
effect was further assessed separately for each emotion dimension as illustrated by the 
univariate tests. From Table 8.29, with the exception of Surprise F(l,509)=0.00 the 
univariate F tests are significant, indicating that the appraisal of certainty has an effect on 
Joy: F(l,509)=60.65; 0=0.11 and Love F(l,509)=23.26; 0=0.04. However, the effect of 
certainty on Love was very small, as shown by the partial eta squared (0=0.04) value.
In summary, one-way between-groups M A N O V A  was performed to determine the effect 
of appraisal of certainty on Joy, Love and Surprise. Data were tested to check if the 
assumptions of M A N O V A  were met and results were satisfactory. Findings of 
M A N O V A  reveal a significant main effect (p<0.001; 0=0.12) of certainty on the 
combined dependent variables (emotion). Separate results (univariate F) indicate that the 
appraisal of certainty has an effect on Joy and Love but no effect on Surprise. Finally, 
mean scores indicated that respondents in the high certainty condition experienced higher 
levels of Joy, Love and Surprise.
8.8.5 The Appraisal of Internal Self-Compatibility as Antecedent of Emotion
In order to test the relationship between internal self-compatibility and emotion, one-way 
M A N O V A  was conducted with the three emotions (Joy, Love and Surprise) as dependent 
variables. The independent variable, Internal Self-Compatibility, was re-coded into a non­
metric (categorical) variable: low versus high self-compatibility. Table 8.30 provides a 
summary of the descriptive statistics examining group profiles (low versus high self­
compatibility) on each emotion.
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Table 8.30
Descriptive Statistics Examining Group Profiles (Low versus 
Compatibility)
High Internal Self-
Cognitive Appraisal: Self- 
Compatibility (Internal)
N Mean SD
Joy Low self-compatibility 199 4.79 1.08
High self-compatibility 303 5.65 0.82
Total 502 5.31 1.03
Love Low self-compatibility 199 3.10 1.22
High self-compatibility 303 4.09 1.31
Total 502 3.70 1.36
Positive Surprise Low self-compatibility 199 3.28 1.33
High self-compatibility 303 3.93 1.41
Total 502 3.67 1.42
From Table 8.30, respondents in the high self-compatibility condition experienced higher 
levels of Joy (M=5.65), Love (M=4.09) and Surprise (M=3.93). In contrast, respondents 
in the low self-compatibility condition experienced lower levels o f Joy (M=4.79), Love 
(M=3.10); and Surprise (M=3.28). M A N O V A  entails several assumptions and Table 8.31 
show multivariate and univariate measures for testing homoscedasticity.
Table 8.31 Multivariate and Univariate Measures for Testing Homoscedasticity o f  
Internal Self-Compatibility
Univariate Tests o f Homoscedasticity______________________________________________
Levene’s Test o f Equality o f  Error Variances
Dependent Variable F dfl d fl Sig.
Joy 15.89 1 500 0.00
Love 0.82 1 500 0.37
Surprise 0.70 1 500 0.40
M ultivariate Test o f Homoscedasticity
B ox ’s Test o f Equality o f Covariance Matrices
Box’s M 33.08
F 5.48
d fl 6.0
d f l 1208162
Sig. 0.00
Test for Correlation Among the Dependent Variables
Bartlett’s Test o f Sphericity
Likelihood Ratio 0.00
Approx. Chi Square 397.31
D f 5
Sig. 0.00
P a g e  | 328
Findings II: Chapter
Sameer Ullah Hosany Study 2 Eight
From Table 8.31, in the Levene’s test for equality of error variances, the dependent 
variables Love (sig. level=0.37) and Surprise (sig. level=0.40) showed non-significant 
result but Joy was significant indicating the existence of heteroscedasticity. However, it 
was not a problem, given the relative sample sizes in each group and the presence of 
homoscedasticity for Love and Surprise. For the next assumption, the dependent variables 
were assessed collectively using the equality o f the entire variance-covariance matrices. 
In Table 8.31, the Box's M tests show a significant value, highlighting the possible 
existence of heteroscedasticity. However, since violation o f this assumption has minimal 
impact if the groups are approximately equal in size, it was not considered problematic.
After that, Bartlett’s test for sphericity was used to determine whether the dependent 
measures are correlated and from Table 8.31, a significant degree o f inter-correlation 
exists among the dependent variables. The final issue involves examining observations 
with extreme values (outliers) using boxplots as depicted in Appendix 6 (Figure 6.5). An 
examination o f the boxplot for each dependent measure reveals no extreme points for the 
three variables. The next step involves assessing the effect on self-compatibility on 
emotion first collectively and then individually. Table 8.32 contains the multivariate and 
univariate tests assessing the effect of internal self-compatibility on emotion.
Table 8.32 Multivariate and Univariate Tests: Effect of Internal Self-Compatibility on 
Emotion (Joy, Love and Surprise)
M ultivariate Tests: Effect o f Internal Self-Com patibility on Emotion
Statistical Test Value F D f E rror
d f
Sig. z/2 Observed
P ow er3
Pillai’s Criterion 0.18 37.07 3 498 0.00 0.18 1.00
Wilks’ Lambda 0.82 37.07 3 498 0.00 0.18 1.00
Hotelling's Trace 0.22 37.07 3 498 0.00 0.18 LOO
Roy's Largest Root 0.22 37.07 3 498 0.00 0.18 1.00
“Com puted using alpha = 0 .05
Univariate Tests (Between-Subjects Effects)
Dependent Sum of d f Mean F Sig. 0 Observed
Variable Squares Square P ow er3
Joy 89.46b 1 89.46 101.85 0.00 0.17 1.00
Love 116.37° 1 116.37 71.36 0.00 0.13 1.00
Surprise 51.99d 1 51.99 27.14 0.00 0.05 1.00
“Computed using alpha = 0.05; bR2 = 0.169 (Adjusted R2 = 0.168); CR2 = 0.125 (Adjusted R2= 0.123); dR2 =
0.051 (Adjusted R2= 0.050)
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From Table 8.32, the multivariate tests indicate a significant main effect (p<0.001; 
^2=0.18) of self-compatibility (internal) on the combined dependent variables (emotion). 
The effect was further assessed separately for each emotion dimension. The univariate F  
tests for each dimension are significant, indicating that appraisal of internal self­
compatibility has an effect on Joy: F(l,500)=101.85, rj2= 0 .H ;  Love F(l,500)=71.36; 
?72=0.13; and Surprise F(l,484)=27.14; ^2=0.05. The power o f the statistical tests was 1.0, 
indicating that sample sizes and the effect size were sufficient.
In summary, one-way between-groups M A N O V A  was performed to determine the effect 
of appraisal of self-compatibility (internal) on emotion dimensions. Preliminary results 
testing for the assumptions o f normality, homogeneity of variance-covariance matrices, 
linearity and multicollinearity were satisfactory. M A N O V A  results reveal a significant 
main effect (p<0.001; ?/2= 0.18) o f internal self-compatibility on the combined dependent 
variables (emotion). Separate results (univariate F  tests) further indicate that the appraisal 
of self-compatibility (internal) has an effect on Joy, Love and Surprise. An inspection of 
the mean scores indicated that respondents in the high self-compatibility condition 
experienced higher levels o f Joy (M=5.65; SD=0.82), Love (M=4.09; SD=1.31) and 
Surprise (M=3.93; SD=L41). In contrast, respondents in the low self-compatibility 
condition experienced lower levels o f Joy (M=4.79; SD=1.08), Love (M=3.10; SD=1.22); 
and Surprise (M=3.28; SD=1.33).
8.8 .6  The A p p ra isa l o f  E x te rn a l Se lf-C o m p atib ility  as A n teced en t o f  E m otion
In order to test the above hypothesis, one-way M A N O V A  was performed with Joy, Love 
and Surprise as dependent variables. The independent variable was re-coded into a non­
metric (categorical) variable: lo w  versus high groups. Table 8.33 provides a summary of 
the descriptive statistics examining group profiles (low versus high condition) on each 
emotion.
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Table 8.33
Descriptive Statistics Examining Group Profiles (Low versus High External Self- 
Compatibility)
Cognitive Appraisal: Self- 
Compatibility (External)
N Mean SD
Joy Low self-compatibility 260 5.00 1.07
High self-compatibility 236 5.62 0.89
Total 496 5.33 1.03
Love Low self-compatibility 260 3.44 1.26
High self-compatibility 236 3.98 1.44
Total 496 3.70 1.37
Positive Surprise Low self-compatibility 260 3.56 1.38
High self-compatibility 236 3.90 1.42
Total 496 3.72 1.41
From Table 8.33, respondents in the high external self-compatibility condition enjoyed 
higher levels of Joy (M=5.62; SD=0.89), Love (M=3.98; SD=1.44), Surprise (M=3.90; 
SD=1.42) and respondents in the low condition experienced relatively lower levels of Joy 
(M=5.00; SD=1.07), Love (M=3.44; SD=1.26); and Surprise (M=3.56; SD=1.38). Before 
running M A N O V A , a number o f assumptions were tested as shown in Table 8.34.
Table 8.34 Multivariate and Univariate Measures for Testing Homoscedasticity o f 
External Self-Compatibility
Univariate Tests o f Homoscedasticity______________________________________________
Levene’s Test o f  Equality o f  Error Variances
Dependent Variable F dfl d fl Sig.
Joy 8.84 1 494 0.003
Love 4.78 1 494 0.029
Surprise 0.18 1 494 0.676
M ultivariate Test o f Homoscedasticity
Box’s Test o f Equality o f Covariance Matrices
Box’s M 29.46
F 4.88
d fl 6
d f l 1724320
Sig. 0.00
Test for Correlation Among the Dependent Variables
Bartlett’s Test o f Sphericity
Likelihood Ratio 0.00
Approx. Chi Square 439.82
D f 5
Sig. 0.00
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The first analysis tests the univariate homogeneity of variance across the two groups. 
From Table 8.34, the dependent variables Joy and Love showed significant results and 
indicate the possible existence of heteroscedasticity. But, given the relative sample size in 
each group and the presence of homoscedasticity for Surprise, it was deemed acceptable. 
The next step is to assess the dependent variables collectively by testing the equality of 
the entire variance-covariance matrices. In Table 8.34, the Box’s M test for equality of 
the covariance matrices shows a significant value (0.00) and thus highlighting the 
possible existence of heteroscedasticity. Again, violation of this assumption has minimal 
impact if the groups are approximately equal in size and was not a problem.
Furthermore, the Bartlett’s test for sphericity was used to identify significant correlations 
among all dependent variables. Barlett’s test (sig. 0.00) indicates that a significant degree 
of inter-correlation exists among the dependent variables. The final issue involves 
identifying observations with extreme values (outliers) using boxplots as depicted in 
Appendix 6 (Figure 6.6). An examination o f the boxplots show five extreme points for 
Joy (observations 145, 219, 306, 335 and 501) but no observation has such an extreme 
value that requires deletion. After checking for the assumptions, multivariate and 
univariate tests were conducted to examine the effect of external self-compatibility on 
emotion (Table 8.35).
Table 8.35 Multivariate and Univariate Tests: Effect o f External Self-Compatibility on 
Emotion (Joy, Love and Surprise)
M ultivariate Tests: Effect o f External Self-Com patibility on Emotion
Statistical Test Value F D f E rror Sig. V2 Observed
d f Pow er3
Pillai's Criterion 0.09 15.51 3 492 0.00 0.09 1.00
Wilks' Lambda 0.91 15.51 3 492 0.00 0.09 1.00
Hotelling's Trace 0.10 15.51 3 492 0.00 0.09 1.00
Roy's Largest Root 0.10 15.51 3 492 0.00 0.09 1.00
“Com puted using alpha = 0.05
Univariate Tests (Between-Subjects Effects)
Dependent Sum of d f  Mean F Sig. V2 Observed
Variable Squares Square Pow er3
Joy 46.20b 1 46.20 46.66 0.00 0.09 1.00
Love 35 .10C 1 35.10 19.29 0.00 0.04 1.00
Surprise 13.77d 1 13.77 6.96 0.00 0.01 1.00
“Computed using alpha = 0.05; bF? = 0.086 (Adjusted P/= 0.084); °/?2 = 0.038 (Adjusted R2= 0.036); dR2 =
0.014 (Adjusted R2= 0.012)
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From Table 8.35, multivariate tests using, Pillai’s criterion, Wilks’s lambda, Hotelling’s 
trace and Roy’s largest root, indicate a significant main effect (p<0.001; rj2= 0.09) of 
external self-compatibility on the combined dependent variables (emotion). The effect 
was further assessed separately for each emotion. As it can be seen from Table 8.35, the 
univariate F  tests for each dimension are significant but the effect o f external self­
compatibility was relatively small as evidenced by the size o f partial eta squared (rj2); Joy: 
F(l,494)=46.66, £?=0.00; r}2= 0.09; Love: F( 1,494)= 19.29,£>=0.00; rj2= 0.04; and Surprise: 
F(l,494)=19.29,£>=0.00; ?/2=0.04.
In summary, M A N O V A  was performed to determine the effect o f appraisal o f self­
compatibility (external) on emotion. Preliminary tests were carried out to test for any 
violations of the underlying M A N O V A  assumptions and results were satisfactory. The 
findings o f M A N O V A  show a significant main effect (p<0.001; rj2= 0.09) o f external self­
compatibility on the combined dependent variables (emotion). However, univariate F  
tests show that external self-compatibility has a relatively small effect on emotion 
dimensions individually. Finally, respondents in the high external self-compatibility 
condition enjoyed higher levels o f Joy (M=5.62; SD=0.89), Love (M=3.98; SD=1.44), 
Surprise (M=3.90; SD=1.42). In contrast, respondents in the low external self- 
compatibility condition experienced relatively lower levels o f Joy (M=5.00; SD=1.07), 
Love (M=3.44; SD=1.26); and Surprise (M=3.56; SD=1.38).
8 .8 .7  The A p p ra isa l o f  O w n A g en cy  as A ntecedent o f  E m otion
To test the above hypothesis, one-way M A N O V A  was carried out with Joy, Love and 
Surprise as dependent variables. The independent variable, Agency (Own), was re-coded 
into a non-metric (categorical) variable: low  versus high Agency (Own). Table 8.36 
provides a summary o f the descriptive statistics examining group profiles (low versus 
high own agency) on each emotion.
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Table 8.36
Descriptive Statistics Examining Group Profiles (Low versus High Own Agency)
Cognitive Appraisal: 
Agency (Own)
N Mean SD
Joy Low agency (Own) 192 5.00 1.14
High agency (Own) 312 5.52 0.86
Total 504 5.32 1.00
Love Low agency (Own) 192 3.55 1.40
High agency (Own) 312 3.81 1.34
Total 504 3.71 1.37
Positive Surprise Low agency (Own) 192 3.61 1.45
High agency (Own) 312 3.73 1.40
Total 504 3.68 1.42
From Table 8.36, respondents in the high own agency group enjoyed higher levels of Joy 
(M=5.52. SD=0.86), Love (M=3.81; SD=1.34), Surprise (M=3.73; SD=1.40) whereas 
respondents in the low own agency group experienced lower levels o f Joy (M=5.00; 
SD=1.14), Love (M=3.55; SD=1.40); and Surprise (M=3.61; SD=1.45). Furthermore, 
M A N O V A  was used to examine the effect of own agency on the emotion dimensions. 
The univariate and multivariate assumptions of M A N O V A  are given in Table 8.37.
Table 8.37 Multivariate and Univariate Measures for Testing Homoscedasticity o f  
Own Agency
Univariate Tests o f Homoscedasticity______________________________________________
Levene’s Test o f Equality o f Error Variances
Dependent Variable F dfl d fl Sig.
Joy 18.60 1 502 0.00
Love 1.60 1 502 0.20
Surprise 0.83 1 502 0.36
M ultivariate Test o f Homoscedasticity
Box’s Test o f Equality o f Covariance Matrices
Box’s M 22.25
F 3.68
d fl 6.0
d f l 1089569
Sig. 0.01
Bartlett’s Test o f Sphericity
Likelihood Ratio 0.00
Approx. Chi Square 462.42
D f 5
Sig. 0.00
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The first analysis assesses the univariate homogeneity of variance across the two groups. 
In Table 8.37. the Levene’s tests for Love and Surprise showed non-significant result and 
meet the assumptions o f homoscedasticity. For Joy, Levene’s test indicates the possible 
existence o f heteroscedasticity. However, given the relative sample sizes and the presence 
of homoscedasticity for Love and Surprise, corrective measures were not needed. 
Furthermore, the Box’s M tests for equality of the covariance matrices show a significant 
value (0.00) and thus indicate the possible existence of heteroscedasticity. However, 
violation o f this assumption has major implications only if group sizes are substantially 
unequal and as a result, based on the group sample sizes, it was not a problem.
The next assumption is to detect the presence of significant correlations among the 
dependent variables. From Table 8.37, Barlett’s test of sphericity shows that a significant 
degree o f inter-correlation exists. The final issue involves identifying extreme 
observations using boxplots as depicted in Appendix 6 (Figure 6.7). An examination of 
the boxplots shows only two extreme values for Joy (62, 153) but it was not necessary to 
exclude them. Once all assumptions have been tested, the next step is to determine 
whether the two groups (high and low) exhibit statistically significant differences across 
the three emotion dimensions both collectively and individually. Table 8.38 contains the 
multivariate and univariate tests assessing the effect of own agency on emotion.
Table 8.38 Multivariate and Univariate Tests: Effect o f Own Agency on Emotion 
(Joy, Love and Surprise)
M ultivariate Tests: Effect o f Own Agency on Emotion
Statistical Test Value F D f E rror Sig. 7 2 Observed
d f Power 1
Pillai's Criterion 0.074 13.26 3 500 0.00 0.074 1.00
Wilks' Lambda 0.93 13.26 3 500 0.00 0.074 1.00
Hotelling's Trace 0.08 13.26 3 500 0.00 0.074 1.00
Roy's Largest Root 0.08 13.26 3 500 0.00 0.074 1.00
“Com puted using alpha = 0.05
Univariate Tests (Between-Subjects Effects)
Dependent Sum o f d f  Mean F Sig. n 1 Observed
Variable Squares Square P ow er3
Joy 32.48b 1 32.48 34.26 0.00 0.06 1.00
Love 8.68c 1 8.68 4.67 0.031 0.009 0.58
Surprise 1.78d 1 1.78 0.89 0.35 0.002 0.16
“Computed using alpha = 0.05;b/?2 = 0.064 (Adjusted R2 = 0.062); CR2 = 0.009 (Adjusted R2= 0.007); dR2 =
0.002 (Adjusted R2= 0.000);
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From Table 8.38, multivariate tests indicate a significant main effect (p<0.001; rj2= 0.074) 
of own agency on the combined emotion variables. Although multivariate tests establish 
the relationship between agency (own) and emotion, the effect was further assessed 
separately. As it can be seen in Table 8.37, univariate F  tests show that the effect o f own 
agency on the emotion dimensions separately was very small: Joy: i r(l,502)=34.26, 
f = 0 .0 6 ;  Love: F(l,502)=4.67; rj2= 0.009; Surprise F(l,502)=0.089, f = 0 .0 0 2 .
In summary, M A N O V A  was performed to determine the effect o f appraisal (own agency) 
on Joy, Love and Surprise. M A N O V A  results reveal a significant main effect (p<0.001; 
rj2= 0.074) o f own agency on emotions. In separate analysis, F  tests indicate that the 
appraisal o f own agency has a relatively small effect on Joy, Love and Surprise. Finally, 
respondents in the high own agency group experienced higher levels o f Joy (M=5.52; 
SD=0.86), Love (mean=3.81; SD=1.34) and Surprise (mean=3.73; SD=1.40). In contrast, 
respondents in the low own agency group experienced relatively lower levels of Joy 
(M=5.00; SD=1.14), Love (M=3.55; SD=1.40); and Surprise (M=3.61; SD=1.45).
8.8.8 The Appraisal of Circumstance Agency as Antecedent ofEmotion
In order to test the above hypothesis, one-way M A N O V A  was conducted with the 
emotions Joy, Love and Surprise as dependent variables. The independent variable, 
circumstance agency was re-coded into a non-metric (categorical) variable: low  versus 
high. Table 8.39 provides a summary of the descriptive statistics examining group 
profiles (low versus high own agency) on each emotion.
Table 8.39
Descriptive Statistics Examining Group Profdes (Low versus High Circumstance 
Agency)______________________________________________________________________
Cognitive Appraisal: 
Agency (Circumstance) N Mean SD
Joy Low agency (Circumstance) 251 5.29 0.99
High agency (Circumstance) 251 5.36 0.97
Total 502 5.32 0.98
Love Low agency (Circumstance) 251 3.54 1.38
High agency (Circumstance) 251 3.88 1.32
Total 502 3.71 1.36
Positive Surprise Low agency (Circumstance) 251 3.41 1.35
High agency (Circumstance) 251 3.95 1.43
Total 502 3.68 1.42
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From Table 8.39, respondents in the high circumstance agency group experienced higher 
levels of Joy (M=5.36; SD=0.97), Love (M=3.88; SD=1.32) and Surprise (M=3.95; 
SD=1.43). In contrast, respondents in the low circumstance agency group experienced 
relatively lower levels of Joy (M=5.29; SD=0.99), Love (M=3.54; SD=1.38); and 
Surprise (M=3.41; SD=1.35). Furthermore, M A N O V A  was performed to assess the 
extent to which these differences are significantly different, both individually and 
collectively. The multivariate and univariate tests underpinning the assumptions o f 
M A N O V A  are given in Table 8.40.
Table 8.40 Multivariate and Univariate Measures for Testing Homoscedasticity o f  
Circumstance Agency
Univariate Tests o f Homoscedasticity
Levene’s Test o f  Equality o f  Error Variances
Dependent Variable F dfi d fl Sig.
Joy 0.16 1 500 0.69
Love 0.70 1 500 0.41
Surprise 1.56 1 500 0.21
M ultivariate Test o f Homoscedasticity
Box’s Test o f  Equality o f Covariance Matrices
Box’s M 3.10
F 0.51
d f 1 6
d f l 1811321
Sig. 0.80
Test for Correlation among the Dependent Variables
Bartlett’s Test o f Sphericity
Likelihood Ratio 0.00
Approx. Chi Square 453.88
D f 5
Sig. 0.00
The first analysis assesses the univariate homogeneity of variance across the two groups. 
From Table 8.40, Levene's tests for Joy, Love and Surprise showed non-significant result 
and confirmed homoscedasticity. The next step is to assess the dependent variables 
collectively by testing the equality of the entire variance-covariance matrices. In Table 
8.40. the Box's M test for equality of the covariance matrices shows a non-significant 
value (0.80), indicating that the equivalence o f covariance assumption was met. For the 
next assumption, Bartlett's test (sig.=0.00), indicates that a significant degree of inter-
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correlation exists among the dependent variables. The final issue involves examining 
observations with extreme values by looking at boxplots as depicted in Appendix 6 
(Figure 6.8). An inspection of the boxplots reveals that no extreme points appear in the 
data. After addressing the critical assumptions, the next step is to assess whether the 
appraisal of circumstance agency has an effect on the three emotion dimensions first 
collectively and then individually. Table 8.41 contains the multivariate and univariate 
tests assessing the effect o f circumstance agency on emotion.
Table 8.41 Multivariate and Univariate Tests: Effect o f Circumstance Agency on 
Emotion (Joy, Love and Surprise)
M ultivariate Tests: Effect o f Circumstance Agency on Emotion
Statistical Test Value F D f E rror
d f
Sig. Observed
Pow er3
Pillai's Criterion 0.05 8.22 3 498 0.00 0.05 1.00
Wilks' Lambda 0.95 8.22 3 498 0.00 0.05 1.00
Hotelling's Trace 0.05 8.22 3 498 0.00 0.05 1.00
Roy's Largest Root 0.05 8.22 3 498 0.00 0.05 1.00
“Computed using alpha == 0.05
Univariate Tests (Between-Subjects Effects)
Dependent Sum o f 
Variable Squares
d f  Mean 
Square
F Sig. 7 2 Observed
P ow er3■OtoVO©O—5 1 0.64 0.65 0.42 0.00 0.13
Love 14.72° 1 14.72 8.00 0.00 0.02 0.80
Surprise 36.53d 1 36.53 18.75 0.00 0.04 1.00
“Computed using alpha := 0.05; hR2 = 0.001 (Adjusted R2= 0.001); CR2 = 0.016 (Adjusted R2= 0.014); dR2 =
0.036 (Adjusted R2= 0.034)
From Table 8.41, each of the four multivariate tests indicates a significant main effect
2 ,
(p<0.001; rj =0.05) of agency (circumstance) on the combined dependent variables
(emotion). The effect was further assessed separately for each emotion dimension as
illustrated by the univariate tests. As it can be seen from Table 8.41, the univariate F tests
indicate that the appraisal o f circumstance agency has no effect on Joy: F(1,500)=0.65,
/?=0.42, 0 = 0 .0 0 ;  and a very small effects on Love F(l,500)=8.00,£=0.00; 0 = 0 .0 2 ;  and
Surprise F(1,500)=18.75,£=0.00; 0 = 0 .0 4 .
In summary, M A N O V A  was performed to determine the effect o f appraisal of 
circumstance agency on emotions. Preliminary results testing for the assumptions of 
M A N O V A  were satisfactory. M A N O V A  results reveal a significant but small main effect
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(p<0.001; 7/2=0.05) of circumstance agency on emotions. Furthermore, univariate F  tests 
indicate that the appraisal o f agency (circumstance) has no effect on Joy and minimal 
effect on Love and Surprise. Finally, respondents in the high circumstance agency 
condition experienced higher levels o f Joy (M=5.36; SDK.97), Love (M=3.88; S D K  .32) 
and Surprise (M=3.95; S D K  .43). In contrast, respondents in the low circumstance 
agency condition experienced relatively lower levels o f Joy (M=5.29; SD=0.99), Love 
(M=3.54; SD=1.38); and Surprise (M=3.41; SD=1.35).
8.8.9 The Appraisal of Management Agency as Antecedent of Emotion
In order to test the above hypothesis, one-way M A N O V A  was performed with Joy, Love 
and Surprise as the dependent variables. The independent variable, management agency, 
was re-coded into a non-metric (categorical) variable: low  versus high. Table 8.42 
provides a summary o f the descriptive statistics examining group profiles (low versus 
high management agency) on each emotion.
Table 8.42
Descriptive Statistics Examining Group Profiles (Low versus High Management 
Agency)
Cognitive Appraisal: Agency 
(Management)
N Mean SD
Joy Low agency (Management) 243 5.20 1.02
High agency (Management) 261 5.44 0.93
Total 504 5.33 0.98
Love Low agency (Management) 243 3.66 1.41
High agency (Management) 261 3.74 1.30
Total 504 3.70 1.36
Positive Surprise Low agency (Management) 243 3.46 1.37
High agency (Management) 261 3.89 1.44
Total 504 3.68 1.42
From Table 8.42, respondents in the high management agency condition enjoyed higher 
levels of Joy (M=5.44; SDK ).93), Love (M=3.74; S D K .30) and Surprise (M=3.89; 
S D K  .44). In contrast, respondents in the low management agency group experienced 
relatively lower levels o f Joy (M=5.20; S D K .02), Love (M=3.66; S D K .41); and 
Surprise (M=3.46; S D K  .37). Furthermore, M A N O V A  was used to examine the effects of 
management agency on emotions, both individually and collectively. First, the univariate 
and multivariate assumptions o f M A N O V A  are presented in Table 8.43.
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Table 8.43 Multivariate and Univariate Measures for Testing Homoscedasticity of 
Management Agency
Univariate Tests o f Homoscedasticity
Levene’s Test o f Equality o f  Error Variances
Dependent Variable F dfl d fl Sig.
Joy 2.65 1 502 0.10
Love 2.72 1 502 0.10
Surprise 0.68 1 502 0.41
M ultivariate Test o f Homoscedasticity
Box’s Test o f Equality o f Covariance Matrices
Box’s M 15.26
F 2.53
d fl 6
d f l 1800972
Sig. 0.02
Test for Correlation among the Dependent Variables
Bartlett’s Test o f Sphericity
Likelihood Ratio 0.00
Approx. Chi Square 459.11
D f 5
Sig. 0.00
The first analysis assesses the univariate homogeneity of variance across the two groups. 
From Table 8.43, Levene's test for equality of error variances for the dependent variables 
Joy, Love and Surprise showed non-significant result, thus confirming homoscedasticity 
in the data. The next step is to assess the dependent variables collectively and Box’s M 
test shows a significant value (0.02). The Box’s M test results violated the equivalence of 
covariance assumption, highlighting the possible existence o f heteroscedasticity. 
However, violation o f this assumption has minimal impact if the groups are 
approximately equal in size (Group 1: N=261; Group 2: N=243). Next, Barlett’s test of 
sphericity (sig.=0.00) indicates that a significant degree of inter-correlation exists among 
the dependent variables. The final issue involves examining observations with extreme 
values (outliers) using boxplots as depicted in Appendix 6 (Figure 6.9). An examination 
of the boxplots show three extreme points for Joy (observations 227, 335, 341) but none 
of these observations have such an extreme value that requires exclusion. After 
addressing the critical assumptions relating to M A N O V A , multivariate and univariate
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tests were conducted to examine the effect of management agency on emotions as 
summarised in Table 8.44.
Table 8.44 Multivariate and Univariate Tests: Effect of Management Agency on 
Emotion (Joy, Love and Surprise)
M ultivariate Tests: Effect o f Agency (Management) on Emotion
Statistical Test Value F D f E rror
df
Sig. * 2 Observed
Pow er3
Pillai’s Criterion 0.97 5.92 3 500 0.00 0.034 1.00
Wilks' Lambda 0.93 5.92 3 500 0.00 0.034 1.00
Hotelling's Trace 0.08 5.92 3 500 0.00 0.034 1.00
Roy's Largest Root 0.08 5.92 3 500 0.00 0.034 1.00
“Computed using alpha = 0.05
Univariate Tests (Between-Subjects Effects)
Dependent Sum o f df Mean F Sig. n1 Observed
Variable Squares Square Pow er3
Joy 7.35b 1 7.35 7.65 0.00 0.015 0.79
Love 0.98° 1 0.98 0.53 0.47 0.00 0.11
Surprise 22.59d 1 22.59 11.40 0.00 0.022 0.92
a Computed using alpha = 0.05; bR2 = 0.015(Adjusted R2 = 0.013); CR2 = 0.00 (Adjusted R2= 0.001); dR2 = 
0.022 (Adjusted R2= 0.020)
From Table 8.44, the multivariate tests (Pillai’s criterion, Wilks’s lambda, Hotelling’s 
trace and Roy’s largest root), indicate a significant main effect (p<0.001; 72=0.034) of 
agency (management) on emotions. The effect was further assessed separately for each 
emotion dimension and it can be seen from Table 8.434 univariate F  tests for Love were 
not significant: F(1,502)=0.53, £=0.47; a/2=0.00 and the effects of appraisal management 
agency on Joy and Surprise were relatively small; Joy: F(l,502)=7.65, £=0.00; ^2=0.015; 
Surprise: F(l,502)=l 1.40,£=0.00; 0=0.022.
To sum up, M ANOVA was performed to determine the effect of appraisal of 
management agency on Joy, Love and Surprise. Preliminary analyses were carried out to 
test for the underlying assumptions of M ANOVA and, overall, results were satisfactory. 
M ANOVA results reveal a significant small main effect (p<0.001; 0=0.034) of agency 
(management) on the combined dependent variables (emotion). Furthermore, univariate F  
tests indicate that the appraisal of agency (management) has an only a small effect on Joy 
and Surprise. Finally, respondents in the high management agency condition experienced 
higher levels of Joy (M=5.44; SD=0.93), Love (M=3.74; SD=1.30) and Surprise
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(M=3.89; SD=1.44). In contrast, respondents in the low management agency group 
experienced relatively lower levels of Joy (M=5.20; SD=1.02), Love (M=3.66; SD=1.41); 
and Surprise (M=3.46; SD=1.37).
8 .8 .10  The A p p ra isa l o f  O th er A gency as A ntecedent to E m otion
In order to test this last hypothesis, M ANOVA was conducted with the emotions Joy, 
Love and Surprise as the dependent variables. The independent variable. Agency 
(Others), was re-coded into a non-metric (categorical) variable: low versus high Agency 
(Others). Table 8.45 provides a summary of the descriptive statistics examining group 
profiles (low versus high others agency) on each emotion.
Table 8.45
Descriptive Statistics Examining Group Profiles (Low versus High Others Agency)
Cognitive Appraisal: Agency 
(Others)
N Mean SD
Joy Low agency (Others) 301 5.29 0.97
High agency (Others) 203 5.37 1.00
Total 504 5.33 0.99
Love Low agency (Others) 301 3.71 1.39
High agency (Others) 203 3.74 1.32
Total 504 3.72 1.36
Positive Surprise Low agency (Others) 301 3.58 1.37
High agency (Others) 203 3.83 1.49
Total 504 3.67 1.42
From Table 8.45, respondents in the high others agency group experienced relatively 
higher levels of Joy (mean=5.37; SD=1.00), Love (mean=3.74; SD=1.32) and Surprise 
(mean=3.83; SD=1.49). In contrast, respondents in the low others agency group 
experienced lower levels of Joy (M=5.29; SD=0.97), Love (M=3.71; SD=1.39); and 
Surprise (M=3.58; SD=1.37). Furthermore, M ANOVA was used to assess the extent to 
which these differences are significantly different, both individually and collectively. 
First, the univariate and multivariate assumptions of M ANOVA are presented in Table 
8.46.
Table 8.46 Multivariate and Univariate Measures for Testing Homoscedasticity of
P a g e  | 342
Findings II: Chapter
Sameer Ullah Hosany Study 2 Eight
Management Agency
Univariate Tests o f Homoscedasticity
Levene’s Test o f  Equality o f Error Variances
Dependent Variable F d n d n Sig.
Joy 0.10 i 502 0.75
Love 1.02 i 502 0.31
Surprise 2.00 i 502 0.16
M ultivariate Test o f Homoscedasticity
Box’s Test o f Equality o f Covariance Matrices
Box’s M 8.80
F 1.45
df\ 6
d fl 1271629
Sig. 0.19
Test for Correlation among the Dependent Variables
Bartlett’s Test o f Sphericity
Likelihood Ratio 0.00
Approx. Chi Square 470.76
D f 5
Sig. 0.00
From Table 8.46, in the Levene’s test for equality of error variances, the dependent 
variables Joy, Love and Surprise showed non-significant results and confirmed 
homoscedasticity. The next step is to test for homoscedasticity in the dependent variables 
collectively and Box’s M test for equality of the covariance matrices shows a non­
significant value (0.19). Thus, the assumption of homoscedasticity was met (Hair et al., 
2006). Furthermore, Bartlett’s test for sphericity (sig =0.00) indicates that a significant 
degree of inter-correlation exists among the dependent variables.
The final issue involves examining observations with extreme values (outliers) in the data 
using Boxplots as depicted in Appendix 6 (Figure 6.10). An examination of the boxplot 
for each dependent measure shows no extreme points across the groups. After addressing 
the critical assumptions relating to M ANOVA, the next step is to assess whether the 
appraisal of others agency has an impact of emotions both collectively and individually. 
Table 8.47 summarises the multivariate and univariate tests.
Table 8.47 Multivariate and Univariate Measures for Testing Homoscedasticity of
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Others Agency
M ultivariate Tests: Effect o f Agency (Others) on Emotion
Statistical Test Value F D f  E rro r Sig. 0  Observed 
_______________________________________________ d f______________________ P ow er3
Pillai's Criterion 0.01 2.30 3 500 0.08 0.014 0.58
Wilks' Lambda 0.99 2.30 3 500 0.08 0.014 0.58
Hotelling's Trace 0.01 2.30 3 500 0.08 0.014 0.58
Roy's Largest Root 0.01 2.30 3 500 0.08 0.014 0.58
“Computed using alpha = 0.05
Univariate Tests (Between-Subjects Effects)
Dependent Sum o f d f  Mean F  Sig. 0  Observed 
Variable_______ Squares__________ Square_______________________________ Pow er3
Joy 0.59b 1 0.59 0.60 0.44 0.00 0.121
Love 0.07c 1 0.07 0.04 0.85 0.00 0.054
Surprise 7.60d 1 7.60 3.76 0.053 0.00 0.490
“Computed using alpha = 0.05; bR2 = 0.001 (Adjusted R2= 0.000); CR2 = 0.000 (Adjusted R2= 0.000); dR2 = 
0.007(Adjusted R2= 0.005)
From Table 8.47, the multivariate tests indicate a non-significant main effect (p>0.05; 
0= 0.01) o f others agency on the combined dependent variables (emotion). Univariate 
tests reveal similar patterns when the effects were assessed separately. As such, these 
results do not support the effects o f other agency on emotions.
In summary, M A N O V A  was performed to determine the effect o f appraisal o f others 
agency on Joy, Love and Surprise. M A N O V A  results reveal a non-significant main effect 
(p>0.05; ?/2=0.01) o f others agency on the combined emotion dimensions. Furthermore, 
univariate F  tests indicate similar findings. Finally, respondents in the high others agency 
group experienced relatively higher levels o f Joy (M=5.37; SD=1.00), Love (M=3.74; 
SD=1.32) and Surprise (M=3.83; SD=1.49). On the other hand, respondents in the low 
others agency group experienced lower levels o f Joy (M=5.29; SD=0.97), Love (M=3.71; 
SD=1.39); and Surprise (M=3.58; SD=1.37).
8 .8 .1 1  S u m m a ry  o f  M A N O V A  and U n iva ria te  A N O V A  R esults
Table 8.48 shows a summary of M A N O V A  and univariate A N O V A  results in terms of 
mean appraisal ratings for Joy, Love and Surprise, overall significance levels, effect sizes.
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Table 8.48 Mean Appraisal Ratings fo r Each Emotion Dimension, with Overall 
Significance Tests, Effect Sizes and Univariate AN OVA
Appraisals Joy
Emotion
Love Surprise
Overall
F
eta2 0/2)
Pleasantness 75.97* 0.31
Low 4.84 3.34 3.40
High 5.97 4.22 4.04
Univariate Tests (F; rj1) F=226.19*; F=59.15*; F=30.01*;
f = 0 .3 \ f = 0 A \ ?/2=0.06
Novelty 26.73* 0.14
Low 4.98 3.36 3.80 *
High 5.55 3.98 3.54
Univariate Tests (F; rj1) F=40.12*; F=27.48*; F=4.19*;
rj2=0.07 >/2=0.05 ^2=0.04
Goal Congruence 55.77* 0.25
Low 4.88 3.27 3.32
High 5.89 4.26 4.13
Univariate Tests (F; rj2) F=161.54*; F=73.74*; F=43.91*;
0.24 f= 0 A 3 ^2=0.08
Certainty 23.70* 0.12
Low 4.90 3.35 3.64
High 5.58 3.93 3.69
Univariate Tests (F; rj2) F=60.65*; F=:23.26*; F=0.13;
>?2=0.11 ?72=0.04 ?/2=0.00
Self-Comp (Internal) 37.07* 0.18
Low 4.79 3.10 3.28
High 5.65 4.09 3.93
Univariate Tests (F ; rj1) F=101.85*; F=71.36*; F=27.14*;
?/=0.17 72=0.13 0.05
Self-Comp (External) 15.51* 0.09
Low 5.00 3.44 3.56
High 5.62 3.98 3.90
Univariate Tests (F; rj1) F=46.66*; F=19.29*; F=6.96*;
f = 0 .0 9 ^2=0.04 z/2=0.01
Agency (Own) 13.26* 0.07
Low 5.00 3.55 3.61
High 5.52 3.81 3.73
Univariate Tests (F; rj1) F=34.26*; F=4.67*; F=0.89;
^2=0.06 >/2=0.01 ?/=0.00
Agency (Circums) 8.22* 0.05
Low 5.29 3.54 3.41
High 5.36 3.88 3.95
Univariate Tests (F; rj1) F=0.65; F=8.00*; F=18.75*;
t/=0.00 ;/=0.02 ^2=0.04
Agency (Managnt) 5.92* 0.034
Low 5.20 3.66 3.46
High 5.44 3.74 3.89
Univariate Tests (F; rj1) F =7.65; F=0.53; F= 11.40*;
t/2=0. 015 t/2=0.00 rj2=0.022
Agency (Others) 2.30* 0.014
Low 5.29 3.71 3.58
High 5.37 3.74 3.83
Univariate Tests (F; rj1) F=0.60; F=0.04; F =3.76*;
Z72=0. 00 ?/2=0.00 ^2=0.00
* p <  0.001
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As shown in Table 8.48, multivariate analysis of variance has found significant main 
effects o f appraisal on the emotion dimensions. Such findings indicate a connection 
between tourists’ appraisal o f their experiences and their emotional responses towards 
destinations. Values of eta2 (rj2) in Table 8.48 represent the size of the main effect of each 
appraisal dimension on emotions both individually and collectively. Higher values o f eta2 
indicate a stronger relationship between appraisals and emotions, the From Table 8.80 the 
appraisal of pleasantness has the greatest impact (rj2 =  0.31) and appraisal of agency 
(others) ( t]2 =  0.01) produce the smallest impact on emotion. M A N O V A  analyses were 
followed by separate univariate A N O V A s for each emotion. However, as depicted in 
Table 8,80, not all F  values (Univariate Tests) were significant, indicating that not all 
appraisals differentiate among the specific emotion of Joy, Love and Surprise. In some 
cases, the effect size was relatively small.
8.9 Hypothesis Testing: Consequences of Emotional Responses
The positive impact o f emotions on behaviours is well established in the literature. For 
example, Westbrook (1987) found support for the significant impact o f emotion on 
satisfaction. Muller et al., (1991) establish that positive emotional responses have an 
impact on future intentions (intention to revisit and intention to recommend). In order to 
test the research hypotheses that emotion impact on behaviours, a series o f the regression 
analyses were performed on the post-consumption behaviour o f overall attitude 
judgement, overall image evaluation, satisfaction and intention to recommend. The 
following section discusses each o f the research hypotheses.
8.9.1 The Effect of Emotion on Overall Attitude towards the Destination
In order to test the above hypothesis, regression analysis was performed with the three 
emotions summated scales considered as independent variables and attitude towards the 
destination as the dependent variable. Prior to running the analysis, the model was tested 
for multicollinearity effect. Multicollinearity diagnostics using VIF and tolerance values 
were checked in the regression o f attitude judgements on emotions. Tolerance values 
ranged between 0.44 to 0.79 and the highest variance inflation factor was 2.30 (and thus 
smaller than 5). These results provide evidence that multicollinearity is not a problem in
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the data. Table 8.49 summarises the linear regression 
attitude towards the destination.
Table 8.49
Regression: Emotions and Attitude Ratings (N=520)
between emotion dimensions and
Variables B SE B Beta T Sig. T
Joy 0.593 0.045 0.63 13.30 0.00
Love 0.005 0.035 0.006 0.128 0.89
Positive Surprise 0.008 0.028 0.011 0.281 0.78
(Constant) -0.796 0.18 -4.43 0.00
Multiple R 0.62
R2 0.38
Adjusted R2 0.38
Standard error 0.80
F(3,513) =106.5; £=0.00
From the Table 8.49, the emotion dimensions are statistically significant in estimating an 
attitude towards the destination (£=0.00). The multiple R coefficient indicates that the 
correlation between tourists emotion evaluations and attitude is strong (r value =  0.62). 
According to the R 2 statistic, 38% of the total variance for the estimation of attitude is 
explained in this model. As such, these results support the hypothesis that emotion is 
related to attitude evaluations. Furthermore, from Table 8.81, only J o y  was significant 
(£=0.00) in predicting the dependent variable attitude. In terms o f the relative importance 
in estimating the attitude ratings, J o y  makes the largest contribution (beta=0.63).
8.9.2 The Effect of Emotion on Overall Image Evaluations
Similar to the previous hypothesis, regression was performed with the three summated 
emotion scales considered as independent variables and overall image evaluations as the 
dependent variable. Again, the model was checked for any multicollinearity effect: 
tolerance values ranged from 0.45 to 0.80; and the highest variance inflation was 2.22 
(smaller than 10). These results provide evidence that multicollinearity is not a problem
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in the data. Table 8.50 summarises the linear regression between destination emotion 
dimensions and overall image evaluations.
Table 8.50
Regression: Emotions and Overall Image Evaluations (N=520)
Variables B SE B Beta T Sig. T
Joy 0.61 0.054 0.57 11.30 0.00
Love 0.04 0.04 0.034 0.68 0.50
Positive Surprise 0.05 0.00 0.00 0.002 0.99
(Constant) -0.91 0.22 -4.13 0.00
Multiple R 0.55
R2 0.30
Adjusted R2 0.30
Standard error 0.95
F  (3,494) =71.06; /?=0.00
From the Table 8.50, together, the emotion dimensions are statistically significant 
(p=0.00) in estimating overall image evaluations. The multiple R  coefficient indicates that 
the correlation between emotions and overall image is strong (r value =  0.55). According 
to the R 2 statistic, the model explains 30% of the total variance for the estimation of 
overall image. Such results support the hypothesis that emotion is related to overall image 
evaluations. However, from Table 8.82, not all emotion dimensions were significant at 
predicting the dependent variable. In fact only J o y  makes a significant contribution in the 
estimation of overall image, with the largest beta coefficients (beta=0.57).
8.9.3 The Effect of Emotion on Satisfaction Evaluations
Similar to the previous hypothesis, regression was performed with the three destination 
emotion dimensions were considered as independent variables and satisfaction 
evaluations as the dependent variable. The model was checked for any multicollinearity 
effect: tolerance values ranged from 0.44 to 0.79; and the highest variance inflation was 
2.30 (smaller than 10). These results provide evidence that multicollinearity is not a
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problem in the data. Table 8.51 summarises the linear regression 
dimensions and satisfaction evaluations.
between emotion
Table 8.51
Regression: Emotions and Satisfaction Evaluations (N=520)
Variables B SE B  Beta * T Sig. T
Joy 0.584 0.048 0.58 12.15 .000
Love 0.018 0.038 0.02 0.48 .634
Positive Surprise 0.072 0.030 0.09 2.36 .019
(Constant) -1.522 0.19 -7.85 0.00
Multiple R 0.61
R2 0.37
Adjusted R 2 0.37
Standard error 0.87
F(3,515) =101.2£=0.00
From the Table 8.51, together, the emotion dimensions are statistically significant 
(£=0.00) in estimating satisfaction. The multiple R coefficient indicates that the 
correlation between the three emotion dimensions and satisfaction is strong (r value —
0.61). According to the R 2 statistic, the model explains 37% of the total variance and thus 
supports the hypothesis that emotion is related to satisfaction. Furthermore, from Table 
7.83, only Jo y  (p=  0.00) and P ositive  Surprise (p < 0.05) were significant in predicting 
satisfaction. In terms o f the relative importance o f the emotion dimensions in estimating 
the dependent variable, Joy makes the largest contribution with a beta value of 0.58.
8.9.4 The Effect of Emotion on Intention to Recommend
A  final regression was performed to test the above hypothesis. The summated emotion 
scales were considered as independent variables and intention to recommend as the 
dependent variable. The model was checked for any multicollinearity effect: tolerance 
values ranged from 0.44 to 0.79; and the highest variance inflation was 2.30 (smaller than
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10). Table 8.52 summarises the linear regression between emotion dimensions and 
intention to recommend.
Table 8.52
Regression: Emotions and Intention to Recommend (N=520)
Variables B SE B Beta T Sig. T
Joy 0.625 0.058 0.544 10.80 0.00
Love 0.042 0.046 0.047 -.921 0.357
Positive Surprise 0.060 0.037 0.069 1.644 0.101
(Constant) -1.31 0.233 -5.61 0.00
Multiple R 0.55
R2 0.30
Adjusted R2 0.30
Standard error 1.05
F  (3,515) =72.80p=0.00
From the Table 8.52, emotions are statistically significant (p=  0.00) in estimating intention 
to recommend. The multiple R coefficient indicates that the correlation between emotions 
and intention to recommend is moderate (r value =  0.55). According to the R 2 statistic, 
the model explains 30% of the total variance in estimating intention to recommend. As 
such, these results support the hypothesis that emotion is positively related to intention to 
recommend. Furthermore, from Table 8.84, only J o y  is significant (p=0.00) in predicting 
intention to recommend. In terms of the relative importance, again, J o y  yields the largest 
contribution (beta=0.54).
8.10 Post-Hoc Analyses: Relationship between Appraisals, Emotions and 
Intention to Recommend
Post-Hoc analyses were performed on the data to further substantiate earlier findings. 
While M A N O V A  (discussed in section 8.7) enables an examination o f the dependent 
variables simultaneously (e.g. Joy, Love and Positive Surprise) and the independent 
variables (appraisal dimensions) one by one, mediated regressions were used to examine 
the simultaneous effects of the independent variables on each of the emotion dimensions
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separately. Accordingly, Baron and Kenny, (1986) procedures were followed to test the 
mediating role o f emotion on the relationship between appraisals and intention to 
recommend. For the post hoc analysis, only intention to recommend as the dependent 
variable was chosen for ease o f explanations and interpretations. Furthermore, in the 
tourism literature, modelling intention to recommend behaviour has been an important 
area of research (e.g. Baker and Crompton, 2000; Bigne et al., 2001). Figure 8.8 
summarises the relationship between appraisals, emotions and intention to recommend.
Figure 8.8
Relationship between Appraisals, Emotions and Intention to Recommend
Cognitive
Appraisals
Outcome desirability 
Goal congruence 
Certainty 
Novelty
Self-Compatibility
Agency
—
/ Intention to 
V Recommend
- Love
- Surprise
Three conditions must be met to establish mediation (1) the independent variable must 
have a significant association with the dependent variable; (2) the independent variable 
must have a significant association with the mediator; and (3) when both the independent 
variable and the mediator are included as predictors, the mediator variable must have 
significant effect on the dependent variable. Complete mediation is supported when the 
beta coefficient for the independent variable in Condition 1 is significant and the same 
coefficient in Condition 3 is not. Otherwise, assuming all three conditions hold, partial 
mediation is supported (Baron and Kenny, 1986). A  comprehensive discussion about 
mediation is given in Section 7.8.8.
8.10.1 Cognitive Appraisals as Antecedents ofEmotion
In order to further assess whether patterns of appraisal are related to the experience of 
specific emotions, a series of multiple regressions analyses were performed. In each of
Chapter
Eight
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the regressions, the scale scores for a single emotion were regressed on the ten appraisal 
scales. Table 8.53 summarises the findings o f regression analyses.
Table 8.53:
Regressions Establishing the Relationship between Emotion and Appraisals (N=520)
Predictors:
Appraisals Joy Love
Positive
Surprise
Pleasantness .383*** .137** .264***
Novelty .003 .058 -.309***
Goal Congruence .262*** .287*** .289***
Certainty .069* .083* -.066
Self-compatibility (external) .034 -.019 .004
Self-compatibility (internal) .070* .127 .060
Agency (Own) .039 -.026 .029
Agency (Management) .037 -.070* .042
Agency (Circumstance) .047 .127*** 1 y' A***.164
Agency (Others) -.039 -.013 .061
R2 0.47 0.28 0.28
Adjusted R2 0.47 0.28 0.28
F (  df) F  (10,477) F  (10,477) F  (10,476)
=41.95*** =18.45***
_ -  *** 
=27.13
Notes: *p <0.10; **p<0.05; ***p<0.001
From Table 8.53, consistent with appraisal theory, there was a significant relationship 
between appraisals and emotional responses. All the three regression models were 
significant at 0.001 levels with appraisals explaining 47% of total variance o f Joy; 28% of 
total variance o f Love; and 28% of total variance of Surprise. The appraisals of 
pleasantness and goal congruence were consistently significant across the regression 
models. Perceiving an event as consistent with one’s goals elicited positive emotions 
(Joy: beta=0.26; Love: beta=0.29; Surprise: beta=0.29). These results support previous 
research, in which motive consistency (goal congruence) is a key appraisal that 
differentiates emotions (e.g. Nyer, 1997; Roseman et al., 1990; Scherer, 1993).
8.10.2 Emotions as Mediators of the Effect of Appraisals on Intention to 
Recommend
Further analyses were made to explore whether emotion mediates the effect of appraisals 
on intention to recommend. Emotions are considered as mediators, appraisal dimensions
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as predictor variables and intention to recommend as the criterion (dependent) variable. 
Three separate sets o f analyses were performed to test whether Joy, Love and Positive 
Surprise mediate the relationship between appraisal dimensions and intention to 
recommend.
8.10.2.1 Joy as M ediators o f the Effect o f Appraisals on Intention to Recommend
The procedures, as suggested by Baron and Kenny (1986), were followed to assess 
whether Joy mediates the effect o f appraisals on intention to recommend. The regression 
models were checked for multicollinearity effect using the tolerance values and variance 
inflation factor (V IF ) (Hair et al., 2006) and there were no evidence o f multicollinearity.
Table 8.54
Regressions testing the mediating effect o f Joy  on the relationship between 
appraisals and intention to recommend (7V=520)
Model 1 Model 2 Model 3
Dependent Variables
Intention to Emotion Joy Intention to
Recommend Recommend
Independent/Mediating
Variables
Beta t-value Beta t-value Beta t-value
Pleasantness 0.62*" 14.08 0.38*** 8.27 0.56*** 12.17
Novelty -0.008 -0.22 0.003 0.074 -0.009 -0.232
Goal Congruence 0.19*** 4.16 0.26**’ 5.46 0.153*** 3.30
Certainty 0.021 0.59 0.07* 1.80 0.012 0.34
External standards 0.016 0.46 0.034 0.91 0.012 0.33
Self-esteem -0021 -0.55 0.070* 1.69 -0.031 -0.80
Agency(Own) -0.029 -0.82 0.039 1.03 -0.034 -0.98
Agency(Management) -0.022 -0.64 0.037 1.01 -0.027 -0.79
Agency(Circumstance) 0.020 0.59 0.047 1.33 0.013 0.40
Agency(Others) 0.023 0.19 -0.039 -1.05 0.012 0.34
J oy - - - - 0.14 3.19
Constant -11.41 2.364 -11.80
Multiple R 0.73 0.68 0.73
R2 0.53 0.46 0.54
Ftest statistic/ significance F (10,477) =53.27, F (10,477) =41.95, F (11,476) =50.28,
p=0.00 p=0.00 /?=0.00
Significant at thep  < 0.001; Significant at thep  < 0.05; Significant at the/? < 0.10
In Table 8.54, the regression results (Models 1) analysing the relationship between 
cognitive appraisals and intention to recommend show that a significant relationship was 
established (R 2 = 0.53, F) 10,477) =  53.27, p  =  0.00). The second step in testing for 
mediation mandates that there is a significant relationship between the independent
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variable (appraisal dimensions) and the mediating variable Joy (Model 2). Significant 
relationship was established between cognitive appraisals and Joy ( R 2 =  0.46, F( 10,477) =  
41.95, p  = 0.00). The final step requires that both the independent variables and the 
mediator are regressed on the dependent variable (Model 3). In Model 3, Joy have a 
significant effect on intention to recommend (beta = 0.14, p  =  0.00), but the significant 
beta coefficients in Model 1 still hold in Model 3. These results establish a p a r tia l  
m ediation  of Joy in the relationship between appraisals and intention to recommend.
8.10.2.2 Love as M ediators o f the Effect o f Appraisals on Intention to Recommend
Similar procedures were followed to assess whether Love mediates the effect of 
appraisals on intention to recommend. The regression models were checked for 
multicollinearity effect using the tolerance values and variance inflation factor (V1F) 
(Hair et al., 2006) and there was no evidence of multicollinearity.
Table 8.55 Regressions testing the mediating effect o f Love  on the relationship 
between appraisals and intention to recommend (/V=520)
Model 1 Model 2 Model 3
Dependent Variables
Intention to Emotion Intention to
Recommend Love Recommend
Independent/Mediating
Variables
Beta t-value Beta t-value Beta t-value
Pleasantness 0.62*** 14.08 0.14** 2.54 0.61*** 13.84
Novelty -0.008 -0.22 0.058 1.24 -0.01 -0.30
Goal Congruence 0.19*** 4.16 0.29*** 5.13 0.17**’ 3.74
Certainty 0.021 0.59 0.083* 1.86 0.017 0.47
External standards 0.016 0.46 -0.019 -0.44 0.017 0.49
Self-esteem -0021 -0.55 0.13* 2.64 -0.028 -0.71
Agency(Own) -0.029 -0.82 -0.026 0.60 -0.028 -0.79
Agency(Management) -0.022 -0.64 -0.07* -1.64 -0.019 -0.53
Agency(Circumstance) 0.020 0.59 0.13**’ 3.10 0.013 0.39
Agency(Others) 0.023 0.19 -0.013 -0.29 0.007 0.21
Love - - - - 0.051 1.38
Constant -11.41 -1.42 -11.80
Multiple R 0.73 0.53 0.73
R2 0.53 0.26 0.52
Ftest statistic/ significance F (1 0 ,4 7 7 ) =53 .27 , F (  10,477) =1 00 rt L/l F ( 1 1,476) = 48.69,
p = 0 .00 p= 0 .00 £7=0.00
Significant at thep  <  0.001; Significant at thep  <  0.05; Significant at thep < 0.10
In Table 8.55, the regression results (Model 1) analysing the relationship between 
appraisals and intention to recommend show that a significant relationship was
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established (/F=0.53, F(io.477)=53.27, p  =0.00). The second step in testing for mediation 
mandates that there is a significant relationship between appraisal dimensions and the 
emotion Love (Model 2). Significant relationship was established between appraisal 
dimensions and Love (F 2=0.53, F(io,477)= 1 8.45, £=0.00). The final step involves that both 
the independent variables and the mediator are regressed on the dependent variable 
(Model 3). In Model 3, the effect of Love on intention to recommend is not significant 
(beta = 0.051, £>0.10). These results do not support the mediating role o f Love in the 
appraisals - intention to recommend relationship.
8.10.2.3 Surprise as M ediators o f the Effect o f Appraisals on Intention to 
Recommend
A  final set o f analyses were performed to assess whether positive surprise mediates the 
effect o f appraisals on intention to recommend. The regression models were checked for 
any multicollinearity effect using the tolerance values and variance inflation factor (VIF) 
(Hair et al., 2006) and there were no evidence of multicollinearity.
Table 8.56 Regressions testing the mediating effect o f Surprise on the relationship
between appraisals and intention to recommend (7V=520)
Model 1 Model 2 Model 3
Dependent Variables
Intention to Emotion Intention to
Recommend Surprise Recommend
Independent/Mediating
Variables
Beta t-value Beta t-value Beta t-value
Pleasantness 0.62*** 14.08 0.26*** 4.88 0.60*’’ 13.40
Novelty -0.008 -0.22 -0.31*** -6.55 0.01 0.26
Goal Congruence 0.19*** 4.16 0.29*** 5.16 0.17*** 3.68
Certainty 0.021 0.59 -0.07 -1.46 0.025 0.70
External standards 0.016 0.46 0.004 0.095 0.016 0.46
Self-esteem -0021 -0.55 0.060 1.24 -0.025 0.64
Agency(Own) -0.029 -0.82 0.029 0.67 -0.031 0.87
Agency(Management) -0.022 -0.64 0.04 0.97 -0.025 0.71
Agency(Circumstance) 0.020 0.59 0.16*** 3.99 0.010 0.29
Agency(Others) 0.023 0.19 0.061 1.42 0.003 0.084
P ositive  Surprise - - - - 0.060 1.63
Constant -11.41 -2.41 -11.48
Multiple R 0.73 0.53 0.73
R2 0.53 0.26 0.52
F test statistic/ significance F (10,477) =53.27, F(10,476) = 18.22, F (11,475) =48.63,
£=0.00 p=0.00
*** Significant at the p  < 0 .0 0 1 ;  "Significant at the p  < 0 .0 5 ; * Significant at the £ <  0 .1 0
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In Table 8.56, the regression results (Model 1) analysing the relationship between 
appraisals and intention to recommend show that a significant relationship was 
established (R 2 =  0.53, F{ 10,477) =  53.27, p  -  0.00). The second step in testing for 
mediation mandates that there is a significant relationship between the independent 
variable (appraisals) and the mediating variable Surprise (Model 2). Significant 
relationship was established between the appraisal dimensions and Surprise (R 2 =  0.53, 
/+10.476) =  18.22,/? =  0.00). The final step involves that both the independent variables and 
the mediator are regressed on the dependent variable (Model 3). In Model 3, the effect o f 
Surprise on intention to recommend is not significant (beta =  0.060, /?>0.10). These 
results do not support the mediating role o f Surprise in the relationship between cognitive 
appraisals and intention to recommend
8.11 Conclusion
The purpose o f Study 2 was to identify the determinants and consequences o f tourists’ 
emotional responses, as identified in Study 1. To fulfil this objective, 3000 questionnaires 
were distributed via a mail survey. A  final sample size o f 520 responses was retained for 
analysis. Results o f exploratory factor analyses identified a similar structure to Study 1 
and tourists’ emotional responses are represented in terms of three dimensions: Joy, Love 
and Positive Surprise. Reliability analyses indicate that destination emotion scale were 
highly reliable with coefficient alpha ranging from 0.84 to 0.92.
The antecedents o f emotional responses were tested using M A N O V A . M A N O V A  was 
used to identify the effect o f appraisals on the emotion dimensions both individually and 
collectively. Results indicate a connection between tourists’ appraisals and their 
emotions. Values o f eta2 (rj1) reveal that appraisal o f pleasantness had the greatest impact 
072 =0.31 ) and appraisal o f agency (others) (i72 =0 .01 ) had the smallest impact on Joy, 
Love, and Surprise collectively. However, univariate A N O V A s for each emotion 
separately showed that not all appraisals differentiate among the emotions o f joy, love 
and surprise.
In addition, a series of the regression analyses were performed to test the effects of 
emotions on the four post consumption behaviours. Multiple regression results supported 
the positive impact o f emotions on overall attitude judgement (R2=0.38; F(3,513)=106.5;
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/>=0.00); overall image (F 2=0.30; F(3,494)=71.06; £?=0.00); satisfaction (R2=0.37; 
F(3,515)=101.2; /?=0.00) and intention to recommend (R2= 0.39; F (3,515)=72.80; 
£7=0.00).
To further substantiate the study findings, a series of post hoc analyses were carried out 
on the data. Multiple regressions were performed to establish the relationship between 
appraisals and emotional responses. Results support a significant relationship between the 
two constructs. In addition, Baron and Kenny (1986) procedures were followed to test the 
mediating role o f emotion on the influence o f appraisals on intention to recommend. Each 
emotion dimension was considered as mediators, appraisal dimensions as predictor 
variables and intention to recommend as the criterion (dependent) variable. The 
mediating effects of love and surprise on the relationship between appraisals and 
intention to recommend were not supported. However, there was evidence for the 
appraisals, joy and intention to recommend link.
P age | 357
Ch a p t e r  N ine
D iscussio n s  A nd  
Co n clu sion s
Discussions and Chapter
Sameer Ullah Hosany Conclusions Nine
CHAPTER NINE
DISCUSSIONS AND 
CONCLUSIONS
9.0 Introduction
The overarching goal o f this research was to understand the determinants and 
consequences o f emotional responses towards tourist destinations. The study findings 
offer important theoretical and practical implications. At the same time, the study entails 
a number o f conceptual and methodological limitations. The current chapter discusses the 
results o f two empirical studies reported in this thesis. The fust part restates the pmpose 
o f the study followed by a summary o f key findings. Next, discussions o f the theoretical 
contributions are presented. Practical implications for destination marketers, limitations 
and directions for future research are also highlighted.
9.1 Purpose of the Study
The global tourism industry has evolved into an arena o f fierce competition and tourist 
destinations are becoming highly substitutable. Destination marketers are in constant 
battle to attract tourists by influencing their travel decision and choice (Pike and Ryan, 
2004). At the same time, destinations are under greater pressure to understand the tourist 
experience in order to meet their expectations. In essence, it has become an imperative for 
destination promoters to understand the symbolic value and experiential qualities o f the
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tourism offerings. In this perspective, emotional reactions to the tourism experience play 
an important role and influence satisfaction, behavioural intention, attitude judgements 
and destination choice.
In the generic marketing literature, a rich body o f research has demonstrated the 
importance o f emotion. Emotions play an important role in defining consumption 
experiences and in influencing consumer reactions (Babin et al., 1998). Past studies have 
investigated the role o f emotion in a variety o f marketing contexts namely satisfaction, 
advertising, retail services, complaining behaviour and service failures among others. 
Likewise, numerous studies demonstrate the significance o f emotions in tourism, 
hospitality and leisure services. For example, Mattila (1999) compared the effectiveness 
o f emotional versus rational appeals in hotel advertising; other studies have examined the 
relationship between emotions, overall satisfaction (e.g. Siralcaya et al., 2004) and 
behavioural intentions (Bigne et al., 2005). Furthermore, recent research has investigated 
the affective dimensions o f tourists’ experiences (e.g. Snepenger et al., 2004, 2007; 
Ekinci and Hosany, 2006). Yet, to the best o f the researcher’s knowledge, no studies exist 
at describing and measuring tourists’ emotional responses towards tourism destinations. 
Accordingly, this research addresses this lacuna and examines two key questions:
1. What is the structure o f tourists’ emotional responses toward tourist 
destinations?
2. "What are the determinants and consequences o f these emotional responses?
In this research, a tourism destination is conceptualised as an amalgam o f individual 
products that combine to form a total experience o f the area/place visited by the tourist 
(Buhalis, 2000; Murphy et al., 2000). The tourism experience is characterised as an 
extended service transaction (EST) in which consum ption  o f the destination entail a 
sequence o f episodes along which tourists and providers (e.g. hotel, restaurants, tour 
guides) are likely to interact at different point in the service transaction. Accordingly, 
while it is likely that emotions are experienced at specific points or episodes along the 
service process (in-process emotions), for the puipose o f this research, emotions were 
assessed in retrospect and from an overall global perspective (holistic evaluation). The 
research questions were tested by means o f two empirical studies (Study 1 and Study 2).
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9.2 Profile of Respondents and Summary of Main Findings
Data for Study 1 were collected over a two-month period, via a personally administered 
questionnaire. The study sample consisted o f 200 British respondents and was almost 
equally split between males (52%) and females (48%). The sample was representative o f  
the UIC outbound travel population for 2005 (Travel Trends, 2006). In terms o f age group, 
27% o f the respondents were between 16 and 24 years o f age, 26% were between 25 and 
34, 19% were between 35 and 44, and 28% were 45 or older. Forty-nine percent o f  
respondents were on their first visit to the destination evaluated. The remaining 51% 
made previous visits to the same destination from one to more than four trips to the same 
destination. Furthermore, analyses indicate that previous experience has no effect on 
respondents’ emotion levels. For the majority o f respondents (75%), the main purpose o f 
the visit was for leisure, followed by meetings friends and family (13%). Respondents 
mainly travel with their partners (34%) and family (37%). A  series o f post hoc analyses 
were performed on the data and results confirmed the homogeneity o f  the sample.
Descriptive analysis reveals that tourists describe their emotional responses towards 
destinations high in terms o f positive emotions and very low in terms o f negative 
emotions. The absence o f negative emotions is in line with the fact that holiday stays . 
offer positive goal-directed or anticipated emotions. Positive (euphoric) emotions are 
associated with the attainment o f a (sub) goal, whereas negative (dysphoric) emotions 
result from problems with ongoing plans and failures to achieve desired goals (Bagozzi et 
al., 1998). At the same time, vacations or holidaytaking are characterised in terms o f a set 
o f positive experiential processes such as imagining, daydreams and desires (Holbrook 
and Hirschman, 1982; Mannell and Iso-Ahola, 1987). Indeed, “leisure is a positive and 
subjective experience accompanied by satisfying and pleasurable moods, emotions and 
feelings” (Mannell, 1980: 77). Tourists try to experience positive emotions and avoid 
negative ones. The motivations o f holidaymakers are for leisure and pleasure-seeking 
purposes in anticipation o f memorable positive feelings. I f  the tourist overall expectations 
(motivations), have been met or satisfied, he or she will most likely appraise the holiday 
as satisfying (Gilbert and Abdullah, 2004). Gilbert and Abdullah (2004) further note that 
tourists tend to experience higher levels o f pleasant feelings after their holidays and that 
going on a vacation enhances individuals’ sense o f well-being.
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Although, the tourist may wish for only positive goal directed emotions, a holiday is foil 
o f different service encounters (extended service encounter) which can trigger both 
unexpected positive and negative emotions. However, in this research, respondents were 
asked to recall their vacation as a holistic experience and emotion were measured at the 
retrospective global level as opposed to in-process evaluations. As a result, positive 
emotions were overriding in tourists’ experience. Moreover, previous research on 
emotion in the context tourism destinations reported low mean scores on the negative 
affect dimension (Zins, 2002). Zins (2002) found that negative emotion states (measured 
on a 5-point scale with l=never and 5=frequently) were statistically similar for both 
complaining and non-complaining travellers. Contrary to the logical assumptions, 
complainers reported low negative emotions (mean values from 1.2 to 2.0) and were 
relatively similar in terms o f non-complainers evaluation (mean values from 1.2 to 1.6). 
For positive emotional states, mean score were high for both groups: non-complainers 
ranging from 3.8 to 4.4 and complainers from 3.3 to 4.3. Zins (2002) findings provide 
support to the notion that tourists are more inclined to rate their overall experience high in 
terms o f positive emotions.
Furthermore, post hoc analysis was carried on the 28 negative emotions items initially 
excluded from the study in order to assess whether they were related to behavioural 
measures o f satisfaction, intention to recommend and overall attitude. Results o f  
Spearman correlations indicate that negative emotions, with some exceptions, are weakly 
correlated with the dependent measures. As a result, these findings further support the 
exclusion o f negative emotions from exploratory factor analysis. To further substantiate 
earlier findings, a small follow up study was designed with a sample o f 30 respondents, 
focussing on a dissatisfying holiday vacation as stimulus. Again, correlation analyses 
indicate that, with some exceptions, negative emotions were not significantly related to 
behavioural measures. Given the exploratory nature o f this study, this leads to the 
tentative conclusion that, in consumer emotion research where the presented stimuli is o f  
a desirable, pleasant and goal congruent nature (such a holistic holiday experience) the 
emergence o f  a negative valence dimension is a methodological artefact.
Data for Study 2 were collected randomly, over a three-month period, via a mail 
questionnaire. The study sample consisted o f 520 British respondents and was split 
between 36% males and 64% females. In terms o f age group, 9% o f the respondents were
P  a  g  e  | 3 6 1
Discussions and Chapter
Sameer Ullah Hosany Conclusions Nine
between 16 and 24 years o f age, 18% were between 25 and 34, 20% were between 35 and 
44, and 55% were 45 or older. For their most recent vacation, the majority o f respondents 
had travelled to a European destination (53%), with Spain (14%) and France (13%) as the 
two most popular destinations. The United States accounted for 7.9% o f the respondents’ 
destination choice for holiday. Forty-one percent o f respondents were on their first visit to 
the destination evaluated. The remaining 59% made previous visits ranging from 1-2 
(25%), 3-4 (11%) and more than to 4 times (23%), For the majority o f  respondents 
(75%), the overwhelming purpose o f the visit was leisure, followed by meetings friends 
and family (13%). Respondents mainly travel with thek partners (34%) and family 
(37%). Post hoc analyses were performed on the data and results confirmed the 
homogeneity o f the sample.
9.3 Implications for Theory
The study offers important implications for theorising emotion in the context o f tourism 
destinations. The main theoretical contributions are discussed below.
9.3.1 The Destination Emotion Scale
One o f the main objectives o f this research was to identify the structure o f emotional 
responses towards tourist destinations. Emotion is an important area o f  investigation, but 
research and applications in tourism remain sparse. The holiday experience is rich in 
terms o f  experiential benefits (Otto and Ritchie, 1996). However, to date, no studies exist 
at identifying the representation o f tourists’ emotions towards destinations. In order to 
fulfil the aforementioned objective, this study draws on a rigorous and methodologically 
sound approach to scale development (e.g. Churchill, 1979; Anderson and Gerbing, 1988; 
Hinkin, 1995). The study developed a Destination Emotion Scale (DES) consisting o f  
three salient dimensions: jo y ,  love  and p o s itiv e  surprise.
In the first stage o f this research, pilot tests were conducted on four commonly used 
emotion scales in marketing namely: Mehrabian and Russell’s (1974) Pleasure-Arousal- 
Dominance (PAD ); Izard’s (1977) Differential Emotion Scale (DES); Plutchik’s (1980) 8 
basic emotion scale; and Watson, Clark and Tellegen (1988) Positive Affect and Negative 
Affect Scale (PANAS). The pilot studies were designed to investigate the relevance o f
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these scales at gauging tourists’ emotional experiences and results were inconclusive. 
Next, three focus groups and one projective test (word association) were conducted with 
the objectives o f  i) exploring whether people display emotional responses towards tourist 
destinations previously visited; ii) understanding the nature o f these responses (positive 
vs. negative emotion); and iii) generating a set o f tourist destination specific emotion 
adjectives. Based on the focus groups and word association tests, a number o f emotion 
adjectives emerged but findings provided weak support for negative emotions in 
respondents’ vacation experiences. In fact, very few participants use negative emotions to 
describe their holistic experience.
The list o f adjectives generated from the qualitative stages (focus groups and projective 
tests) was complemented with other emotion items from previous research. The content 
adequacy of the retained emotion items was then assessed by five judges, using a variant 
o f Zaichkowsky’s (1985) procedure. As a result o f this process, a list o f  44 positive 
emotion items were retained spanning across four primary emotion categories o f L ove, 
Joy, Surprise and Interest. However, despite the weak support for negative emotion 
during the qualitative phases, both positive and negative valence statements were 
included in the survey questionnaire for several reasons namely: (i) given the exploratory 
nature o f the study; (ii) to ensure a balanced sampling o f  emotions adjectives; and (iii) to 
be consistent with previous research on emotions incorporating both positive and negative 
emotions. Consequently, items representing four negative primary emotion dimensions o f  
A nger, F ear, S adn ess■ and Sham e were added. The survey questionnaire consisted o f a 
final list o f 74 emotion items (both positive and negative).
Exploratory factor analysis performed on the data identified three salient dimensions that 
comprise the Destination Emotion Scale (DES): Joy, L ove  and P o sitive  Surprise. The 
DES displayed adequate reliability (high internal consistency alpha coefficients) and 
validity (content, criterion and construct validity). Coefficient alpha estimates for the 
emotion dimensions across Sample 1 and Sample 2 range from 0.84 to 0.92 (see Table 
8.11). Factor analysis on the data obtained from Study 2 further confirms the stability and 
robustness of the Destination Emotion Scale. Factor loadings were high and statistically 
significant across both samples (all exceeding 0.60). The Love dimension, includes items 
such as tenderness, sentimental, loving, caring, affection, warm-hearted, romantic, 
compassion and passionate. Psychologists identify Love as an important emotion (e.g.
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Shaver et a l, 1987; Fein* and Russell, 1984) although excluded in some theories o f  
emotions (e.g. Izard, 1977). In the marketing literature, Richins (1997) identified 
R om antic  L o ve  (sexy, romantic and passionate) and L ove  (loving, sentimental and warm­
hearted) as two reliable and valid dimensions to represent consumption emotions. 
Furthermore, previous consumer research suggests that emotions like love characterise 
consumers’ feelings toward special consumption objects (e.g. Kleine et al., 1995; Richins, 
1994). Recently, Caro 11 and Ahuvia (2006) further support the relevance o f Love as a 
marketing construct. The authors conceptualised brand love as the degree o f passionate 
emotional attachment a satisfied customer has for a brand. Consumers’ love is greater for 
brands in product categories perceived as more hedonic (as compared to utilitarian) and 
for brands that offer self-expressive symbolic benefits. Brand love was linked to higher 
levels o f brand loyalty and positive word o f mouth communication (Caro 11 and Ahuvia, 
2006).
Furthermore, Thomson et al., (2005) developed a scale to measure the strength o f  
consumers’ emotional attachment to brands. Based on the premise that consumers are 
able to articulate the nature o f their emotional attachment to brands, the authors identified 
three dimensions representing emotional attachment namely: Affection (affectionate, 
loved, peaceful, friendly); Connection (attached, bonded, connected); and Passion 
(passionate, delighted, captivated). Emotional attachment had positive effects on brand 
loyalty and on consumers’ willingness to pay a price premium. The items consisting the 
love dimension identified in this research (studies 1 and 2) closely match with Thomson’s 
et al., (2005) emotional attachment scale items.
The second dimension, Joy, consists o f emotion items such as enjoyment, pleasure, 
entertained, cheerful, enthusiasm, joy, comfortable and delight. Joy is associated with 
positive outcomes such as getting or achieving something desired or desirable. In the 
psychology literature, joy has been found to be an intrinsic component o f peak 
experiences (e.g. Mathes et al., 1982). The last dimension, positive smprise, includes 
items such as amazement, astonishment, surprise and fascinated. Smprise is a neutrally 
valence and short-lived emotion and arises as a result o f an unexpected occurrence (Izard, 
1977). Although surprise is neutral, it is often followed by another emotion that colours it 
either positively (e.g. smprise and joy) or negatively (e.g. suiprise and anger). In recent 
years, joy and smprise have received much attention in the marketing literature (e.g.
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Oliver et al., 1997; Rust and Oliver, 2000). Considerable interest exists among marketing 
scholars and practitioners in finding ways to increase customer loyalty (e.g. Reichheld 
and Sasser, 1990). While achieving customer satisfaction has long been identified as at 
the heart o f increasing customer loyalty, firms are having difficulty connecting 
satisfaction efforts to the “bottom line” (Reichheld, 1996). In response, researchers argue 
that merely satisfying may be insufficient and that going beyond customer satisfaction to 
“customer delight” is required (Rust et al., 1996).
Customer delight is considered to be the highest level o f customer satisfaction and 
translates into higher levels o f customer retention (Oliver et al., 1997; Rust et al., 1996). 
In theoretical terms, delight is conceptualised as a combination o f the emotions j o y  and 
p o s itiv e  su rprise  (e.g. Oliver et al., 1997; Kumar et al., 2001). The conceptualisation o f  
delight has its roots in the psychology literature, more specifically, in Plutchik’s (1980) 
psychoevolutionary theory o f emotions. Plutchik (1980) proposed that eight basic 
emotions can be arranged in a circular pattern and combine to generate second-level 
emotions. Delight is a secondary dyad consisting o f a combination o f joy and surprise. 
Westbrook and Oliver (1991) studied the emotional profiles o f automobile purchasers and 
found that the cluster o f consumers reporting the highest levels o f  surprise and joy were 
more satisfied that others. Oliver and Westbrook (1993) reported similar findings in that 
the group exhibiting the highest levels o f joy and surprise were labelled as “delighted”. In 
summary, the preceding discussions have shown the relevance o f emotion identified in 
this research (joy, love and surprise) in consumer behaviour research.
9 .3 .2  C ognitive A n teced ents o f  E m otional R esponses
Prior research have shown that emotion have a significant influence on various consumer 
behaviours. The consequences o f emotions are studied extensively but its determinants 
have received lesser attention, particularly in the tourism literature. Accordingly, Study 2 
seeks to enhance our understanding o f the antecedents o f emotional responses towards 
destinations. Results found empirical support for an appraisal model o f emotion in the 
context o f  destination evaluations. Consistent with appraisal theory, there was a 
significant effect o f cognitive appraisals on emotional responses. Findings are in line with 
recent empirical investigations in marketing and tourism literatures which have found 
support for the appraisal-emotion relationship (e.g. Nyer, 1997; Ruth et al., 2002;
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Dalakas, 2005). More specifically, the appraisals o f p lea sa n tn ess , g o a l congruence and 
in ternal se lf-com patib ility  were the main determinants o f emotions. In other words, 
tourists tend to appraise then experiences in terms o f whether or not it is consistent with 
their motives, goals and desires. Goal congruent situations lead to positive emotions and 
goal incongment situation generate negative emotions. Similarly, respondents appraise 
their experience in terms o f  whether the outcome is pleasant 01* unpleasant. Pleasant 
evaluation encourages approach whereas appraisal o f unpleasantness leads to withdrawal 
or avoidance (Sander et al., 2005). Furthermore, perceiving the destination experience as 
compatible with one’s internal self elicit emotions o f joy, love and surprise.
In this study, M A N O V A  results indicate that the appraisal o f pleasantness, statistically, 
has the largest effect on emotions. The findings are in line with the literature recognising 
pleasantness as the most powerful appraisal (e.g. Ruth et al., 2002; Smith and Ellsworth, 
1985). Pleasantness refers to an initial cognitive appraisal o f  whether the outcome o f a 
situation is good or bad (positive and negative). Ruth et al., (2002), in their study, found 
that consumption emotions are systematically differentiated through a primary appraisal 
o f how pleasant or unpleasant a situation is. Pleasantness was the most powerful 
discriminating factor, accounting for 88% o f variance explained, in an attempt to 
categorise emotions. In addition, Watson and Spence (2007), in their model, refer 
pleasantness to outcom e d esira b ility , which also comprise o f goal congruence. However, 
in this research, pleasantness and goal congruence were treated as separate appraisals.
Furthermore, an individual appraisal o f goal congruence is an assessment o f the degree to 
which the situation meets expectations or approximates the desired state (Clore and 
Ortony, 2000). Goal congruence, sometimes referred to as motive consistency (Roseman 
et al., 1990) or goal significance (Scherer, 1984a), is an important appraisal dimension 
studied in marketing. For example, Johnson and Stewart (2005), in their conceptual paper 
on cognitive appraisal theories in marketing, include the word g o a l in three o f their six 
proposed appraisal dimensions namely: direction o f g o a l congruence, degree o f g o a l  
congruence and g o a l importance. Furthermore, in an earlier empirical work, Nyer (1997) 
proposed four dimensions, two o f which were g o a l relevance and g o a l congruence. As a 
result, the preceding discussions demonstrate that goal congruence is an important 
appraisal dimension.
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In addition, in the marketing literature, research have investigated the role o f goals in 
evaluating products and consumption experiences (e.g. Zeelenberg and Pieters, 2004; 
Bosnians and Baumgartner, 2005; Heitmann et al., 2007). Goals are internal 
representations o f desired states, construed as outcomes, events or processes (Austin and 
Vancouver, 1996). Bosnians and Baumgartner (2005) argue that consumers have a variety 
o f goals which can range from highly concrete (e.g. wanting to eat a hamburger for lunch) 
to rather abstract (e.g., wanting the best things in life). However, the literature 
distinguished between two broad classes o f goals that are fundamental to human 
behaviour: achievement and protection goals (Carver and Scheier, 1990). Achievement 
(approach) goals are associated with the attainment o f ideals in life and protection 
(avoidance) goals are associated with the prevention o f failures in life. Furthermore, 
research has established a close link between people’s goals and the emotions they 
experience (e.g. Carver and Scheier, 1990). For example, joy indicates that a goal has 
been achieved, whereas sadness signifies that attempts to attain or maintain a goal have 
failed.
So, in this research, it is not surprising to find that the appraisal o f goal congruence is an 
important determinant of tourists’ emotional experiences. Holidaytaking is a form o f  
leisure in which tourists anticipate having fun, enjoyment and enhancing their general 
sense o f  well-being. Tourists, at the end o f their holiday, evaluate whether their 
achievement goals have been attained. As a result, if there is congruence between the 
tourists’ goals and the holistic destination experience, positive emotions are elicited. 
Indeed, research support the notion that when people succeed in their- achievement goals, 
they experience positive emotions such as cheerfulness and when they fail in their 
achievements, they experience negative emotions such as dejection (Hingins, 1987). 
Moreover, recent consumer research have found that goal attainment drive decision and 
satisfaction consumption, which in turn determine loyalty, product recommendations and 
word o f mouth (Heitmann et al., 2007).
In the proposed model, the third appraisal dimension is internal self-compatibility and is 
characterised as an assessment o f  the degree to which the experience is consistent with 
one’s self-concept. Self-concept is conceptualised as the “totality o f the individual’s 
thoughts and feelings having reference to himself as an object” (Rosenberg 1979:7). In 
the marketing literature, self-concept is o f particular relevance because the image that
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individuals associate with themselves dictates specific purchase behaviour patterns 
(Onlcvisit and Shaw, 1987). The process o f  buying products/brands that consumers 
believe as possessing symbolic images similar and/or complementary to the image they 
hold o f  themselves is referred to as image congruity (Heath and Scott, 1998). Sirgy 
(1982) posit that consumers who perceive the product image to be consistent with their 
actual self-concept, are motivated to purchase and consume the product. Similarly, a 
number o f researches have appeared in the tourism literature addressing the roles o f self- 
concept and self-congruity (e.g. Chon, 1992; Sirgy and Su, 2000; Beerli et al., 2007). For 
example, in his pioneering work, Chon (1992) found that the higher the agreement 
between self-concept and destination image, the greater the satisfaction o f  the tourist. 
More recently, Beerli et al., (2007) suggest that the greater the congruity between a 
destination’s image self-concept, the greater the tendency for the tourist to visit that place. 
However, Beerli et al., (2007) note that there is a lack o f empirical studies on self-concept 
in the tourism literature. Accordingly, future studies could integrate the findings o f this 
research (the study has shown that appraisal o f  internal self-compatibility is an important 
determinant o f  emotion) with existing conceptualisations and empirical evidence on the 
role self-concept in the context o f tourism.
9 .3 .3  C onsequences o f  E m otional R esponses
Further, consistent with previous consumer research, emotional responses were related to 
post-consumption behaviours. More specifically, this research provided empirical 
evidence o f a link between emotion and satisfaction. In Study 1, Joy, Love and Positive 
Surprise explained 23% o f variance in satisfaction ratings and in Study 2, the model 
explained 37% o f variance. However, across both samples, only Joy and Positive Surprise 
were significant with Joy displaying the largest contribution in the estimation o f  
satisfaction. A  similar pattern o f results were found by Westbrook and Oliver (1991) in 
which the clusters o f “happy/content” and “pleasantly surprised” were associated with 
higher levels o f satisfaction. The study results extend the current literature on tourists’ 
evaluations o f  destinations by demonstrating that emotions hold considerable exploratory 
power in relation to tourists overall satisfaction levels.
Results also indicate that emotions influence tourists’ intention to recommend. In Study 1 
collectively, joy, love and positive surprise explained 13% o f  variance in the regression
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model and 30% for Study 2. However, across both samples, only Joy was significant in 
the regression model at estimating intention to recommend. Findings further show that 
emotions were related to attitude judgements and overall image evaluations. In Study 1, 
emotions accounted for 24% o f variance in estimating attitude judgements and in Study 2, 
accounted for 38% o f variance. Finally, regression results o f Study 2 indicate that the 
emotion dimensions o f joy, love and surprise have a positive influence on overall image 
evaluations (R2= 30%). Overall, the results indicate that destination marketers should be 
concerned about tourists’ emotional responses given its positive influence on satisfaction, 
intention to recommend, attitude and image evaluations.
9 .3 .4  The D estination E m otion M od el: A p p ra isa ls , Em otions an d  Post- 
C onsum ption  B eh avio u rs
An important objective o f this research was to develop a destination emotion model 
linking appraisals, emotional responses and post-consumption evaluations. In order to 
achieve the aforementioned objective, Study 2 builds on the cognitive appraisal theories 
o f emotion and on past studies empirically supporting the influence o f emotions on post­
consumption behaviours. The findings show that particular patterns o f appraisals 
determine specific emotions. In turn these emotions predict different post-consumption 
behaviours. Accordingly, a model was developed based on the findings o f the two 
studies. Table 9.1 provides a summary o f the various hypotheses.
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Table 9.1 Summary' of Support fo r the Various Hypotheses
Tests (S tu d y  1 &  S tu d y 2) :  S u p p o rt
V a ria b le s Hypotheses ANOVA M ANOVA Regression
Overall Effects
Appraisals Appraisals as determ inants o f Joy S
A ppraisals as determ inants o f Love S
A ppraisal as determ inants of Surprise s
Emotions Emotions will influence satisfaction s
Emotions will influence intention to recom m end s
Emotions will influence attitude judgem ents s
Emotions will influence overall image evaluations s
Effects of Appraisals on Emotions
Pleasantness Pleasurable appraisals will lead to g reater feelings o f joy, love and surprise S
Pleasurable appraisals will lead to g reater feelings of jo y S s
Pleasurable appraisals will lead to greater feelings love S s
Pleasurable appraisals will lead to greater feelings surp rise s s
Goal- G oal-congruent appraisals will lead to g reater feelings of joy, love and s
Congruence surprise
G oal-congruent appraisals w ili lead to g reater feelings of jo y s s
G oal-congruent appraisals will lead to g reater feelings of love s s
G oal-congruent appraisals w ill lead to g reater feelings of surp rise s s
Certainty Certain appraisals will lead to g reater feelings of joy, love and surprise s
Certainty appraisals will lead to greater feelings of jo y s WS
Certainty appraisals will lead to greater feelings of love NS WS
Certainty appraisals will lead to  low er feelings of surprise NS NS
Novelty Novelty appraisals will lead to greater feelings of joy, love and surprise s
Novelty appraisals will iead to g reater feelings o f jo y WS NS
Novelty appraisals w ill lead to g reater feelings o f love WS NS
Novelty appraisals w ill lead to g reater feelings o f surprise NS S
internal self­ Internal self-com patibility appraisals will lead to greater feelings of joy, love s
com patibility and surprise
Internal self-com patibility appraisals will lead to  greater feelings of love S WS
internal self-com patibility appraisals will lead to  greater feelings of jo y S s
Internal self-com patibility appraisals w ill lead to greater feelings of surprise WS NS
External self­ External self-com patibility appraisals will lead to g reater feelings o f joy, love s NS '
com patibility and surprise
External self-com patibility appraisals will lead to  g reater feelings of love S NS
External self-com patibility appraisals will lead to  greater feelings of jo y NS NS
External self-com patibility appraisals will lead to  g reater feelings of surprise NS NS
Own agency Own agency appraisals will lead to  greater experience feelings o f joy, love W S
and surprise
Own agency appraisals will lead to  greater feelings of jo y WS NS
Own agency appraisals will lead to greater feelings of love NS NS
Own agency appraisals will lead to  greater feelings of surprise NS NS
Circum stance Circum stance agency appraisals w ill lead to g reater feelings of joy, surprise WS
agency and love
Circum stance agency appraisals will lead to greater feelings of jo y NS NS
Circum stance agency appraisals will lead to greater feelings of love NS S
Circum stance agency appraisals will lead to greater feelings of surprise NS s
M anagem ent M anagem ent agency appraisals will lead to  greater experience of joy, NS
agency surprise and love
(MA) M anagem ent agency appraisals will lead to  greater feelings of jo y NS NS
M anagem ent agency appraisals will lead to  g reater feelings of love NS WS
M anagem ent agency appraisals will lead to  greater feelings of surprise NS NS
O thers Others agency appraisals will lead to greater feelings of joy, surp rise and WS
agency love
Others agency appraisals will lead to g reater feelings of jo y NS NS
Others agency appraisals will lead to g reater feelings o f love NS NS
Others agency appraisals will lead to g reater feelings of surprise NS NS
Keys: S=Supported; WS=Weak Support; NS= Not Supported
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In Table 9.1, empirical evidence obtained from A N O V A , M A N O V A  and regression 
analyses across the two studies are summarised. For regression analyses, hypothesis are 
supported (S), weakly supported (W S ) and not supported (N S ) based on (a) the overall 
significance o f the model (p<0.05); (b ) the significance and (c) size o f beta coefficients 
for the independent variables. In the case o f A N O V A  and M A N O V A , support (S ) is 
found when (a) the univariate and multivariate tests are significant (p<0.001); and (b ) the 
size o f eta squared (0) is 0.08 and above. Weak support (W S ) is when 0.04 <  0 >  0.07 
and no support (NS ) is when 0 <  0.04. Based on the empirical evidence o f both studies 
presented in Table 9.1, a destination emotion model is proposed in Figure 9.1.
Figure 9.1
Destination Emotion M odel: Appraisals, Emotional Responses and Post- 
Consumption Evaluations
Appraisals Emotional Responses Post-Consumption
Evaluations
The revised model indicates that three salient appraisal dimensions, pleasantness, goal 
congruence and internal self-compatibility are empirically supported as antecedents to 
tourists’ emotional responses. Emotions, in turn, predict evaluations o f satisfaction, 
intention to recommend, overall image assessment and attitude towards the destination. It 
is worth noting that the model is based on empirical evidence from two independent set o f  
analyses: M A N O V A  tested the determinants o f emotions and regressions established the 
consequences o f emotions. Ideally, the initial proposed model should have been tested 
simultaneously, using, for example, structural equation modelling (SEM ). SEM allows 
the researcher to control for measurement error and provide information on the overall
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degree o f fit for the entire model (Frazier and Barron, 2004). Also, in SEM, it is possible 
to include multiple predictor variables (e.g. appraisal dimensions), multiple outcome 
variables (e.g. intention to recommend, satisfaction, attitude and overall image 
evaluations) and multiple mediators (e.g. joy, love and surprise). However, for the 
pmpose o f this research SEM was not used because the technique is less robust to 
violations o f multivariate normality (some o f the variables violated this assumption) and 
complex models with a larger number o f parameters increase the likelihood o f improper 
solutions and non-convergence.
Furthermore, in this research, an attempt was made to test to test the mediating role o f  
emotion on the relationship between appraisals and post-consumption behaviours in a 
single analysis. To this end, multiple regressions were used to test the relationship 
between appraisals, emotions (joy, love, surprise) and intention to recommend (the 
method does not allow for more than one dependent variable). Baron and Kenny’s (1986) 
recommended procedures were followed to test for mediation. Mixed results were 
obtained: partial mediation o f joy and no support for mediating effects o f love and 
surprise on the relationship between appraisals and intention to recommend. In summary, 
the researcher fully acknowledges the methodological limitations (further discussed in 
Section 9.5) o f this study and, where appropriate, mitigating measures were adopted to 
ensure reliability and validity o f the findings. Despite its limitations, the study makes an 
important theoretical contribution to literature by proposing a destination emotion model, 
based on empirical evidence derived from two independent studies. Future research could 
validate the new parsimonious destination emotion model using different methodologies.
9.4 Implications for Destination Marketers
From a practical standpoint, the findings o f this research offer important implications for 
destination marketers in terms o f a better understanding o f tourists’ feelings. In recent 
years, there has been increased attention to the experiential qualities o f the tourism 
offerings. This research further adds to the literature recognising the symbolic and 
experiential characteristics associated with destinations. The overall tourism experience is 
considered to be emotionally charged in which tourists are involved in the production o f 
their own experiences. Results o f this research indicate that respondents express a set o f
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emotions towards destinations visited. An understanding o f how tourists react to, or 
benefit from these emotional experiences will enable the formulation o f appropriate 
marketing strategies (segmentation, positioning and communication). For example, Bigne 
and Andreu (2004) provided empirical evidence for the suitability o f  emotions as a 
segmentation variable in the context o f tourism. Tourists experiencing higher levels o f  
pleasure reported higher levels o f satisfaction and displayed favourable behavioural 
intentions in terms o f loyalty and willingness to pay more.
In this study, three salient emotional dimensions were identified: joy, love and positive 
surprise. Destination marketers and specialised organisations such as travel agencies and 
tour operators should activate, stimulate and promote these positive emotions in their 
advertising campaigns using more refined photography as well as videos and films. 
Furthermore, this research has identified goal congruence, internal self-compatibility and 
pleasantness as key appraisal dimensions in eliciting emotions. Based on these findings, 
the various players involved in ‘creating’ the holistic destination experience (e.g. hotels, 
restaurants), should realise the importance o f generating pleasant and goal congruent 
experiences for the tourist. At the same time, tourism providers should strive to engineer 
positive emotions in order to influence tourists’ satisfaction levels, behavioural intentions 
and attitude judgements. As an example, Disney Land has been successful in engineering 
positive emotions to create enjoyable and memorable experiences. Disney world train its 
employees (or cast members) to recognise various emotional expressions o f  consumers 
during the various in-process episodes. The cast members have a portfolio o f scripts to 
rely upon in choosing the most appropriate strategy to response to consumers’ emotions. 
In addition, the company coaches prospective employees on how to look like they are 
having frm (Rafaeli and Sutton, 1987). However, destination marketers face a huge 
challenge given that the total tourist experience is an amalgam o f several tangible and 
intangible elements.
In addition, the tourism industry is getting increasingly competitive and DM Os are faced 
with the challenge to attract tourists. Consequently, destination promoters could 
incorporate the findings o f this research in order to create a favourable image. 
Traditionally, the image o f a destination has been considered as an important component 
in the pursuit o f successful marketing strategies. Image research enables destinations to 
make important decisions in terms o f positioning, promotion and positioning strategies.
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At the same time, the perceived destination image is an important factor in influencing 
travel choice, satisfaction and behavioural intentions (e.g. Bigne et al., 2001). However, 
amid intense competition, focussing on destination image alone is no longer an option. 
Consequently, there has been a shift in focus from destination image to destination 
branding. Tourist destinations around the world (e.g. Spain, Australia, and Singapore) 
have been embracing branding initiatives to differentiate their product offerings in order 
to achieve a competitive advantage. As part o f this relatively new development, is the 
realisation o f the experiential qualities o f the tourism offerings and the affective 
dimensions o f tourists’ experiences. A  stream o f studies have recently appeared in the 
tourism literature addressing this issue (e.g. Ekinci and Hosany, 2006; Hosany et al., 
2006; 2007; Murphy et al., 2007; d’Astous and Boujbel, 2007). So, it is suggested that 
destination promoters integrate the findings o f this study in their quest o f developing the 
ultimate destination brand that encompass cognitive and affective (emotions, personality) 
characteristics. Destination marketers should not adopt a myopic view by focussing only 
on how tourists perceived their image and personality. Rather, a proactive approach is 
needed in which destination should constantly monitor the nature o f tourists’ emotional 
experiences visiting their place. Knowledge o f  these emotional experiences would enable 
destinations to better meet the expectations o f tourists, resulting into favourable attitudes 
and intention to recommend behaviours.
9.5 Limitations of the Study
The study entails a number o f conceptual and methodological limitations, which can 
potentially impact on the strength and generalisability o f the findings. Overcoming these 
limitations will enable this study to act as a springboard for future research streams. One 
such factor affecting the two studies reported in this research is then* specificity to only 
one culture (British nationals) and as a result findings cannot be generalised to other 
tourist populations. People o f different cultures and languages categorise emotions in 
different way (Russell, 1991). Some emotions may be considered desirable or 
unacceptable in some cultures (Ellsworth and Scherer, 2003). Also, past research has 
established that individuals from one culture may evaluate an event differently from 
members o f another culture (e.g. Stipek et al., 1989). Consequently, because individuals 
from different cultures make different appraisal o f events/situations, their emotional 
responses are likely to differ. In addition, research has found that appraisal patterns may
P  a  g  e  | 3 7 4
Discussions and Chapter
Sameer Ullah Hosany Conclusions Nine
be culture specific (e.g. Scherer, 1999) and some appraisal dimensions (e.g. self 
compatibility) were identified as cross culturally different (e.g. Mauro et al., 1992; 
Scherer, 1997). An area o f future research is to replicate this study in other settings using 
different culture/nationalities. Indeed, to further advance consumer research as an 
academic discipline requires that the validity o f  theories and measures are tested in 
different countries (Steenkamp and Burgess, 2002). Such studies would enable 
comparisons with the findings identified in this research. It will also enable 
generalisability and hence establish the external validity o f the results.
Another limitation is that the data are based on respondents’ recall o f past emotional 
experiences and its appraisals. As a result, in this research, the experiences recalled could 
be mere reconstructions and might not reflect what actually happened (e.g. Ross, 1989). 
Indeed, it has been acknowledged that there is a lack o f reliability associated with self- 
reports o f emotions and appraisals. Although this is a common setback for studies based 
on recall, in this study, the researcher tried to mitigate such problems and respondents 
were encouraged to remember the experiences o f then last vacation as vividly as possible. 
More specifically, several stimulating questions about the visit (e.g. country visited, 
number o f previous visits) and clear instructions were included in the questionnaire to 
enable participants to retrieve their experiences with much accuracy. Perhaps, in future 
studies, in order to further strengthen the validity o f responses, at the beginning o f the 
survey, participants could be asked to write a detailed account of their* last visit to a 
destination. This will aid respondents to recall their experience with much accuracy.
Furthermore, the limitation o f recall and self-report measures could also be addressed by 
using a different methodology to stimulate emotional experiences. An alternative 
approach would be to use an experimental design in which cognitive appraisals are 
manipulated and their impact measured on emotions and post-consumption behaviours. 
To this end, an area for future research is to use vignette experiments. Vignettes consist o f 
text, images or other* forms o f stimuli to which research participants are asked to respond 
(Hughes and Huby, 2002). In this method, participants are assigned altered versions 
(scenarios) o f similar vignettes, where changes to sentences are designed to manipulate 
the variables under study (Watson et al., 2002). While such a method carries a high level 
o f experimental control, extreme care must be taken in creating believable and realistic 
scenarios (Watson et al., 2002). In addition, vignette scenarios have been successfully
P a g e  1375
Discussions and Chapter
Sameer Ullah Hosany Conclusions Nine
employed as stimulus in previous emotion research (e.g. Luce et al., 1999; Raghunathan 
and Pham, 1999; Schoefer and Ennew, 2005).
Results o f the studies should be evaluated in light o f various statistical problems that were 
encountered. M A N O V A  was used to test the research hypotheses investigating the 
antecedents o f emotional responses. Although a series o f univariate A N O V A s could be 
used to examine group differences (e.g. high and low levels o f pleasantness) in emotional 
responses (e.g. Joy), M A N O V A  was chosen because it allows control o f the over overall 
eiTor rate. M A N O V A  analysis helped to reduce the probability o f error occurring in the 
analysis (Hair et al., 2006). Furthermore, M A N O V A  was preferred over a series o f  
A N O V A s given that the underlying concept o f this research is intrinsically multivariate 
(the dependent variables represent different dimensions o f emotional responses towards 
tourism destinations). While A N O V A  assesses the differences between groups in a single 
metric dependent variable, M A N O V A  examines the dependence relationship between a 
set o f dependent measures (two or more metric variables) across groups at the same time. 
In M A N O V A , a new dependent variable (variate) optimally combines the multiple 
dependent measures into a single value that maximises the group differences (Hair et al., 
2006). However, M A N O V A  designs rest on several rigid assumptions, some o f which 
were not fully satisfied. First, preliminary analyses reported unequal error variances for 
the dependent variables (emotional responses). Homogeneity o f variance is a basic 
assumption o f M A N O V A  and requires that the dependent variables exhibit equal level o f  
variance across the predictor variables (appraisal dimensions). However, while a failure 
to meet this assumption has minimal impact when groups are approximately equal in size 
(Hair et al, 2006; Tabachnick and Fidell, 2007), severe violations o f  the equality o f  
variance-covariance assumption can result in lower power in tests o f main and interactive 
effects (Baron and Kenny, 1986) and thus robustness is not guaranteed (Hair et al., 2006).
Second, since M A N O V A  design requires that the independent variables are categorical, 
the appraisal scale items were transformed into dichotomous variables (high and low 
group conditions) using the median split procedure. While the practice o f dichotomizing 
continuous predictor variables using the median split procedure is common practice in 
marketing and social sciences, it entails several limitations (MacCallum et al., 2002; 
Irwin and McChelland, 2003). In line with this perspective, statisticians have discouraged 
researchers from dichotomising continuous variables (e.g. Cohen, 1983; Cohen and
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Cohen, 1983; Aiken and West, 1991). Major criticisms o f median split include the lost o f  
information and confusion with regal'd to estimation and interpretation o f relationships 
among the variables (MacCallum et al., 2002). Indeed, in thek study, MacCallum et al. 
(2002) demonstrated the negative consequences o f dichotomisation which includes loss 
o f information; loss o f effect size and power; spurious statistical significance and 
overestimation in the case o f analyses with two independent variables; the potential to 
overlook non-linear relationships; and loss o f  measurement reliability. Thus, despite the 
study results found that the effects o f appraisal on emotions were statistically significant, 
these findings have to be interpreted in light o f the methodological limitations. For 
instance, this relationship could have been underestimated and the statistical power o f the 
hypothesis tests reduced. Statistically main effects obtained with dichotomised variables 
might not be a true reflection o f the population effects o f the corresponding continuous 
variables (Maxwell and Delaney, 1993).
9 .6  A r e a s  fo r  F u tu re  R e s e a rc h
In this research, emotion was captured at the retrospective global level and respondents 
were asked to recall thek holistic experience towards the last destination visited. Previous 
studies have shown success in using post-purchase surveys in which respondents are 
asked to report, in retrospect and from an overall perspective, thek emotional states 
during product or service consumption (e.g. Mano and Oliver, 1993; Westbrook and 
Oliver, 1991). However, this may be a limitation in capturing the dynamic aspects o f  
emotional responses and its relationship with satisfaction judgements and intention to 
recommend. Vacations unfold over time and research has shown that affective and 
cognitive responses often change throughout the experience (Tinsley and Tinsley, 1986; 
Amould and Price, 1993). Compared to an overall retrospect evaluation, capturing the 
emotional responses o f tourists in situ  during a vacation could benefit from a fine grain 
perspective where experiential fluctuations across time can be measured (Vogt and 
Stewart, 1998).
Indeed, Dube and Morgan (1998) demonstrated that in process consumption emotions 
could be modelled with statistical confidence and that affective states improved as the 
service process unfolds. The gradual improvement in consumer’s affective states is 
attributed to consumers’ processing o f information or from direct interaction with the
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service provider. Consumers who manifested a positive trend in satisfaction over time 
reported higher retrospective global judgements o f positive emotions and satisfaction 
(Dube and Morgan, 1998). While in this research it was not possible to characterise 
tourists’ emotions during the experience, future studies could establish the effect o f in- 
process emotions on retrospective evaluations o f  the destination experience. A  number o f  
study methods exist to study emotional responses, thoughts and actions o f individuals 
during the experience. Some common methods include experience sampling (Scollon et 
al., 2003), diary studies (Shaw, 1985), on-site placards (Hull et al., 1992), site and time 
cues (Hull et al., 1996), and multiple quantitative and qualitative techniques (Arnold and 
Price, 1993). Stewart and Hull (1996) argue that in situ  research methods and data 
collection bring increased saliency and contextual validity to the study o f leisure and 
recreation.
Accordingly, future research could use the experience sampling methodology (ESM ) to 
capture in situ  emotional reactions o f tourists. ESM refers to “a method o f data collection 
in which participants respond to repeated assessments at moments over the course o f time 
while functioning within their natural settings” (Scollon et al., 2003: 5). For research 
which is phenomenological in nature, ESM provide ways o f capturing the experiential 
aspects o f daily life that are not easy to access with conventional research designs (Bolger 
et al., 2003). In ESM, participants complete self reports using numerical scales either 
after designated intervals (e.g. hourly or daily), when a pre-designated event occurs, or 
when prompted by a randomly-timed signal (Scollon et al., 2003). For example, a sample 
o f tourists could be followed during theft vacation in which respondents have to record 
emotional experiences on a daily basis (Vogt and Stewart, 1998). Such a study will 
overcome the problems associated with global emotion self-reports such as biases in 
retrospective recall (Cutler et al., 1996) and the use o f heuristics in response patterns (e.g. 
Schwartz, 1999). Furthermore, ESM can also be applied in conjunction with traditional 
global reports. Several studies have demonstrated the convergent validity between 
aggregated experience sampling data and global or retrospective reports (e.g. Diener et 
al., 1995; Barrett, 1997).
Moreover, in this study, the retrieval hypothesis was used (Solomon et al., 1999) in which 
respondents were asked instructed to recall the most recent tourism destination visited 
outside the United Kingdom. This method resulted in a number o f destinations being
P a g e  | 378
Discussions and Chapter
Sameer Ullah Hosany Conclusions Nine
evaluated (e.g. Italy, USA, France). An alternative data collection method would be to 
use a common popular destination (e.g., Spain) and ask respondents to report their 
emotional response to only that specific destination. One advantage o f this methodology 
is that the destination will be common across respondents’ evaluations. In this research, it 
was not possible to collect data using this method given the researcher’s inability to 
access a suitable database o f British tourists that have recently visited a common 
destination. For future research, data could be collected at major European airports in 
which tourists, waiting for then respective return flights, are invited to participate in the 
study. As such, respondents will evaluate the same destination only a few hours after the 
end o f  their holiday experience. Extensions to this research would enable the 
generalisability o f  the findings to other populations and to detect any variations in 
emotional responses for a common destination.
The literature concerning appraisal determinants o f emotion is very rich (e.g. Scherer, 
1984a; Roseman, 1984; Smith and Ellsworth, 1985; Frijda, 1986) and there is a strong 
degree o f convergence between the different approaches (Scherer, 1988). This study does 
not examine all the emotion antecedent criteria as suggested by these cognitive appraisal 
theorists. Rather, in relation to the purpose o f Study 2, the focus was on key appraisals 
that have empirically shown to elicit the positive emotions o f joy, love and surprise as 
derived from factor analysis in Study 1. Future research could investigate conditions 
under which negative emotions such as regret and disappointment are likely to be felt 
towards tourist destinations. In this research, a preliminary effort was made (the follow up 
study) to understand people emotional reactions to a dissatisfying vacation experience 
and its consequences on behaviours such as complaining and negative word o f mouth. 
However, due to the small sample size (N=30), results were inconclusive and require 
further investigations using a larger sample size.
In line with the above perspective, two key appraisals, fairness and coping potential, 
would be relevant to understand negative emotions. The appraisal o f fairness refers to 
how morally appropriate o f fan one perceives an event to be (Frijda, 1986; Scherer, 1988; 
Smith and Ellsworth, 1985). A  number o f studies in marketing have investigated the role 
o f fairness on emotions in the context o f service failure and recovery (e.g. McColl- 
Kennedy and Sparks, 2003; Schoefer and Ennew, 2005). Coping potential reflects an 
evaluation by an individual of'the potential to cope with an event in terms o f ability to
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manage the encounter and the consequences (success o f failure) in engaging in coping 
activity (Lazarus, 1991; Roseman et al., 1996). Nyer (1997) found that coping potential is 
antecedent to the negative emotions o f anger and sadness. An understanding' o f  coping 
potential has important implication for marketers since some o f the coping mechanisms 
include complaint behaviour and negative word o f mouth.
Furthermore, this research did not take into account the effects o f tourist travel 
motivation. Tourist motives have often been conceptualised in terms o f push and pull 
factors. Push factors are socio-physiological motives and are related to the internal or 
emotional aspects o f tourists, whereas pull motives are aroused by the destination (e.g. 
destination image) and do not come from tourist themselves (Oh et al., 1995; Goossens, 
2000). Traditionally, researchers have argue that push motives are useful to explain the 
tourists; desire to go on vacation, while pull motives explain choice o f  destination 
(Goossens, 2000). Goossens (2000:302) further argue that push and pull factors o f tourist 
behaviour are “two sides o f the same motivational coin” and that em otion  is the 
psychological (hedonic) factor that connects both sides. From this perspective, tourists are 
pushed by their emotional needs and pulled by the emotional benefits o f leisure services 
and destinations. A  combination o f push and pull information and hedonic responses 
motivate tourists to plan a trip. Goossens (2000) offers a hedonic tourism motivational 
model to understand tourists’ evaluations o f  destination attributes in terms o f push and 
pull motives, involvement, information processing, mental imagery and emotional 
responses. Thus, in this research, tourists’ travel motivations might have influenced their 
evaluations o f the destination experience. Accordingly, future research should investigate 
the impact o f emotive needs to travel on the dimensions o f emotional responses towards 
destinations. Also, other research could replicate the study under different travel 
motivations and investigate the moderating role o f motivations on the relationship 
between emotional responses and post-consumption behaviours (such as intention to 
recommend, satisfaction and attitude judgements).
Finally, this study introduces a multi-item measure to capture tourists’ emotional 
responses towards destinations and refines our understanding o f the determinants and 
consequences o f these emotional responses. In so doing, this study primarily adopts a 
positivist approach, although at the early stages, qualitative methods were employed in 
the form o f focus groups and projective techniques (word association) to identify emotion
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adjectives associated with tourist destinations. However, the author believes in the 
importance o f methodological pluralism for getting the most complete understanding o f a 
phenomenon. As such, in addition to the self-report direct measures, verbal protocols 
could be used to capture respondents’ emotions. For Weber (1985), content analysis o f  
open-ended questions yields more unobtrusive measures compared to the analysis o f  
close-ended survey questions (i.e. fixed alternative responses) because the act o f  
measurement does not confound the data. Researchers (e.g. Fiebig and Kramer, 1998) 
have successfully measure emotion via content analysis o f verbal protocol.
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Pilot Test 
Questionnaire
Pilot Test Appendix
Sameer Ullah Hosany • Questionnaire One
Direction: The following adjectives are used to describe emotions. We would like you to 
think of any tourist destination that you have visited in the past. Try to recall your 
experiences as vividly as possible. Think o f that tourist destination in terms o f a holistic 
experience. Please place a tick ( y/) in the box next to adjectives that can be used to 
describe your emotional experience with that destination.
Adjectives Yes Adjectives Yes Adjectives Yes
Acceptance13 Disgust3,5 Mad3
Active6 Distressed6 Melancholic0
Afraid1’6 Dominant0 Nervous6
Alert3’6 Downhearted3 Pleasure0
Amazed3 Dull0 Proud6
Anger3,b Enraged3 Relaxing0
Annoyed0 Enthusiastic6 Sadness3,5
Anticipation5 Excitement0,6 Satisfied0
Aroused0 Fear3,5 Scared3,6
Ashamed6 Guilt3,6 Shame3
Astonished3 Happiness3’0 Sleepy0
Attentive6 Hope0 Stimulated0
Boredom0 Hostile6 Submissive0
Calm0 Important0 Surprise3,5
Contempt3 Inspired6 Unaroused0
Contentment0 Interest3,6 Unhappy0
Delighted3 Irritable6 Unsatisfied0
Determined6 Jittery0,6 Upset6
Discouraged3 Joy3,5
a Items from Izard (1977); Items from Plutchik (1980);0 Items from Mehrabian and Russell 
(1974); dItems from Watson, Clark and Tellegen (1988)
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Questionnaire: 
Study 1
Questionnaire: Appendix
Sameer Ullah Hosany Study 1 Two
September 2004,
School o f Management,
University o f Surrey  
Email: s.hosany@ surrey.ac.uk
Dear Participant
I am currently a PhD student in D estin a tion  M arketin g  at the School o f Management, 
University o f Surrey. As part o f my research, I am investigating tourists’ feelings 
towards destinations visited.
In this context, I would highly appreciate if you could kindly spare a few minutes o f your 
time to answer some questions. It will take you less than ten minutes to complete the 
questionnaire.
Your cooperation, attitudes and opinions are very important to the success o f this study. 
All information provided will be treated with strict confidentiality and will be used solely 
for academic purposes.
I hope that you will find this survey interesting.
Regards,
Sameer Hosany 
PhD Researcher
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A Tourist Destination Evaluation Survey
SECTION A: AB O U T  THE H O LID A Y  TRIP
In this section o f the questionnaire, we are interested in gathering some basic information 
about your most recent vacation to a tourist destination outside UK.
Q .l. Can you please give the name of the la s t tourist destination you have visited?
Spain □ Portugal Gf Belgium □
France □ Irish Republic □ Germany □
United States □ Turkey □ Malta □
Greece □ Netherlands □ Austria □
Italy □ Cyprus □
Others {please specify)
Q.2. How long ago was that visit?
Q.3. What is the number o f previous visits to that place?
No previous visits Qj 2 times Q  
1 time Qj 3 times Qj
4 times
more than 4 times
□
□
Q.4. What was the main reason o f your visit to that destination?
Education Q| Sports related 
Leisure/holidays Qj Visiting friends and relatives 
Others (please indicate)
□
□
Q.5. With whom did you travel?
Alone Qj With your partner Qj 
Family with children Qj With friends Oi 
Others (please specify)
Family □
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SECTION B: ABO U T  YO U R  E M O TIO N AL  EXPERIENCES
B.l Direction: The following adjectives are used to describe emotions. We would like you to 
think of the last tourist destination that you have visited. During your stay, you have encountered 
a series of very specific emotion but we would like you to think about that destination in terms of 
an overall experience.
Please read the following statements and indicate the extent that best describes your feelings 
towards that tourist destination where you should circle anywhere between 1 = Not at All and 7 =  
Very Much.
J Not at Very
AH Much
1. I felt Active 1 2 3 4 5 6 7
2. I felt a sense of Adoration 1 2 3 4 5 6 7
3. I felt a sense of Affection 1 2 3 4 5 6 7
4. I felt Afraid 1 2 3 4 5 6 7
5. I felt a sense of Agitation 1 2 3 4 5 6 7
6. I felt a sense of Agony 1 2 3 4 5 6 7
7. I felt Alert 1 2 3 4 5 6 7
8. I felt a sense of Amazement 1 2 3 4 5 6 7
9. I felt a sense of Amusement 1 2 3 4 5 6 7
10.1 felt Annoyed 1 2 3 4 5 6 7
11.1 felt a sense of Apprehension 1 2 3 4 5 6 7
12.1 felt Ashamed 1 2 3 4 5 6 7
13.1 felt a sense of Astonishment 1 2 3 4 5 6 7
14.1 felt Calm 1 2 3 4 5 6 7
15.1 felt a sense of Caring 1 2 3 4 5 6 7
16.1 felt Cheerful 1 2 3 4 5 6 7
17.1 felt Comfortable 1 2 3 4 5 6 7
18.1 felt a sense of Compassion 1 2 3 4 5 6 7
19.1 felt a sense of Contempt 1 2 3 4 5 6 7
20.1 felt a sense of Contentment 1 2 3 4 5 6 7
21.1 felt a sense of Curiosity 1 2 3 4 5 6 7
22. I felt a sense of Delight 1 2 3 4 5 6 7
23.1 felt a sense of Despair 1 2 3 4 5 6 7
24.1 felt a sense of Disappointment 1 2 3 4 5 6 7
25.1 felt a sense of Disgust 1 2 3 4 5 6 7
26.1 felt a sense of Dislike 1 2 3 4 5 6 7
27.1 felt a sense of Displeasure 1 2 3 4 5 6 7
28.1 felt a sense of Distress 1 2 3 4 5 6 7
29.1 felt a sense of Eagerness 1 2 3 4 5 6 7
30.1 felt a sense of Elation 1 2 3 4 5 6 7
31.1 felt a sense of Embarrassment 1 2 3 4 5 6 7
32.1 felt a sense of Enjoyment 1 2 3 4 5 6 7
33.1 felt Entertained 1 2 3 4 5 6 7
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Not at 
All
Very
Much
34.1 felt a sense of Enthrallment 1 2 3 4 5 6 7
35. I felt a sense of Enthusiasm 1 2 3 4 5 6 7
36.1 felt a sense of Excitement 1 2 3 4 5 6 7
37.1 felt a sense of Exhilaration 1 2 3 4 5 6 7
38.1 felt Fascinated 1 2 3 4 5 6 7
39.1 felt a sense of Frustration 1 2 3 4 5 6 7
40.1 felt a sense of Gaiety 1 2 3 4 5 6 7
41.1 felt a sense of Gladness 1 2 3 4 5 6 7
42.1 felt a sense of Happiness 1 2 3 4 5 6 7
43.1 felt a sense of Hostility 1 2 3 4 5 6 7
44.1 felt a sense of Humiliation 1 2 3 4 5 6 7
45.1 felt Inspired 1 2 3 4 5 6 7
46.1 felt a sense of Interest 1 2 3 4 5 6 7
47.1 felt a sense of Isolation 1 2 3 4 5 6 7
48. I felt a sense of Joviality 1 2 3 4 5 6 7
49.1 felt a sense of Joy 1 2 3 4 5 6 7
50.1 felt a sense of Jubilation 1 2 3 4 5 6 7
51.1 felt Loving 1 2 3 4 5 6 7
52.1 felt a sense of Nervousness 1 2 3 4 5 6 7
53.1 felt Panicky 1 2 3 4 5 6 7
54.1 felt Passionate 1 2 3 4 5 6 7
55. I felt Peaceful 1 2 3 4 5 6 7
56.1 felt a sense of Pleasure 1 2 , 3 4 5 6 7
57.1 felt a sense of Pride 1 2 3 4 5 6 7
58.1 felt a sense of Regret 1 2 3 4 5 6 7
59.1 felt a sense of Rejection 1 2 3 4 5 6 7
60.1 felt Relaxing 1 2 3 4 5 6 7
61.1 felt Relieved 1 2 3 4 5 6 7
62.1 felt Romantic 1 2 3 4 5 6 7
63.1 felt Scared 1 2 3 4 5 6 7
64.1 felt Sentimental 1 2 3 4 5 6 7
65.1 felt a sense of Sorrow 1 2 3 4 5 6 7
66.1 felt Surprise 1 2 3 4 5 6 7
67.1 felt a sense of Tenderness 1 2 3 4 5 6 7
68.1 felt Tensed 1 2 3 4 5 6 7
69.1 felt a sense of Triumph 1 2 3 4 5 6 7
70.1 felt Unfulfilled 1 2 3 4 5 6 7
71.1 felt a sense of Unhappiness 1 2 3 4 5 6 7
72.1 felt Upset 1 2 3 4 5 6 7
73.1 felt a sense of Warm-hearted 1 2 3 4 5 6 7
74.1 felt Worried 1 2 3 4 5 6 7
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B .2  Please describe  y o u r  o v e ra l l  a t t i t u d e  to w a rd s  the  d e s tin a tio n  b y  c ir c l in g  the  
a p p ro p ria te  n u m b e r o n  th e  scale.
D is l ik e d  L ik e d  V e ry
V e ry  M u c h  -3  -2  -1  0 + 1  + 2  + 3  M u c h
B .3  Please in d ica te  y o u r  o v e ra l l  s a t is fa c t io n  to w a rd s  the  d e s tin a tio n  b y  c irc lin g  the 
a p p ro p ria te  n u m b e r o n  the  scale.
E x t re m e ly  E x t re m e ly
D is s a t is f ie d  -3  -2  - 1  0 + 1  + 2  + 3  S a tis fie d
B .4  H o w  l ik e ly  is i t  th a t y o u  w o u ld  re c o m m e n d  th is  d e s tin a tio n  to  y o u r  fr ie n d s / fa m ily  as 
a to u r is m  d e s tin a tio n ?  (Circle as appropriate).
E x t re m e ly  E x tre m e ly
U n lik e ly  -3  -2  -1  0 +1  + 2  + 3  L ik e ly
B .5  W h a t is y o u r  im p re ss io n  o f  the  o v e ra l l  im a g e  o f  the  d e s tin a tio n ?  (Circle as 
appropriate).
E x tre m e ly  3 2  j  () + J  +2  +3  E x t re m e ly
P o o r  G o o d
Appendix
Two
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S E C T IO N  C : A B O U T  Y O U R S E L F
In  the  last se c tio n  o f  th is  q u e s tio n n a ire , w e  w o u ld  l ik e  y o u  to  p ro v id e  us w ith  some 
pe rsona l in fo rm a tio n . A l l  pe rsona l in fo rm a tio n  w i l l  be k e p t s tr ic t ly  c o n fid e n tia l. P lease 
t ic k  (S ') as app ro p ria te .
1. G ender
M ale
2. Age 
16-24
□ Female
25-34
55-6445-54 Q j
3. H ighes t E d u c a tio n a l L e ve l A tta in e d
O Levels Q j  A  Levels
Bachelor Degree 
N o  qua lifica tions 
Others {please specify) __
□  M aster Degree
□
35-44 
O ver 64
Q j D ip lom a 
□  PhD/Post D octora l
□
4. O ccupa tion
M anagers  and S e n io r O ffic ia ls  (e.g. corporate managers, customer care managers) 
P ro fess iona l O ccupa tions  (e.g. health professionals, IC T , teaching, so lic ito rs  and lawyers) 
Associate P ro fess iona l and  T e ch n ica l O ccupa tions (e.g. nurses, graphic designers, actors 
A d m in is tra tiv e  and S e c re ta ria l O ccupa tions (e.g. o ffice  assistants, te lephonist)
S k ille d  T rades O ccupa tions  (e.g. farmers, electricians, bricklayers, m otor mechanics, chefs) 
P ersona l Service O ccupa tions  (e.g. trave l agents, hairdressers, caretakers, nursery nurses) 
Sales and C u s to m e r S ervice O ccupa tions  (e.g. sales assistant, call centre, customer care) 
Process, P la n t and  M a ch in e  O pe ra tives  (e.g. process operatives, tax i drivers, scaffolders) 
E le m e n ta ry  O ccupa tions  (e.g. bar staff, postal workers, she lf fille rs , cleaners)
O thers  {please specify)_________________________________________________________________
□
□
□
□
□
5. A n n u a l P e rsona l Incom e
Less than £ 10 000 Q j
£ 20 000 - £ 24 999 Q j
Above £ 35 000 Q j
6. N a t io n a l i ty _____________
£ 10 0 0 0 -£  14 999 
£ 25 000 - £ 29 999
£ 15 000 - £  19 999 Q j
£ 30 000 - £ 34 999 Q
T h is  is  t h e  e n d  o f  t h e  q u e s t i o n n a i r e .  
T h a n k  y o u  f o r  y o u r  t i m e  a n d  c o o p e r a t io n .
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Q u e s t i o n n a i r e :  
F o l l o w  U p  S t u d y
Questionnaire:
Sameer Ullah Hosany Follow Up Study
A  T o u r i s t  D e s t i n a t i o n  E v a lu a t i o n  S u r v e y
S E C T IO N  A : A B O U T  T H E  D E S T IN A T IO N  A N D  Y O U R S E L F
D ir e c t io n :  T h in k  a b o u t any  to u r is t d e s tin a tio n  th a t yo u  have v is ite d  and fo r  some 
reasons yo u  had a b a d  e x p e rie n c e  and th a t yo u  w o u ld  n o t  re c o m m e n d  the  
de s tin a tio n  to  y o u r  fr ie n d s /c o  lle a g u e s /fa m ily  a n d /o r y o u  w o u ld  g e n e ra te  n e g a tiv e  
p u b l ic i ty .  I f  yo u  can th in k  o f  any  d e s tin a tio n /p la c e /c o u n try /re g io n , p lease answ er the  
fo l lo w in g  questions .
Q . l .  W h a t w as the  c o u n try /p la c e /re g io n ?  
Q .2 . H o w  lo n g  ago w as th a t v is i t ? _______
Q .3 . W h a t w as the  n u m b e r o f  p re v io u s  v is its  to  th a t p lace?
N o previous v is its Q j 2 times Q  4 times
1 tim e Q  3 times Q  more than 4 times
Q .4 . W h a t w as the  m a in  reason o f  y o u r  v is it  to  th a t d e s tina tion?
Education Q ] Sports related Q ]
Leisure/holidays Q | V is it in g  friends and relatives Q j
Others (please indicate) ________________________________________________________
Q .5 . W ith  w h o m  d id  y o u  tra v e l?
A lone  Q ] W ith  you r partner Q j F am ily  Q j
Fam ily  w ith  ch ild ren  Q j W ith  friends Q j
O thers  (please specify)________________________________________________________________
Q  6 G e n d e r
M ale Q j Female Q j
Q 7  A g e
16-24 Q j 25-34 Q j 35-44 Q j
45-54 Q j 55-64 Q j Over 64 Q j
Q  8 A n n u a l  P e rs o n a l In c o m e
Less than £ 10 000 Q j £ 10 000 - £  14 999 Q j £ 15 000 - £  19 999 Q j
£ 20 0 0 0 -£  24 999 Q  £ 25 0 0 0 -£  29 999 Q j £ 30 000 - £  34 999 Q j
Above £ 35 000 Q
Q  9 N a tion a lity
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Questionnaire:
Sameer Ullah Hosany Follow Up Study
S E C T IO N  B : A B O U T  Y O U R  E X P E R IE N C E S
B . l  D ire c t io n :  The  fo l lo w in g  a d je c tives  are used to  describe  e m o tio n s . D u r in g  y o u r 
stay, yo u  have p ro b a b ly  encoun te red  a series o f  nega tive  e m o tio n  bu t w e  w o u ld  lik e  
yo u  to  th in k  a b o u t th a t d e s tin a tio n  in  te rm s  o f  a h o lis t ic  e xpe rience . Please ind ica te  
the ex ten t th a t best describes y o u r  fe e lin g s  to w a rd s  th a t to u r is t d e s tin a tio n  w h e re  you  
shou ld  c irc le  a n yw h e re  be tw een 1 =  Not at All and 7 =  Very Much (P lease ra te  a ll 
sta tem ents).
N o t a t  V e ry
A H  M u c h
I fe lt A fra id 2 3 5 6 7
1 fe lt a sense o f  A g ita tio n 2 3 5 6 7
I fe lt a sense o f  A g o n y 2 3 5 6 7
I fe lt Annoyed 2 3 5 6 7
I fe lt o f  a sense o f  A p p re h e n s io n 2 3 5 6 7
I fe lt a Ashamed 2 3 5 6 7
I fe lt a sense o f  C o n te m p t 2 3 5 6 7
I fe lt a sense o f  D e sp a ir 2 3 5 6 7
I fe lt a sense o f  D isa p p o in tm e n t 2 3 5 6 7
I fe lt a sense o f  D isgust 2 3 5 6 7
I fe lt a sense o f  D is like 2 3 5 6 7
I fe lt a sense D isp leasure 2 3 5 6 7
I fe lt a sense o f  D istress 2 3 5 6 7
I fe lt a sense o f  E m b a rra ssm e n t 2 3 5 6 7
I fe lt a sense o f  F ru s tra tio n 2 3 5 6 7
I fe lt a sense o f  H o s ti li ty 2 3 5 6 7
I fe lt a sense o f  H u m ilia t io n 2 3 5 6 7
I fe lt a sense o f  Is o la tio n 2 3 5 6 7
I fe lt a sense o f  N ervousness 2 3 5 6 7
I fe lt P a n icky 2 3 5 6 7
1 fe lt a sense o f  R egre t 2 3 5 6 7
I fe lt a sense o f  R e jec tion 2 3 5 6 7
I fe lt Scared 2 3 5 6 7
I fe lt a sense o f  S o rro w 2 3 5 6 7
I fe lt Tensed 2 3 5 6 7
1 fe lt U n fu lf i l le d 2 3 5 6 7
1 fe lt a sense o f  U nhapp iness 2 3 5 6 7
I fe lt Upset 2 3 5 6 7
I fe lt W o rr ie d 2 3 5 6 7
I fe lt L o v in g 2 3 5 6 7
I fe lt a sense o f  Joy 2 3 5 6 7
I fe lt S u rp rise 2 3 5 6 7
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Questionnaire: Appendix
Sameer Ullah Hosany Follow Up Study Three
B.2 Can yo u  please p ro v id e  som e m ore  in fo rm a tio n  a b o u t w h ic h  aspect (s) o f  y o u r 
h o lid a y  th a t has n e g a tiv e ly  a ffe c te d  y o u r de c is io n  n o t to  recom m end?  (F o r  exam ples: 
a ir lin e , ho te l a cco m m o d a tio n , lo ca l peop le , res tauran ts , the  d e s tin a tio n  itse lf, and 
in fra s tru c tu re  am ong  o th e rs )__________________________________________________________
B 3 . Please in d ica te  the  ex ten t to  w h ic h  yo u  have engaged in each o f  the  fo l lo w in g  
b e h a v io u r a fte r th is  bad expe rience . Please circle as a pp rop ria te .
N o t at 
A ll
I  d id  no t take  any ac tion  
I  have com p la ined  to  the service p ro v id e r
I  have ta lke d  w ith  fr ie n d s  and acquain tances 
abou t th is  experience 
I  have com p la ined  to  consum er agencies 
I  have file d  a w r it te n  c o m p la in t
I  have ta lke d  w ith  m y p a r tn e r  a n d /o r re la tives 
abou t th is  experience 
I  have com p la ined  to  o th e r to u r is ts  
I  rem ained passive
I  have d iscouraged fr ie n d s  and re la tives  to 
tra ve l to  th a t d e s tin a tio n  
I  have said negative  th ings  a b o u t th a t 
destina tion  to  o th e r people 
I  w i l l  no t tra v e l to  th a t d e s tin a tio n  again
T o  a V e ry  
La rge  
E x ten t 
7
7
7
7
7
7
7
7
7
B 4 . O v e ra ll, h o w  d issa tis fie d  w ere  yo u  w ith  the de s tin a tio n ?  (T h in k  in  te rm s  o f  the 
h o lis t ic  e xp e rience ).
N o t a t A l l  
D issa tis fied
1 V e ry  M u ch  
D issa tis fied
B 5 . O v e ra ll, h o w  good  o r  bad d id  yo u  fee l a fte r th is  expe rience?  (T h in k  in  te rm s  o f  
the h o lis t ic  expe rience ).
G ood 1 Bad
B .6 Please describe  y o u r  overall feeling to w a rd s  the d e s tin a tio n  (T h in k  in  te rm s  o f  the 
h o lis t ic  expe rience ).
D is like d  V e ry  
M u ch
-3 -1 0 L ik e d  V e ry  
M u ch
B .7  H o w  likely is it th a t yo u  w o u ld  recommend th is  d e s tin a tio n  to  y o u r  fr ie n d s /fa m ily  
as a to u r is m  d e s tin a tio n ?
E x tre m e ly  ^ -
U n lik e ly
-1 0 E x tre m e ly
L ik e ly
T h is  is th e  e n d  o f  th e  q u e s t io n n a ire  
T h a n k  y o u  fo r  y o u r  t im e  a n d  c o o p e ra t io n
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Sameer Ullah Hosany Letter Four
S A M E E R  H O S A N Y
70 M S  03, S C H O O L  O F  M A N A G E M E N T ,
U N IV E R S IT Y  O F  S U R R E Y  
G U IL D F O R D ,  S U R R E Y  
G U 2  7 X H
D e a r  P a r t i c ip a n t
I  a m  c u r r e n t ly  a P h D  c a n d id a te  a t th e  S c h o o l o f  M a n a g e m e n t,  U n iv e r s i t y  o f  
S u r r e y ,  U K .  A s  p a r t  o f  m y  re s e a rc h , I  a m  in v e s t ig a t in g  to u r is t s ’ fe e l in g s  to w a rd s  
d e s t in a t io n  v is ite d .
In  th is  c o n te x t ,  I  w o u ld  h ig h ly  a p p re c ia te  i t  i f  y o u  c o u ld  k in d ly  sp a re  15 m in u te s  o f  
y o u r  t im e  to  c o m p le te  th is  q u e s t io n n a ire .
Y o u r  c o o p e ra t io n  a n d  o p in io n s  a re  v e ry  im p o r ta n t  to  th e  succe ss  o f  th is  s tu d y . A l l  
in fo r m a t io n  p r o v id e d  w i l l  be  s t r ic t ly  c o n f id e n t ia l  a n d  w i l l  be  u s e d  s o le ly  fo r  
a c a d e m ic  re s e a rc h  p u rp o s e s .
Y o u r  p a r t ic ip a t io n  in  th is  s u rv e y  e n t it le s  y o u  to  e n te r  a d ra w  w h e re  y o u  h a v e  th e  
c h a n c e  to  w in  £ 1 0 0  w o r th  o f  M a r k s  &  S p e n c e r v o u c h e rs . I f  y o u  w o u ld  l ik e  to  be  
c o n s id e re d  in  th e  fre e  p r iz e  d ra w , p le a s e  f i l l  th e  s e c t io n  b e lo w . P le a se  se n d  th e  
completed  q u e s t io n n a ire  u s in g  th e  F R E E  P O S T  e n v e lo p e  p r o v id e d  w i t h in  two 
weeks u p o n  re c e ip t  o f  th is  m a il.
T h a n k  y o u  in  a n t ic ip a t io n ,
S a m e e r H o s a n y  (E : s .h o s a n y @ s u rre y .a c .u k )
P h D  C a n d id a te
N a m e :  _  
A d d r e s s :
P a g e  | 392
A p p e n d ix  5
Q u e s t i o n n a i r e :  
S t u d y  2
ML U n S
U niversity o f Surrey
TfTM School o f Management
A  Tourist Destination Evaluation Survey
S E C T IO N  A : A B O U T  T H E  H O L ID A Y  T R IP
In  th is  sec tion , p lease p ro v id e  som e basic in fo rm a tio n  a b o u t y o u r  most recent va ca tio n  to  
a tourist destination o u ts id e  the  U K . Please t ic k  ( / )  where appropriate.
Q . l.  C an you  please give the  nam e o f  the  c o u n try  o f  the last to u r is t d e s tin a tio n  you  have 
v is ited?  (.Please select only one)
□ S pa in □ F rance □ U n ite d  States
□ G reece □ Ita ly □ P o rtu g a l
□ Ir is h  R e p u b lic □ T u rk e y □ N e th e rla n d s
□ C yp rus □ B e lg iu m □ G e rm a n y
□ M a lta □ A u s tr ia □ O th e r { T Y f ? __________
Q.2. H o w  long ago was th a t v is it?
□ W ith in  las t 3 m o n th s □ 3 -6  m on ths □ 7 -1 2  m o n th s
□ 1 -2  years □ 2-3  years □ M o re  than  3 years
Q.3. W h a t is the  n u m b e r o f p re v io u s  v is its  to  th a t place?
□ N o  p re v io u s  v is its □ 1 t im e □ 2 tim e s
□ 3 tim e □ 4 tim e s □ M o re  than  4  tim es
Q.4. W h a t was the  m a in  reason o f  y o u r  v is it  to  th a t destina tion?  (Please select only one)
□ L e is u re /H o lid a y s □ S ports  re la ted
□ V is it in g  fr ie n d s  and re la tive s □ E d u c a tio n
□ O th e r (Please specify)
Q .5 . W i th  w h o m  d id  y o u  tra v e l?
□ A lo n e □ W ith  y o u r  P a rtne r
□ W ith  F a m ily □ W ith  F rie n d s
□ O th e r (Please specify)
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S E C T IO N  B : A B O U T  Y O U R  F E E L IN G S
D ire c t io n :  T he  fo l lo w in g  s ta tem ents are used to  describe  e m o tio n s . W e  w o u ld  lik e  
yo u  to  th in k  o f  the  last to u r is t d e s tin a tio n  th a t y o u  have v is ite d . D u r in g  y o u r  stay, yo u  
have exp e rie n ce d  a series o f  v e ry  s p e c if ic  e m o tio n s  b u t w e  w o u ld  l ik e  y o u  to  th in k  
abou t th a t d e s tin a tio n  in  te rm s  o f  an o v e ra ll e xpe rience .
Please read the  fo l lo w in g  sta tem ents  and in d ica te  the  ex ten t th a t best describes your 
feelings towards that tourist destination b y  c irc lin g  the  a p p ro p ria te  n u m b e r on  the  
scale w h e re  1 =  N o t  a t  A l l  and 7 =  V e ry  M u c h  (Please rate all statements)
N o t a t  V e ry
A l l  M u c h
1 .1 fe lt a sense o f  A ffe c tio n 1 2 3 4 5 6 7
2 . 1 fe lt a sense o f  A m azem en t 1 2 3 4 5 6 7
3 . 1 fe lt a sense o f  A s to n ish m e n t 1 2 3 4 5 6 7
4. I fe lt a sense o f  C a rin g 1 2 , 3 4 5 6 7
5 . 1 fe lt C h e e rfu l 1 2 3 4 5 6 7
6. 1 fe lt C o m fo rta b le 1 2 3 4 5 6 7
7 . 1 fe lt a sense o f  D e lig h t 1 2 3 4 5 6 7
8. 1 fe lt a sense o f  D is a p p o in tm e n t 1 2 3 4 5 6 7
9 . 1 fe lt a sense o f  D isp leasure 1 2 3 4 5 6 7
1 0 .1 fe lt a sense o f  E n jo y m e n t 1 2 3 4 5 6 7
1 1 .1 fe lt E n te rta in e d 1 2 3 4 5 6 7
1 2 .1 fe lt a sense o f  E n thus iasm 1 2 3 4 5 6 7
1 3 .1 fe lt Fascina ted 1 2 3 4 5 6 7
1 4 .1 fe lt a sense o f  F ea r 1 2 3 4 5 6 7
1 5 .1 fe lt In s p ire d 1 2 3 4 5 6 7
1 6 .1 fe lt a sense o f  Joy 1 2 3 4 5 6 7
17.1 fe lt a sense o f  Lo ve 1 2 3 4 5 6 7
18. I  fe lt a sense o f  P leasure 1 2 3 4 5 6 7
1 9 .1 fe lt a sense o f  R eg re t 1 2 3 4 5 6 7
2 0 .1 fe lt Sad 1 2 3 4 5 6 7
21.1  fe lt S en tim en ta l 1 2 3 4 5 6 7
2 2 .1 fe lt a sense o f  S u rp rise 1 2 3 4 5 6 7
2 3 .1 fe lt a sense o f  Tenderness 1 2 3 4 5 6 7
2 4 .1 fe lt a sense o f  U nhapp iness 1 2 3 4 5 6 7
2 5 .1 fe lt W a rm -h e a rte d 1 2 3 4 5 6 7
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S E C T IO N  C : A B O U T  Y O U R  O V E R A L L  D E S T IN A T IO N  E X P E R IE N C E
D ire c t io n :  N o w  please th in k  b a ck  to  y o u r o v e ra ll expe rience  w ith  th e  d e s tin a tio n . 
T a k e  a  fe w  m o m e n ts  to  p ic tu r e  y o u r  e x p e r ie n c e  a g a in  a n d  h o w  y o u  fe l t  to w a rd s  
th e  d e s t in a t io n . T ry  to  re m e m b e r i t  as v iv id ly  as poss ib le . W h e n  y o u  have re ca lle d  
y o u r e xp e rience  as c o m p le te ly  as y o u  can, p lease answ er the  fo l lo w in g  questions  
re la tin g  to  y o u r  o v e ra l l  e x p e r ie n c e  w i t h  th e  d e s t in a t io n  (Please rate all statements).
1. H o w  p le a s a n t o r  u n p le a s a n t w a s  y o u r  o v e ra l l  e x p e rie n c e  w i t h  th e  d e s t in a t io n ?
N o t  a t  a l l  | 2  3 4 5 5 7 E x tre m e ly
P le a s a n t P le a s a n t
2. T o  w h a t  e x te n t w e re  th e  fe e lin g s  y o u  h a d  to w a rd s  th e  d e s t in a t io n  as a re s u lt  o f  
y o u r  O w n a c tio n s /b e h a v io u rs ?
N o t  a t  a l l  1 2 3 4  5 6 7 V e r y  M u c h
3. T o  w h a t  e x te n t w a s  th e  o v e ra l l  e x p e rie n c e  y o u  h a d  w i t h  th e  d e s t in a t io n  
fa m i l ia r  o r  u n fa m il ia r ?
U n fa m i l ia r  1 2 3 4  5 6 7 F a m i l ia r
4 . W h e n  y o u  w e re  a t  th e  d e s t in a t io n , h o w  s u re  w e re  y o u  a b o u t w h a t!w a s  
h a p p e n in g  a ro u n d  y o u ?
N o t  S u re  1 2 3 4  5 6 7 E x tre m e ly
a t  A l l  S u re
5. T o  w h a t  e x te n t d o  y o u  see th is  o v e ra l l  e x p e r ie n c e  w i t h  th e  d e s t in a t io n  
im p o r ta n t  o r  n o t  im p o r ta n t  in  a c h ie v in g  y o n r  g o a ls /n e e d s  o f  d e s ire s ?
N o t a t  a l l  E x t re m e ly
Im p o r ta n t  Im p o r ta n t
6. I n  c o m p a r is o n  to  w h a t  y o u  d e s ire d , h o w  c o n s is te n t o r  in c o n s is te n t w a s  th e  
o v e ra l l  e x p e r ie n c e  w i t h  th e  d e s t in a t io n ?
V e ry  M u c h  1 2 3 4 5 6 7 V e r y  M u c h
In c o n s is te n t C o n s is te n t
N o t at a ll 1 2 3 4 5 6 7 V e ry  M u ch
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9. T o  w h a t  e x te n t w e re  th e  fe e lin g s  y o u  h a d  to w a rd s  th e  d e s t in a t io n  as a re s u lt  o f  
o th e r  to u r is ts  a t  th e  d e s t in a t io n ?
N o t  a t  a l l  1 2 3 4  5 6 7 V e ry  M u c h
10. H o w  e n jo y a b le  w a s  y o u r  o v e ra l l  e x p e rie n c e  w i t h  th e  d e s t in a t io n ?
N o t  a t  a l l  E x tre m e ly
E n jo y a b le  E n jo y a b le
11. T o  w h a t  e x te n t d id  th e  o v e ra l l  e x p e r ie n c e  y o u  h a d  w i t h  th e  d e s t in a t io n  
s o m e th in g  y o u  e xp e c te d  o r  u n e x p e c te d ?
U n e x p e c te d  1 2 3 4 5 6 7 E x p e c te d
12. W h e n  y o u  w e re  a t  th e  d e s t in a t io n , h o w  w e ll  d id  y o u  u n d e rs ta n d  w h a t  w as  
h a p p e n in g  a ro u n d  y o u ?
N o  1 2 3 4 5 6 7 ^  G r e a t  D e a l o f
U n d e rs ta n d in g  U n d e rs ta n d in g
13. T o  w h a t  e x te n t w e re  th e  fe e lin g s  y o u  h a d  to w a rd s  th e  d e s t in a t io n  as a  re s u lt  
o f  m a n a g e m e n t/e m p lo y e e s  a c tio n s /b e h a v io u rs ?
N o t  a t  a l l  1 2 3 4 5 6 7 V e r y  M u c h
14. H o w  d id  y o u r  o v e ra l l  e x p e r ie n c e  w i t h  th e  d e s t in a t io n  a ffe c t fe e lin g s  a b o u t 
y o u rs e lf ,  Such as y o u r  self esteem?
N e g a tiv e ly  1 2 3 4 5 6 7 P o s it iv e ly
15. T o  w h a t  e x te n t w a s  th e  o v e ra l l  e x p e r ie n c e  w i t h  th e  d e s t in a t io n  c o n s is te n t o r  
in c o n s is te n t to  w h a t  y o u  w a n te d  to  a c h ie v e  d u r in g  th is  h o lid a y ?
V e ry  M u c h  1 2  3 4  5 6 7 V e r y  M u c h
In c o n s is te n t C o n s is te n t
16. I n  c o m p a r is o n  to  th e  w a y  o th e rs  (e .g . co lle a g u e s , f r ie n d s , a n d  re la t iv e s )  m a y  
ju d g e  y o u  f o r  y o u r  c h o ic e  o f  d e s t in a t io n ,  h o w  c o n s is te n t o r  in c o n s is te n t w a s  th is  
to  th e  chosen  d e s t in a t io n ?
V e ry  M u c h  V e r y  M u c h
In c o n s is te n t C o n s is te n t
17. H o w  u s u a l o r  u n u s u a l w a s  y o u r  o v e ra l l  e x p e rie n c e  w i t h  th e  d e s t in a t io n ?
Unusual 1 2 3 4 5 6 7 Usual
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S E C T IO N  D : O V E R A L L  E V A L U A T IO N  O F  T H E  D E S T IN A T IO N
Please c irc le  the  n u m b e r th a t best describes y o u r  o v e ra ll e v a lu a tio n  o f  the  d es tina tion .
1. P lease d e s c r ib e  y o u r  o v e r a l l  fe e lin g s  to w a rd s  th e  d e s t in a t io n .
D is l ik e d  V e r y  - 3 - 2 - 1  0 1 2 3 L ik e d  V e ry
M u c h  M u c h
B a d  - 3 - 2 - 1  0 1 2 3 G o o d
2. P lease d e s c r ib e  y o u r  im p re s s io n  o f  th e  o v e ra l l  im a g e  o f  th e  d e s t in a t io n .
U n fa v o u ra b le  - 3 - 2 - 1  0 1 2 3 F a v o u ra b le
E x tre m e ly  - 3 - 2 - 1  0 1 2 3 E x tre m e ly
P o o r  G o o d
3. P lease in d ic a te  y o u r  o v e ra l l  s a t is fa c t io n  w i t h  th e  d e s t in a t io n  e x p e rie n c e .
E x tre m e ly  - 3 - 2 - 1  0 1 2 3 E x tre m e ly
D is s a t is f ie d  S a tis f ie d
T e r r ib le  - 3 - 2 - 1  0 1 2 3 D e lig h te d
4. O v e ra ll ,  c o m p a re d  to  y o u r  e x p e c ta t io n s , h o w  w o u ld  y o u  ra te  y o u r  e x p e rie n c e  
w i t h  th e  d e s t in a t io n ?
M u c h  W o rs e  - 3 - 2 - 1  0 1 2 3 M u c h  B e tte r
th a n  E x p e c te d  th a n  E x p e c te d
5. T h is  is one  o f  th e  b e s t d e s t in a t io n s  I  c o u ld  h a ve  v is ite d .
S tro n g ly  .3 .1 0 1 2 3 S t ro n g ly
D is a g re e  A g re e
6 . 1  w o u ld  re c o m m e n d  th is  d e s t in a t io n  to  m y  f r ie n d s / fa m ily .
S tro n g ly  3 ? 1 0 1 ? 3 S tro n g ly
D is a g re e  A g re e
7 . 1 w o u ld  say  p o s it iv e  th in g s  a b o u t th is  d e s t in a t io n .
S tro n g ly  - 3 - 2 - 1  0 1 2 3 S t ro n g ly
D is a g re e  A g re e
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S E C T IO N  E : A B O U T  Y O U R S E L F
In  the  last sec tion  o f  th is  q u e s tio n n a ire , w e  w o u ld  lik e  yo u  to  p ro v id e  us w ith  som e 
persona l in fo rm a tio n . P lease t i c k  (S )  w he re  app ro p ria te .
1. G e n d e r □  M a le I I F em ale
2. A g e □ 16-24 □ 2 5 -3 4 □ 3 5 -4 4
□ 4 5 -5 4 □ 55-64 □ 65 and above
3 .H ig h e s t
E d u c a t io n a l
L e v e l
A t ta in e d
□ 0  L e v e ls □ A  L e v e ls □ D ip lo m a
□ B a c h e lo r D eg ree □ M a s te r D egree □ PhD
□ N o  qua lifica tions □ Others {please specify)  ) __________
4. P lease s p e c ify  th e  c a te g o ry  th a t  b e s t d e s c rib e s  y o u r  c u r r e n t  o c c u p a t io n
M anagers  and S e n io r O ffic ia ls .(e .g . corporate managers, customer care managers) □
P ro fessiona l O ccupa tions  (e.g. health professionals, IC T , teaching, so lic ito rs  and lawyers) □
Associate P ro fess iona l and  T e ch n ica l O ccupa tions (e.g. nurses, graphic designers, actors) □
A d m in is tra tiv e  and S e c re ta ria l O ccupa tions  (e.g. o ffice  assistants, telephonist, secretaries) cn
S k illed  T rades O ccupa tions  (e.g. farmers, electricians, bricklayers, m otor mechanics, chefs) □
P ersona l Service O ccupa tions  (e.g. travel agents, hairdressers, caretakers, nursery nurses) □
Sales and C u s to m e r Service O ccupa tions  (e.g. sales assistant, call centre, customer care) □
Process, P la n t and  M a ch in e  O pe ra tives  (e.g. process operatives, ta x i drivers, scaffolders) □
E le m e n ta ry  O ccupa tions  (e.g. fa rm  workers, bar staff, postal workers, she lf fille rs , cleaners) □
O th e r  ( please specify)
5 A n n u a l  P e rs o n a l In c o m e
□ Less than £ 15 000 □ £  15 000 - £ 2 4  999 □ £ 25 000 -  £ 34 999
□ £ 35 000 - £ 44 999 □ £ 44 999- £ 54 999 □ O ver £ 55 000
6. N a t io n a l i ty I I B r i t is h □  N o n -B r it is h
T h is  is  th e  e n d  o f  th e  q u e s t io n n a ir e  
T h a n k  y o u  f o r  y o u r  t im e  a n d  c o o p e r a t io n
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G l o s s a r y  O f  T e r m s
Sameer Ullah Hosany
Glossary of Appendix
Terms Seven
G L O S S A R Y  O F  T E R M S
Analysis o f Variance (ANOVA ):  A N O V A  is  a te ch n iq u e  th a t tes t fo r  s ta tis t ic a l d iffe re n ce s  
b e tw e e n  m o re  than  tw o  g roups  and to  s im u lta n e o u s ly  assess the  e ffe c t o f  m o re  th a n  one 
independen t va ria b le . D iffe re n c e s  be tw e e n  th e  g ro u p  means are e xa m in e d  u s in g  the  F - 
s ta tis tic  and la rg e r F  in d ica tes  s ig n if ic a n t d iffe re n ce s  b e tw e e n  g roups.
Bartlett test o f sphericity: A  s ta tis t ic a l tes t th a t exam ines  th e  co rre la tio n s  am ong  a ll 
dependen t va ria b le s  and assesses, w h e th e r, c o lle c t iv e ly , s ig n if ic a n t in te r-c o rre la tio n s  e x is t 
(H a ir  et a l., 2006 ). S ubs tan tia l n u m b e r o f  s ig n if ic a n t (s ig < 0 .0 5 ) c o rre la t io n  c o e ff ic ie n ts  
g re a te r th a n  0 .30  in  size is  re q u ire d  to  ju s t i f y  th e  app rop ria teness  o f  fa c to r  ana lys is  to  th e  
data.
Beta coefficient: A n  in d ic a to r  o f  the  ty p e  o f  re la tio n s h ip  (p o s it iv e  o r  n e g a tive ) and 
s tre n g th  o f  the  re la tio n sh ip  b e tw e e n  th e  ind e pe n d e n t and dependent va ria b le s  in  a 
reg re ss io n  m ode l. B e ta  c o e ff ic ie n ts  range  f r o m  -1 .0 0  to  + 1 .0 0  and the  abso lu te  va lu e  o f  
th e  standard ised  c o e ff ic ie n t in d ica tes  th e  re la tiv e  im p o rta n c e  o f  the  in d e pe n d e n t v a ria b le  
in  p re d ic tin g  the  dependen t v a ria b le  (H a ir  et a l., 20 0 6 ).
Boxplots: A  p ic to r ia l re p re se n ta tio n  o f  th e  da ta  d is tr ib u t io n  o f  a m e tr ic  v a r ia b le  fo r  each 
g ro u p  (c a te g o iy ) o f  a n o n -m e tr ic  va ria b le . B o x p lo ts  are v e ry  u s e fu l to  de tec t o u tlie rs  in  
th e  da ta  (H a ir  et a l., 2 0 0 6 )
Box’s M  test: S ta tis tica l tes t fo r  the  e q u a lity  o f  th e  va ria n ce -co va ria n ce  m a trice s  o f  the  
dependen t v a ria b le  across the  g roups. I f  £ < 0 .0 0 1 , i t  in d ica tes  th a t the  e q u a lity  o f  
co va ria n ce  m a trices  a ssu m p tio n  has been v io la te d . H o w e v e r, B o x ’ s M  te s t is e x tre m e ly  
se n s itive  and v io la t io n  o f  th is  a ssu m p tio n  has m in im a l im p a c t i f  c e lls  (g ro u p s ) are 
a p p ro x im a te ly  o f  equal size.
Coefficient of Determination (R2):  A  m easure  in d ic a t in g  the  a m o u n t o f  v a r ia t io n  ( to ta l 
va ria n ce  e xp la in e d ) in  the  dependen t v a r ia b le  assoc ia ted  w ith  o r  e xp la in e d  b y  a ll o f  the  
independen t va riab les  co n s id e re d  to g e th e r in  a re g re ss io n  m o d e l. T h e  la rg e r th e  R2 va lue , 
the  m o re  th e  dependent v a r ia b le  is  associa ted  w ith  th e  dependen t va ria b le s  in  the  m ode l.
Communality: T h e  a m o u n t o f  va ria n ce  an o r ig in a l v a r ia b le  shares w ith  a l l  o th e r va ria b le s  
in  the  fa c to r  ana lys is . C o m m u n a lity  va lues  range  be tw een  0 and 1 and i f  va lues  > 1 , th is  is 
an in d ic a t io n  th a t the  fa c to r  s o lu tio n  is  p ro b le m a tic . O n  the  o th e r hand, v e ry  lo w  
c o m m u n a lity  va lues in d ic a te  th a t th e  va ria b le s  are un re la ted .
Concurrent validity: T h e  e x te n t to  w h ic h  one  m easure  o f  a v a r ia b le  can  be used to  
es tim a te  an in d iv id u a l’ s cu rre n t score o n  a d if fe re n t m easure o r  a c lo s e ly  re la te d  v a ria b le  
( T u l l  and H a w k in s , 1990). U s u a lly , th e  p a tte rn  o f  co rre la tio n s  be tw e e n  a m easure  and  its  
v a lid a t in g  c r ite r ia  is e xa m in e d  to  assess co n c u rre n t v a l id i ty  (B re a k w e ll e t a l., 2000 ).
Confirmatory factor analysis (CFA ): A  fa c to r  ana lys is  fo r  e va lu a tin g  w h e th e r a p re ­
sp e c ifie d  fa c to r  m o d e l p ro v id e s  a g o o d  f i t  to  th e  da ta  and a llo w s  fo r  m o re  p re c is io n  in  
e v a lu a tin g  the  m easurem ent m o d e l. C F A  departs  f ro m  E F A  as i t  re lie s  o n  cova riance  
s tru c tu re  ana lys is  and o n  d if fe re n t e s tim a tio n  m e th o d s  (m a x im u m  lik e lih o o d )  to  id e n t i fy  
u n d e r ly in g  s truc tu res  (F lo y d  and W id a m a n , 1995). S ta tis tica l s o ftw a re  su ch  as L IS R E L  
and A M O S  n o w  o ffe rs  the  o p p o r tu n ity  to  p e r fo rm  c o n firm a to ry  ana lys is .
Sameer Ullah Hosany
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Construct validity. I t  is an  u n d e rs ta n d in g  o f  th e  fa c to rs  th a t u n d e rlie  a m easu rin g  
in s tru m e n t (T u l l  and H a w k in s , 1990 ) and can  be assessed u s in g  fa c to r  ana lys is . T he re  are 
tw o  fo rm s  o f  co n s tru c t v a lid ity :  c o n ve rg e n t and d is c r im in a n t v a lid ity .
Content validity: The  degree to  w h ic h  a m easu re ’ s item s represent a p ro p e r sam ple 
(co n te n t adequacy assessm ent) o f  the  th e o re tic a l co n te n t d o m a in  o f  the  co n s tru c t (N u n a lly  
and B e rn s te in , 1994). In  scale d e ve lo p m e n t, co n te n t v a l id i ty  m u s t be b u i lt  in to  the  
m easure  d u r in g  the  ite m  d e ve lo p m e n t stage.
Convergent validity: T h e  degree to  w h ic h  tw o  m easures o f  the  same concep t are 
co rre la te d  (H aii* e t a l., 2 0 0 6 ). H ig h  co rre la tio n s  in d ic a te  th a t the  scale is m easu ring  the  
in te n d e d  concep t.
Criterion-related validity: T h is  fo rm  o f  v a l id i ty  is  estab lished  w h e n  an in s tru m e n t 
d iffe re n tia te s  in d iv id u a ls  o n  a c r ite r io n  i t  is  expected  to  p re d ic t (S ekaran, 20 0 3 ). T h e  tw o  
c o m m o n  typ e s  o f  c r ite r io n -re la te d  v a l id a t io n  are: predictive and concurrent v a lid ity .
Cronbach’s coefficient alpha: A n  in d ic a to r  o f  th e  in te rn a l con s is te n cy  o f  a m u lt i- i te m  
scale. I t  is  the  p ro p o r t io n  o f  a sca le ’ s to ta l va ria n ce  th a t is a ttr ib u ta b le  to  a co m m o n  
source  (D e V e llis , 1991). A  la rg e  c o e ff ic ie n t a lpha  p ro v id e s  an in d ic a t io n  o f  s trong  ite m s 
co va ria n ce  o r  h o m o g e n e ity  and suggests th a t the  sa m p lin g  d o m a in  is  adequa te ly  captured. 
G e n e ra lly , r e l ia b i l i ty  c o e ff ic ie n ts  o f  0 .70  o r  m o re  are cons idered  g o o d  (C h u rc h ill,  1979), 
a lth o u g h  va lues  in  th e  0 .60s are s u ff ic ie n t in  e a r ly  stages o f  research (N u n a lly , 1978).
Discriminant validity: A  fo rm  o f  v a l id i ty  in d ic a te d  b y  p re d ic ta b ly  lo w  c o rre la tio n s  
b e tw e e n  the  m easure o f  in te re s t and o th e r m easures th a t are supposed ly  n o t m easu ring  the  
sam e v a r ia b le  o r  concep t (H e e le r and R ay, 1972). D is c r im in a n t v a l id i ty  is  ach ieved  b y  
d e m o n s tra tin g  th a t a m easure does n o t co rre la te  v e ry  h ig h ly  w ith  a n o th e r m easure f ro m  
w h ic h  i t  sh ou ld  d i f fe r  (C a m p b e ll, 1960).
Eigenvalue: A ls o  k n o w n  as th e  la te n t ro o t, is th e  sum  o f  the  squared lo a d in g s  fo r  a n y  
g iv e n  fa c to r. In  essence, i t  is  the  a m o u n t o f  to ta l va ria n ce  e xp la in e d  in  th e  da ta  set b y  the  
fa c to r  (Haii* et a l., 2006 ).
Exploratory factor analysis (EFA):  A  fa c to r  ana lys is  w he re  no  s tru c tu re  is  p re -s p e c if ie d  
and the  da ta  are used to  re ve a l o r  suggest th e  s tru c tu re  o f  the  m ode l. I t  is p a r t ic u la r ly  
h e lp fu l as a p re lim in a ry  an a lys is  in  absence o f  s u ff ic ie n t ly  d e ta ile d  th e o ry  a b ou t the  
re la tio n s  o f  the  in d ic a to rs  to  th e  u n d e r ly in g  co n s tru c ts  (G e rb in g  and A n d e rso n , 1988). 
E F A  is th e re fo re  a th e o ry  b u ild in g  a p p roach  (S harm a, 1996). E F A  can  also be used  as a 
da ta  re d u c tio n  te ch n iq u e  w h e re  a set o f  obse rved  va ria b le s  are reduced  to  a sm a lle r, 
p a rs im o n io u s  set (F lo y d  and W id a m a n , 1995).
Factor loading: T h e  c o rre la t io n  b e tw e e n  th e  ite m /v a r ia b le  and the  co rre sp o nd in g  fa c to r. 
T h e  size o f  the  fa c to r  lo a d in g  va rie s  b e tw e e n  +1 to  -1 and m easures th e  im p o rta n ce  o f  the  
v a r ia b le  in  re p re se n tin g  th e  u n d e r ly in g  fa c to r  (H a ft e t a l., 2 006 ). S ig n ifica n ce  o f  fa c to r 
lo a d in g s  are dependen t o n  sam ple  s ize  and h ig h e r fa c to r  lo a d in g s  are de s ira b le  fo r  
s ig n if ic a n c e  in  s m a ll sam ples (e .g . iV < 100 ).
Formative Indicators'. T h e  d ire c t io n  o f  c a u s a lity  f lo w s  fro m  the  in d ic a to rs  to  the  la ten t 
co n s tru c t, and the  in d ic a to rs  jo in t ly  d e te rm in e  th e  co ncep tua l and e m p ir ic a l m ea n in g  o f  
the  u n d e r ly in g  co n s tru c t (Ja rv is  et a l., 2 0 0 3 ). A  ty p ic a l exam p le  o f  a fo rm a tiv e  in d ic a to r
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is  so c io e co n o m ic  sta tus (S E S ), w h e re  in d ic a to rs  such as educa tion , in co m e , o c c u p a tio n  
and res idence  are item s th a t cause o r  fo rm  the  la ten t va ria b le  SES.
Hierarchical regression: A  m e th o d  th a t enables the  researcher to  de te rm in e  the  
c o n tr ib u t io n  o f  an  a d d it io n a l in d ependen t v a r ia b le  a t e s tim a tin g  the  dependen t v a ria b le  b y  
lo o k in g  at the  s ig n if ic a n t in c re m e n ta l g a in  in  R2 va lu e  (va ria n ce ) fo r  th e  m ode l.
Homoscedasticity: T h e  a ssu m p tio n  th a t th e  le v e l o f  va riance  o n  the  dependent va ria b le (s ) 
is  re la t iv e ly  equa l at each va lu e  o f  the  p re d ic to r  va riab le .
Inter-item consistency reliability: A  m o re  p ra c tic a l and c o m m o n ly  used m e th o d  fo r  
e s tim a tin g  the  r e l ia b i l i ty  o f  a m easure is  to  exam ine  its  in te r - ite m  con s is te n cy  (B re a k w e ll 
e t a l., 2 0 0 0 ). In te r - ite m  co n s is te n cy  r e l ia b i l i t y  is  ach ieved  w h e n  in d iv id u a l ite m s  o r  
in d ic a to rs  m easu ring  th e  same co n s tru c t are h ig h ly  in te r-co rre la te d  (C h u rc h ill,  1979). T h e  
m o s t p o p u la r tes t o f  in te r- ite m  co n s is te n cy  re l ia b i l i ty  is the  C ro n b a ch ’ s a lpha  c o e ff ic ie n t 
(O p p e n h e im , 1996).
Kaiser latent root criterion: A  ru le  fo r  d e c id in g  the  n u m b e r o f  fa c to rs  to  e x tra c t f ro m  
fa c to r  ana lys is . T h e  K a is e r c r ite r io n  states th a t fa c to rs  are re ta ined  i f  th e y  e x p la in  m o re  
va ria n ce  in  the  da ta  th a n  a s in g le  ite m  is capab le  o f  e x p la in in g  (D e V e llis , 1991). T h is  is 
o p e ra tio n a lise d  b y  re ta in in g  o n ly  fa c to rs  w ith  e igenva lue  g rea te r th a n  one (L e e  and 
H o o le y , 20 0 5 ).
Kurtosis: T h e  degree o f  peakedness o r  fla tness o f  a d is tr ib u t io n  w h e n  com pared  to  a 
n o rm a l d is tr ib u tio n . N o rm a l d is tr ib u tio n s  have  a K u rto s is  va lue  nea r ze ro . A  p o s it iv e  
va lu e  in d ica tes  th a t the  d is tr ib u t io n  is  peaked  and f la t  d is tr ib u tio n s  have a n e g a tive  va lue . 
F o r  a d is tr ib u t io n  to  be  n o rm a l, k u rto s is  va lues  sh o u ld  be in  the  range -1 to  +1 (H a ir  et a l., 
20 0 6 ).
Linear regression: A  w id e ly  used  dependence techn ique  in  research  used to  analyse the  
lineai* re la tio n s h ip  b e tw een  a dependen t v a r ia b le  and m u lt ip le  independen t va ria b le s  (H a il* 
et a l., 2 000 ).
Measure o f sampling adequacy (MSA): A  m easure to  q u a n tify  th e  degree o n  in te r-  
co rre la tio n s  am ong  the  va ria b le s  and thus  d e te rm in e  the  appropria teness o f  fa c to r  
ana lys is . M S A  in d e x  ranges f ro m  0 to  1 and va lues  o f  at least 0 .50  and above  are needed 
b e fo re  p ro ce e d in g  w ith  fa c to r  ana lys is  (H a ir  e t a l., 2006 ).
Measurement Error: A  te rm  to  describe  th e  inaccu rac ies  in  m easu ring  a s u b je c t’ s “ tru e ”  
score  o n  a la ten t v a ria b le  due to  a n u m b e r o f  reasons: a c tu a l e rro rs  (e .g . da ta  e n tiy  e rro rs ); 
sh o rtco m in g s  o f  the  m easurem ent in s tru m e n t its e lf; and the  in a b il i ty  o f  responden ts  to  
accu ra te  p ro v id e  in fo rm a tio n . M e a su re m e n t e rro r can be a source  o f  a la rge  a m o u n t o f  
va ria n ce  in  m easures o f  la te n t co n s tru c ts  in  s o c ia l science research  (C o te  and B u c k le y , 
1987).
Mediating effects: M e d ia to rs  estab lish  “ h o w ”  and “ w h y ”  one va ria b le  p re d ic ts  o r  causes 
an o u tco m e  (dependen t) v a r ia b le  (H o lm b e c k , 1997). M e d ia t io n  im p lie s  a causa l 
h yp o th e s is  w h e re b y  th e  ind e pe n d e n t v a ria b le  causes a m e d ia to r w h ic h  in  tu rn  causes the  
dependen t va ria b le . T h e  m o s t co m m o n  and in f lu e n t ia l d e s c r ip tio n  o f  h o w  m e d ia tio n  can  
be de tec ted  s ta t is t ic a lly  w as o ffe re d  b y  B a ro n  and K e n n y  (1986 ).
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Moderating effects: A  m o d e ra to r spec ifie s  w h e n  o r  u n d e r w h a t c o n d itio n s  a p re d ic to r  
v a r ia b le  in flu e nce s  a dependen t v a r ia b le  (B a ro n  and K e n n y , 1986). T h e  m o d e ra ting  
v a r ia b le  m a y  reduce  o r  enhance the  d ire c t io n  o f  the  re la tio n s h ip  be tw e e n  a p re d ic to r  
v a r ia b le  and th e  dependent v a ria b le . I t  can  even  change the  d ire c tio n  o f  th e  re la tio n s h ip  
b e tw e e n  the  tw o  va riab les  f ro m  p o s it iv e  to  n e g a tive  and v ic e  ve rsa  (Jam es and B re tt ,  
1984; H o lm b e c k , 1997).
Multicollinearity: A  te rm  used to  describe  a s itu a tio n  w h e re  an e x p lo ra to ry  ( in d e p e n d e n t) 
v a r ia b le  is  re la te d  to  one o r  m o re  o f  th e  o th e r e x p lo ra to ry  va ria b le s  in  a re g re ss io n  m o d e l 
(H u tch e so n  and S o fro n io u , 1999).
Multivariate Analysis o f Variance (MANOVA)\  M A N O V A  exam ines  th e  dependence 
re la tio n s h ip  be tw een  severa l ca te g o r ica l independen t va ria b le s  and tw o  o r  m o re  m e tr ic  
dependen t va ria b le s  s im u lta n e o u s ly . I n  M A N O V A ,  a n e w  dependent v a r ia b le  (v a r ia te ) 
o p t im a lly  co m b ines  th e  m u lt ip le  dependen t m easures in to  a s ing le  va lu e  th a t m a x im ise s  
th e  g ro u p  d iffe re n ce s  (H a ir  et a l., 2 0 0 6 ). T h e  tests p ro ce d u re  o f  M A N O V A  re q u ire s  
co n s ide ra tions  o f  s tr ic t s ta tis tica l assum ptions  n a m e ly : independence,
Parallel-form reliability'. A ls o  k n o w n  as a lte rn a te -fo rm  r e l ia b i l i ty  is  a ch ie ved  w h e n  
responses o n  tw o  com parab le  sets o f  m easures ta p p in g  the  same co n s tru c t are h ig h ly  
con-e la ted  (S ekaran, 2 003 ). I t  in v o lv e s  e m p lo y in g  d if fe re n t ly  w o rd e d  ite m s to  m easure 
th e  same a ttr ib u te . Ite m s o r  scales are a d m in is te re d  to  the  same p o p u la t io n  at d iffe re n t 
t im e  p o in t in  t im e  and c o rre la t io n  c o e ff ic ie n ts  ca lcu la ted . I f  th e y  are h ig h , the  su rve y  
in s tru m e n t is  cons idered  to  have g o o d  a lte rn a te -fo rm  r e l ia b i l i ty  ( L i tw in ,  1995).
Partial eta squared (0 ):  In  M A N O V A ,  p a rt ia l eta squared represents the  p ro p o r t io n  o f  
th e  va ria n ce  in  the  dependent v a r ia b le  th a t can  be e xp la in e d  b y  th e  ind e pe n d e n t va ria b le . 
H ig h e r  va lues o f  0  in d ica te  h ig h e r e ffe c t o f  the  independen t v a r ia b le  o n  the  dependent 
va ria b le .
Pearson correlation coefficient ( r ) :  A  m easure  o f  the  degree o f  l in e a r re la tio n s h ip  
b e tw e e n  tw o  variab les. I t  in d ica tes  the  s tre n g th  (range  fro m  -1 to  + 1 ), d ire c tio n  (p o s it iv e  
o r  ne g a tive ), and s ig n if ic a n c e  o f  the  a sso c ia tion  b e tw e e n  tw o  m e tr ic  v a ria b le s  (H a ir  e t a l., 
2 0 0 0 ).
Predictive validity: T h e  a b i l i ty  o f  a scale to  es tim a te  som e c r ite r io n  b e h a v io u r th a t is 
e x te rn a l to  the  c u rre n t m easu ring  in s tru m e n t i t s e l f  (N u n a lly  and B e rs te in , 1994).
Reflective Indicators'. W ith  re f le c t iv e  in d ic a to rs , the  d ire c tio n  o f  c a u s a lity  is  f r o m  the  
la te n t co n s tru c t to  the  observed  v a r ia b le  (B o lle n , 1989 ). In d ic a to rs  are expected  to  ne 
c o rre la te d  and possess in te rn a l co n s is te n cy  re l ia b i l i ty .  T y p ic a l exam p les o f  co n s tru c ts  
w ith  re f le c t iv e  in d ic a to rs  in  m a rk e tin g  in c lu d e  a ttitu d e s  and in te n tio n  to  purchase.
Reliability'. T he  a m oun t to  w h ic h  a v a r ia b le  (o r  set o f  va ria b le s  such as a m u lt i- i te m  scale) 
is  co n s is te n t in  w h a t i t  in tends to  m easures. T h is  m eans th a t m u lt ip le  a d m in is tra tio n s  o f  
the  m e a su rin g  in s tru m e n t shou ld  re tu rn  cons is ten t re su lts  (H a ir  et a l., 2006 ). R e lia b il i t y  is  
conce rned  w ith  th e  p ro p o r t io n  o f  v a ria n ce  in  a m easure  w h ic h  is  a ttr ib u ta b le  to  the  tru e  
score  o n  the  la ten t co n s tru c t (D e V e llis , 1991). I n  co n ce p tu a l te rm s, i f  a m easure  is  
p e r fe c t ly  re lia b le , ra n d o m  e rro r is ze ro  b u t sys tem a tic  (m easu rem en t) e rro r m a y  s t i l l  e x is t.
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Scree test: A  v is u a l m e th o d  used to  id e n t i fy  the  o p tim u m  n u m b e r o f  fa c to rs  th a t can be  
e x trac ted  in  a fa c to r  ana lys is . I n  o rd e r to  dec ide  o n  the  m a x im u m  n u m b e r o f  fa c to rs  to  
re ta in , the  researcher inspect the  scree p lo t  fo r  the  p o in t at w h ic h  th e  cu rv e  f ir s t  s tra ig h te n  
o u t (H a ir  et a l., 20 0 6 ). I n  c o m p a riso n  to  the  K a is e r  la te n t ro o t c r ite r io n , w h e n  u s in g  the  
sree test, th is  can re su lt in  the  in c lu s io n  o f  th ree  o r  m o re  fa c to rs  (C a tte ll, 1966 ).
Skewness: T h e  degree o f  a s y m m e try  o f  a da ta  set a round  its  m ean  score. A  d is tr ib u tio n  is  
s y m m e tric  i f  i t  lo o k s  the  same to  the  le ft  and r ig h t  o f  the  m ean  va lu e . A  da ta  set is  
p o s it iv e ly  skew ed w h e n  i t  co n ta in s  re la t iv e ly  fe w  la rge  va lues and ta ils  o f f  to  the  r ig h t 
and a d is tr ib u t io n  is  sa id  to, be n e g a tiv e ly  skew ed  w h e n  is  has re la t iv e ly  fe w  s m a ll va lues. 
A  skew ness va lu e  o u ts id e  th e  range  -1 to  +1 is  an in d ic a tio n  o f  s u b s ta n tia lly  skew ed  
d is tr ib u tio n  (H a ir  et a l., 2006 ).
Split-half reliability'. In  th is  m e thod , th e  in s tru m e n t is  d iv id e d  in  h a lf, u s u a lly  b y  p la c in g  
even -num bered  item s in  one g ro u p  and th e  o d d -n u m b e re d  item s in  an o th e r g roup . A  score 
is  ob ta ined  fo r  each h a l f  o f  the  te s t and is  th e n  co rre la te d  (N u n n a lly  and B e rn s te in  (1 9 9 4 ).
Summated scale: T h e  c re a tio n  o f  a c o m p o s ite  va lu e  fo r  a set o f  va ria b le s  b y  ta k in g  the  
average o f  the  va ria b le s  in  a scale. S um m ated  scales o ve rco m e  to  som e e x te n t p ro b le m s  
associa ted w ith  m easurem ent e rro rs  and have  the  b e n e fits  o f  re p re se n tin g  the  m u lt ip le  
aspects o f  a concep t in  a s in g le  m easure  (H a ft  e t a l., 2006 ).
t-test: A  tes t th a t assesses the  s ta tis t ic a l s ig n if ic a n c e  o f  the  d iffe re n c e  b e tw e e n  tw o  g roups 
m ean  scores fo r  a s in g le  dependen t va ria b le . I n  o rd e r to  assess the  s ta tis t ic a l s ig n if ic a n c e  
o f  th e  d iffe re n ce s  b e tw e e n  tw o  g roups  in  te rm s o f  th e  dependent v a ria b le , th e  t-statistic is  
co m p u te d  and com pared  aga inst critical value o f  th e  t  s ta tis tic  (p  va lu e ). I f  p  va lue  > 0 .0 5 , 
i t  ind ica tes  th a t the  m ean scores fo r  th e  tw o  g roups are n o t s ta t is t ic a lly  s ig n if ic a n t. 
A lte rn a tiv e ly , i f p  va lu e  < 0 .0 5 , the  researcher can conc lude  th a t the  tw o  g roups do e x h ib it 
d iffe re n ce s  o n  the  dependent m easure (H a f t  e t a l., 20 0 6 ).
Test-retest reliability: I t  is a m easure  o f  h o w  re p ro d u c ib le  a set o f  resu lts  are b y  h a v in g  
the  same set o f  respondents c o m p le te  th e  m easure a t tw o  d if fe re n t tim e s . C o rre la tio n  
c o e ff ic ie n ts  are ca lcu la ted  to  com pare  th e  tw o  sets o f  responses and are c o lle c t iv e ly  
re fe rre d  to  as the  in s tru m e n t’ s te s t-re te s t re l ia b i l i ty .  H ig h  tes t-re tes t c o e ff ic ie n ts  es tab lish  
the  s ta b il ity  o f  the  m easure across t im e  (S ekaran , 2 0 0 3 ) . In  genera l, i f  c o rre la t io n  
c o e ff ic ie n ts  equa l o r  exceed 0 .70 , i t  is  co n s id e re d  th a t the  te s t-re tes t r e l ia b i l i ty  is g o o d  
(L i tw in ,  1995).
Tolerance value: T he  a m o u n t o f  v a r ia b il i ty  o f  th e  se lected  independen t v a ria b le  n o t 
e xp la in e d  b y  the  o th e r independen t va ria b le s  (H a f t  e t a l., 20 0 6 ). V e ry  s m a ll to le rance  
va lues  (< 0 .2 0 ) denote h ig h  degrees o f  m u lt ic o ll in e a r ity  and are cons idered  p ro b le m a tic .
Variance inflation factor (V IF ):  A n  in d ic a to r  o f  th e  e ffe c t th a t o th e r independen t 
va ria b le s  in  a m o d e l have  o n  th e  s tandard  e rro r  o f  a reg ress ion  c o e ff ic ie n t and are the  
inverse  o f  to le rance  va lues. L a rg e  V IF  (> 5 ) denote  h ig h  degrees o f  m u lt ic o ll in e a r ity  and 
cons idered  p ro b le m a tic  (H u tch e so n  and S o fro n io u , 1999).
Varimax rotation: T h e  m o s t p o p u la r  orthogonal factor rotation m e thods th a t focus  o n  
s im p lify in g  the  co lu m n s  in  the  fa c to r  m a tr ix . T h is  m e th o d  o f  ro ta t io n  is  g e n e ra lly  
cons idered  s u p e rio r to  o th e r o rth o g o n a l fa c to r  ro ta tio n  m e thods is a c h ie v in g  a s im p lif ie d  
fa c to r  s tructure .
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